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Abstract 
The purpose of this report was to study if market segmentation could influence the 

corporate identity and indirectly the image of a company.  

The relevance of this purpose was due to a lack of development of the market 

segmentation theory in a long period of time. There are many authors in this area of 

research, but not much of a consensus between them. This report therefore delves 

deeper into one of these market segmentation theories in order to verify the multi-

segmentation theory.   

During the process of investigation the management of four music festivals were 

interviewed to see how they use their market segmentation. Several interviews were 

done with one or more individuals of the organizations.  

The findings are two-folded.  

The use of multi-segmentation was proven through the interviews with the 

festivals. All four festivals used several different market segmentation 

variables, all focusing greater understanding of the values and personalities of 

their target group.  

 

The most interesting finding is that from the greater understanding of their 

customers, the festivals have been able to identify an identity with their target 

group. Their respective corporate identities have then been build around their 

target group identities in order to reflect the customers values and believes. 

This concept of a target group identity may have great impacts on the 

customers’ perception of the corporate identity and image.!

! !
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1. Introduction Chapter 
1.1 Introduction 

In any industry there might be several companies that produces products for the same 

market. This market consists of different types of customer that are requesting 

different characteristics in these products. This could lead to differentiations between 

the actors on the market; the companies produce products to fit the various demands 

from customers (Armstrong et al. 2009).  

One industry where this is true is the Swedish festival industry. In 2012 there will be 

held over 90 different music festivals around Sweden, many of which are niched into 

specific cultures or music styles (festivalifo 2012), to offer different experiences 

targeting various needs and wants of their customers (Kotler and Armstrong 2011). 

The niche of a festival could be the result of a corporate identity that is created 

internally within the organization. By using their identity and niche, the company is 

positioning itself and helps the customers to create an image of the festival. This is 

what lays the foundation for the market segmentation, which customers to target with 

this identity and image (Gray and Balmer 1998). 

According to Olins (1995) the corporate identity is the totality of the ways the 

organization presents itself to its internal and external stakeholders. The objective of 

the identity is to project four things: What is the company? What is the objective of 

the company? How does the company realise that objective? And lastly where do the 

company want to go? (Ibid). To answer these questions the identity is broken down in 

several components. The corporate identity could consist of corporate design, 

behaviour, communication and strategy (Melewar, Karaosmanoglu and Paterson 

2005). However, researchers in this field do not completely agree upon which 

components that makes up the identity (Melewar and Jenkins 2002).  

The corporate identity is communicated through the corporate communication, as 

explained by Balmer and Gray (1998). The corporate communication works as a link 

between the company and its stakeholders. This communication involves almost 

everything the company does in its interactions with external or internal stakeholders 

(ibid). This also involves the products that the company makes (Olins 1995). Through 

the feedback from stakeholders, as well as environmental forces, an organization is 

able to use the corporate communication to reach their customers and influence the 
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image of the company (ibid). The customers experiences as well as media also 

influences the image (Gatewood, Gowan and Lautenschlager 1993) 

The image of the company is the mediated reflection of the corporate identity in the 

minds of the customers. Though this reflection is personal and therefore not the same 

between different customers (Gray and Balmer 1998). The image is founded on 

messages communicated through the corporate communication as well as external 

information. Therefore the image is not directly controllable, instead managers could 

try to influence it through the communication department of an organization (Hatch 

and Schults 1997). The result of a positive image of a company in the mind of 

customers can lead to greater customer loyalty (Ogba and Tan 2009). 

To communicate with the right customers a company may need to use segmentation 

to find out to which customers they should turn their attention towards. (Baily et al. 

2009) 

The goal for segmentation is to break down the target market into different consumers 

groups. These groups are meant to be a homogenous representation of all the 

individuals within it. These various segments are supposed to consist of people with 

different needs and wants, that may need different products, services and approaches 

to communicate with (Kotler and Armstrong 2011).  

According to Kotler and Armstrong (2011) there are four types of segmentation 

variables to consider, geographic, demographic, psychographic and behavioural. 

Geographical segmentation is when the company tries segment customers based on 

geographical location, such as countries, cities and states for example. This is done 

because of perceived differences in buying behaviour.   

Demographical segmentation is when a company is trying to break down markets into 

segments by age, gender, income and other variables. Such of segmentation is done 

because different ages and sexes are perceived as having different shopping behaviour 

Kotler and Armstrong (2011).  

Psychographic segmentation divides the market into groups based on social class, 

lifestyles, and personality attributes that might change the consumers purchase 

behaviour.  

In behavioural segmentation the company tries to differentiate the market in terms of 

their overall behaviour and attitudes towards brands and shopping (Kotler and 

Armstrong 2011). 
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1.2 Problem discussion 

According to Quinn and Dibb (2010) the theory regarding segmentation has become 

to narrow and as a result it has not been developed in almost thirty years. This is 

something that is apparent when researching this field. As stated by Solomon et al. 

(2010) the concept of psychographic segmentation was conceived in the 60’s and 

70’s. Thus this theory could be questioned, as the business environment has changed a 

lot since (Kotler and Armstrong 2011). But in research done by Tuma, Decker and 

Scholz (2011) demographic, geographic, and psychographic variables are still in use, 

in fact, their research finds that these four variables is still the most common practice 

of segmentation variables.    

Several authors are active in this field of research, but many of them seem to have 

their own perception of what type of segmentation variable is the best. This is evident 

when reviewing the many theories surrounding market segmentation, as few of the 

authors cite and verify each other. Instead many of them seem to argue for their own 

take of the most important segmentation variable. The result is many articles, but 

without much validation by each other.  

Many authors agree on the meaning of market segmentation, a way to divide the 

market into smaller, and more manageable clusters of people (Baily et al 2009; Kotler 

and Armstrong 2011; Lin 2002). There also seem to be a consensus that the goal of 

the segmentation is to find a target group that the company is supposed to address in 

order to make them customers (Beane and Ennis 1987; Baily et al 2009; Kotler and 

Armstrong 2011). But then they have different ideas on how to reach this target 

group. Kotler and Armstrong (2011) present four ways of segmenting the market by 

different variables. In the research by Tuma, Decker and Scholz (2011) these are seen 

as the most common, although they add that the use of these variables could be a 

result of convenience. Quinn (2009) argues that these variables do not hold any 

significant matter, since they are a waste of time; they hardly give the company any 

meaningful information.  

Lin (2002) also attacks the classical variables and means that they do not give a deep 

enough understanding about the customer. He argues for his own term ‘multi 

segmentation’, meaning that a company about to segment its target market has to take 

more into account. Lin argues for a layer-based segmentation, by which the company 
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utilizes the classical variables, as well as taking into account the customers’ values 

and personalities. Kim et al. (2006) also argue for the use of customer personality as a 

variable. According to Solomon et al. (2010) these variables are now incorporated in 

the psychographic variables under the term lifestyle segmentation, although, without 

the multi-layers of segmentation.  

Story and Hess (2006), argue that the relationship with the customers should be the 

main variable for segmentation. They argue that the only relevant variable when 

segmenting is the relationship with customers; hence they completely disregard the 

market behaviour.  

As seen in the discussion above, there are many focuses and beliefs in the field of 

market segmentation. Many researchers seem to believe that the traditional variables 

of demographic and geographic segments are out-dated and that more or new 

variables should take its place. Others think that these variables should be a part of a 

new, expanded view of the market segmentation theory that focuses more on the inner 

values and personalities with the customers (Lin 2002). This type of segmentation 

should be done in order to understand the customers better, as well as let the customer 

understand the company better. 

Bhattachary and Sen (2003) explain that a consumers’ perception of congruence 

between his or her own personality and the corporate identity seem to be a way of 

extending the self. By extending the self-perception a customer is able to connect, not 

only to the company, but also with a wider audience in order to show his or her 

personality. As explained and argued by Elsbach and Bhattachary (2001), the 

customers want to define their own uniqueness by identifying with different groups. 

By doing so they automatically ‘disidentifies’ with other external groups. If a 

company is able to understand its target group enough to see what values and 

personalities are important, they may be able to influence its own identity enough to 

make the customers see a match between their own identity and the corporate identity.  

By matching the corporate identity with customers’ identities the company could gain 

a better corporate image with the customers. As the image is something that is created 

by the customers from the information that is available about the company (Gray and 

Balmer 1998), there is no direct way of controlling it (Bernstein 1984). Hence the 

companies have to influence how they want to be perceived, and one of the ways to 

do so is to alter the identity upon which parts of the image is build. This improvement 
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of a corporate identity could influence image in such ways that it makes the customers 

more loyal, as argued in a research by Andreassen and Lindestad (1998) as well as 

Aydin and Özer (2005); Kandampully and Suhartanto (2000); Nguyen and Leblanc 

(2001).   

 

1.3 Purpose of the report  

The purpose of this thesis is to study if market segmentation could influence the 

corporate identity and indirectly give consumers' a positive image of the company.  

 

1.4 Presentation of the chosen industry 

A music festival is an event where bands and artist are performing over a period of 

time, this means that several bands will play at the event. Music festivals can have 

different themes or a specific music genre. The theme or genre could for example be 

based around a certain culture.  Because the festivals often take place over several 

days the attending visitors are camping at the festival area. (Johnson 2012) 

In Sweden festivals are a popular event during the summer, festivalinfo.se (2012) 

listed about 143 festivals in Sweden during year 2012 and about 90 of them could 

sees as focused music festivals. These types of festivals are often centred on the 

experience of seeing different bands play at the festival. Other types of festivals is 

street festivals where a whole city is involved over several days with performances of 

both musical events as well as other non musical events.   

The different festivals attract various amounts of visitors depending on the popularity 

of the event. The biggest festival in Sweden in terms of visitors today is called Peace 

and Love, it is a focused music festival held in Borlänge, last year the festival had 

over 50 000 paying visitors (Peace and love 2012).  

The four festivals participating in this thesis is all based in the southern parts of 

Sweden. They are all focused music festivals but differ in size. One of the festivals, 

Sweden Rock, is the second biggest festival in Sweden, with over 30 000 visitors 

(Musiknyheter.nu 2009). The other festivals are smaller in terms of both visitors and 

revenue, but they are all established actors on the Swedish festival market.        
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2. Theoretical chapter  
2.1 The link between corporate identity and corporate image 

Corporate identity and corporate image is two concepts that are closely related to 

another. But there is another vital part of the equation that binds them together. This 

third vital pillar is called corporate communication. 

The corporate communications contributes with an opportunity for both internal and 

external stakeholders to create an image of the corporation (Balmer and Gray 1999). 

This is done when the corporate identity is being communicated through various 

communication channels (Gray and Balmer 1998). Hence the communication plays a 

vital role for the corporation to build up a positive image of the organization (Balmer 

and Gray 1999). Balmer and Gray (1999) further explains that the communication 

should be divided into three parts primary, secondary and tertiary. They have build a 

model over the communication process to show how the different communications 

channels interact with identity, and image.  

 

Figure 2.1 – Model of corporate identity communication process (Balmer and Gray 1999) 
 

The model shows how the corporate identity needs to be communicated to the 

stakeholders in order for them to be able to create an image and a reputation of the 

organization. 

Even though all three parts are needed in order to communicate what an organization 

is really about, this thesis will only focus on the corporate identity and corporate 

image. The choice of deducting the corporate communication from the thesis is 

grounded on the main focus of the thesis, the market segmentation. As the 

segmentation is done before the actual communication to the target group, the need to 

investigate the communication is redundant. Hence the corporate communication 

process is not vital for the specific report.!
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!

2.2 Corporate!identity 

Corporate identity is the distinct characters of an 

organization, or in other words, ‘what the 

organization is’ (Balmer 1998; Gray and Balmer 

1998). Olins (1995) confirms this definition and 

also argues that the corporate identity is the result 

of when an organization is trying to define itself 

by defining four questions: What is the company? 

What is the objective of the company? How does 

the company realise that objective? And lastly 

where do the company want to go? However, 

Abratt (1989) has another definition. For him 

these questions should instead be seen as the 

definition of the corporate philosophy. 

Figure 2.2 – A model of the way the corporate  
identity works, Modified from Alessandri (2001) 

!
He explains that the corporate philosophy is the foundation of the corporate identity, 

with is built after the company has successfully defined its philosophy. Alessandri 

(2001) shares the notion that the corporate identity is not the first step for a company 

to define itself. She explains the corporate identity as a product of the corporate 

mission, in which the company tries to define its characteristics.  

The identity consists of several components, although researchers do not seem to 

agree on what components that make up the identity. According to Melewar, 

Karaosmanoglu and Paterson (2005) corporate design, behaviour, communication and 

strategy are the main parts that make up the identity. Gray and Balmer (1998) agree 

that the corporate design and the strategy are components of the identity, but add 

corporate philosophy and corporate culture instead of behaviour and communication.  

According to Olins (1995) there are three different structures upon which a company 

could build their identity; endorsed identity, branded identity and monolithic identity. 

Endorsed identity is also called multi business identity. This means that there are 

many companies involved in building a unified identity. This could be achieved in 
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situations where a company grows by acquisition for example. The branded identity 

means that one company owns many brands that are separated from each other. There 

is no unified identity to speak of; instead the different brands carry their own identity. 

Although all three are valid structures of building the identity, the focus of this report 

will be on monolithic identities. Olins (1995) describes the monolithic structure as a 

single corporate identity, which is tied to the entire company. This means that 

regardless if the company owns several different product brands, the main brand and 

the attributes of the company are used when communicating with the stakeholders.  

The corporate brand identity could be explained through the identity prism created by 

Kapferer (2008). He explains that the brand identity could be broken down into six 

different facets in a hexagonal prism. The model itself has one internal and one 

external scale. The two sides represent the same feature but what it is internally to the 

company, and externally towards the customers. Kapferer (2008) and Konecnik and 

Go (2008) explain that a company to gain knowledge about itself by using the prism, 

the six facets are; 

Figure 2.3 – Brand identity prism– Kapferer (2008) 
!

1. Physique – This is the tangible added value of the brand. It is the physical 

representation of the brand outwards. It could for example be the company’s 

flagship product, something that tells customers the type of quality they could 

expect from the company.  
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2. Personality – The brand personality is created when the company is 

communicating towards its stakeholders. This is when a company is trying to 

put a human touch on the brand, the type of human personality the company is 

trying to relate with.  

3. Culture – Every brand is a culture, and it is from this culture that the products 

of the company should come. They should be a representation of the culture. 

These are the inherited values of the brand. 

4. Relationship – The brand is a relationship between the company and its 

customers. Different brands symbolize certain relationships. 

5. Reflection – The reflection is the immediate mental pictures customers have 

about the brand.  

6. Self-image – This is the consumers’ reflection of themselves in relation with 

the brand. Kapferer (2008) 

A good corporate identity could result in a good image of the company (Markwick 

and Fill 1997; Stuart 1998). This image will stick with the customers, and will in the 

end give competitive advantages against their rivals (Gray and Balmer 1998; Melewar 

and Karaosmanoglu 2006; Melewar, Karaosmanoglu and Paterson 2005). Hence, the 

company has to manage their identity strategically; otherwise the competitive 

advantages can be lost. There are a variety of environmental forces that can have an 

impact on the corporate identity (Balmer and Gray 1999). According to Melewar, 

Karaosmanoglu and Paterson (2005) there are many competitive advantages, amongst 

those; Employee motivation, relationship building and consumer attractiveness via 

transparent and ethical business practices.  

A positive corporate identity can have an effect on the customers, as is seen in 

research by Bhattacharya and Sen (2003); He and Mukherjee (2009); Marin and Ruiz 

(2007), where they state that a consumer’s perception of congruence between 

company and their own identity could be a source of self-definition. This is a 

confirmation of a previous research done by Markus and Kitayama (1991), which 

conclude that different cultures prefer brands expressing their specific needs. 

Bhattacharya and Sen (2003) and He and Mukherjee (2009) suggest that a consumer’s 

choice of a specific company is based on the level of identification with the corporate 

identity. By choosing companies that match the consumer’s identity, the choice will 

be an extension of the customer’s self. This is a statement differing from other 
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research of the extended self, which focuses on the material possessions instead of the 

identification process with a company. He and Mukherjee (2009) argue that the 

corporate identity should be focused against the customer in a social-psychological 

way. Their research does however strengthen research done by Elsbach and 

Bhattacharya (2001), in which they conclude that individuals want to define their own 

uniqueness, by showing similarities to different groups (for example companies). 

Thus, by defining themselves by identifying with a company, the same customer 

‘disidentifies’ with other companies as less desirable.   

 

2.3 Corporate!Image 

As Gray and Balmer (1998) explain, the corporate image is in the eyes of the 

beholder. It is the mental picture of the company, held by its different stakeholders. 

Christensen and Askegaard (2001) and Stuart (1998) agree and define the image as 

the external stakeholders interpretation of the corporate identity. Although, the term 

‘corporate identity’ could be interpreted as something that the company is able to 

directly control. But as explained by Bernstein (1984) the company does not directly 

create the image, it is created individually by the customers.   

This means that different audiences have different images of a specific company. 

Abratt (1989) and Gatewood, Gowan and Lautenschlager (1993) also draw this 

conclusion and add that this means that a company can send out different messages to 

different audiences, perceiving different images.  Abratt (1989); Gray and Balmer 

(1998); Brown et al. (2006); Markwick and Fill (1997) discusses that a company is 

able to create an intended image to appeal to specific parts of the stakeholders. 

Bhattachary and Sen (2003) highlights that the company should interact with the 

customers through the identity to build a better relationship in order for the image to 

improve. Christensen and Askegaard (2001) also argue for this point, but they add 

that in terms to achieve good relationship the image and the customer should be 

closely connected to the identity. Abratt (1989) claims that this needs to be done in 

several steps. First the company need to define its own personality, which to him is 

the essence of the company. The next step is to communicate with the audience in 

order for them to create the corporate image from this identity. This message will then 

be the basis for the stakeholders’ interpretation of the company. Gray and Balmer 
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(1998) do support this theory, and also mean that it can lead to that the stakeholder 

gets a more accurate and positive image of the company.   

The image is built on all the information that is available to the stakeholders, 

Gatewood, Gowan and Lautenschlager (1993). This information stem from various 

sources such as news, or the customers’ own experience with the company. The main 

point is that the exposure of the company is the foundation of the image (Ibid).  

Nguyen and Leblanc (2001) claim that physical and behavioural attributes could have 

an affect on the corporate image. Kandampully and Suhartanto (2000) adds that the 

seven P´s; product, place, price, promotion, people, process, and physical evidence 

also could affect the corporate image. Since differences in these attributes can attract 

different customers, these attributes become an important managerial tool. Changes to 

these attributes could affect people’s perception of the corporate image, and in the end 

affect customers’ loyalty (Nguyen and Leblanc 2001).  

Thus the image could be delivered in a number of ways to the various stakeholders. 

Abratt (1989) claims that as a result of the various ways that a corporate image could 

reach the stakeholders, the image is not directly controllable for the company. He 

agues that a company is able to make changes in their corporate identity, thereby 

indirectly try to change the image.    

The image is not only a mental picture of the company in a customers mind. In their 

research Aydin and Özer (2005); Kandampully and Suhartanto (2000); Nguyen and 

Leblanc (2001); concluded that the corporate image could have an impact on 

customer loyalty. Hence, strengthening the research done by (Andreassen and 

Lindestad 1998). They also research claim that  

“Corporate image is the primary driver for customer satisfaction” (p.20)  

But Bloemer and de Ruyter (1998) argue the other way around, that customer 

satisfaction has an effect on corporate image.   

Moreover, a strong image has a positive effect on the customer behaviour. If a 

customer holds a positive image, it can result in customer loyalty (Bloemer and de 

Ruyter 1998) and a repurchasing behaviour (Ibid; Kandampully and Suhartanto 2000) !

!

2.3 !Segmentation 

The goal of the segmentation is to divide a target market into smaller segments of 

people (Baily et al. 2009; Lin 2002). Based on the different segments that emerge 
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from this process a company can to choose their target group (Baily et al. 2009; 

Beane and Ennis 1987). Geographic segmentation is a simple way of dividing the 

market into geographical segments. This means that the market is divided into areas, 

like counties, population density or climates (Kotler and Armstrong 2011). 

Demographic segmentation is a way of dividing the market into clusters of age, sex, 

and size of family. But it can also incorporate such variables as income level (Ibid).   

Psychographic segmentation or lifestyle segmentation is more complex, incorporating 

the customers’ way of living. Different variables that can be taken into count are 

status, personality, values, and beliefs. These variables refer to the personality of the 

customer (Plummer 1974). 

With behaviouristic segmentation the market is divided by customer behaviour, as be 

purchase occasion, user status, degree of usage, and degree of loyalty. The 

segmentation can be translated into knowledge about products, attitudes, and 

customers’ response to products (Kotler and Armstrong 2011).  

Tuma, Decker and Scholz (2011) showed that a majority of the companies used these 

types of segmentation variables. Although, they argue that these choices are made out 

of convenience, rather than if these variables actually say something about the 

customers. Quinn (2009) questions the use of all these types of segmentation 

variables, concluding that managers use these variables inappropriately. The data 

collected about the customers does not always represent the customer groups. He 

further argues that it is not easy to identify the effectiveness of reaching customers 

when these variables are used. Dibb (1998) though disagrees with the above and 

means that segmentation can give better understanding about the customers, and can 

give greater competitive advantage. Lin (2002) argues that it is not enough to use 

these variables; a company has to take into account that these different types of data 

cannot create a complete picture of their customers. Instead the term ‘multi-

segmentation’ is used to describe how companies should do. The segmentation should 

be used to identify different buying behaviours in the different segments, and these 

segments should then be further divided with more than one of these variables. He 

argues that a good use would be a mixture of both demographic and psychographic 

segmentation together.   

Baily et al. (2009) argues that the current theories about segmentation should be 

expanded with customer insight. He argues that the entire organization has to know 
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and understand its customers, to be able to deliver value to them as a segment. By 

customer insight the company can more easy decide the segments to target, because 

they know their customers. Lin (2002) also argues that current theories should be 

expanded. But instead of customer insight, Lin suggests that the segmentation should 

be done on the basis of the customers’ values and personalities. His research suggests 

that the use of more variables to divide the segmented market further. These sub-

markets can be better exploited when companies know their customers through these 

expanded variables. The notion of using customers’ values as a basis of segmentation 

is something that is further explored by Kim et al. (2006), where the research show 

that especially young people buys products from companies depending on their image 

of the company. If the customer is satisfied with the image of the company, it will 

lead to loyalty. This report highlights the importance of knowing the values of the 

market segment, to get the identity and in the end the customers’ image in 

congruence. Another theory, put forward by Story and Hess (2006), states that the 

relationship with the customers should be at the centre of the segmentation. Unlike 

other segmentation theories, the relationship segmentation does not take into account 

market behaviour. The only relevant part according to this segmentation theory is the 

personal and functional relationship with the brand. According to the Story and Hess’ 

report, relationship segmentation is a basis for creating lasting and loyal customers 

with the company. 

 

2.4 State of the art 

The main reason why this chapter has been added is to discuss and elaborate why 

certain theories was chosen instead of others. How validated these theories are in the 

researcher community, and what opinions others may have of these theories. This is 

discussed in order to get a nuanced theoretical chapter that is well aware of eventual 

critique.  

All theories presented in this chapter are cross-referenced against each other in order 

to find out how accepted they seem to be in the scientific community  

+

+

+
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Identity+

• The research field of corporate identity seem to have slowed down since the 

beginning of the 2000’s. Most of the theories used stems with some exceptions 

from the 1990’s. Reading about corporate identity one soon realises that the 

authors used in this thesis are well established in the scientific community. For 

example, Balmer and Gray are a source of reference in almost every article 

read. Riel and Balmer (1997) stated that the knowledge regarding corporate 

identity has reached its maturity.  

• As stated by Melewar and Jenkins (2002) there is no general accepted 

definition of the corporate identity. This is discussed in the theoretical chapter, 

where the definition by Balmer and Gray (1998) and Olins (1995) support 

each other. But their definition stands in contrast with the theories of Abratt 

(1989) and Alessandri (2001). Where Balmer and Gray and Olins seem to 

have a simpler idea of what defines corporate identity, Abratt and Alessandri 

seem to think that the concept is more complex. Even though the definitions 

are the same, they seem to involve the different characteristics.  

• There seem to be consensus that Kapferer’ prism model is the best choice for 

the theory of the brand. Even though there have been developments of it, for 

example by de Chernatony (1999), who used it as a basis for an own model. 

Kapferer’s theory seems to be widely accepted, even though a great part of the 

articles that use this model refer to Kapferers book “The new strategic brand 

management” and not the original article.   

• The Bhattacharya and Sen’s (2003) theory regarding the customer – company 

identification process is in some regards the most interesting, but the lack of 

empirical research in this field makes it is hard to validate the theory. Though, 

the article has been cited over 600 times and should therefore be considered to 

be quite well accepted in the scientific community.   

Image+

• Bernstein (1984) argues and defines the term corporate identity, precisely as 

the other authors. But his book states that the company is not able to directly 

control the image of the customers, only indirectly by making changes in the 

corporate identity or the corporate communication. This is later confirmed by 
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Abratt (1989), arguing for the same relation between the image and how it is 

changed. Thus this term, ‘corporate identity’ could be seen as somewhat 

misleading, since it could be interpreted as something the company could 

control.  

• Many authors claim that the image is build as the direct reflection of the 

corporate identity in a consumers mind (Abratt 1989; Bernstein 1984; Gray 

and Balmer 1998; Christensen and Askegaard 2001). Although these authors 

agree with each other, Abratt is the only one who explains it further. He 

claims that the creation of an image should be done in several steps. Where 

the first, and most central are to define the corporate personality, which he 

means is the essence of the company. Only then is it possible for the customer 

to create an image of the company.  

!

Segmentation+

• As stated by Quinn and Dibb (2010) segmentation theory has become too 

narrow and has not been developed in almost thirty years. This gets apparent 

when studying this field. The many theories on segmentation do not have 

much acceptance. It is a problem when gathering scientific articles, that the 

authors have different names and ideas about segmentation, but seldom do 

they cite each other. 

• In the research done by Tuma, Decker and Scholz (2011) the cheer number of 

variables used when segmenting is staggering. This shows that there is no 

agreement about the theory of segmentation. But, their research shows that the 

most commonly used are demographic, geographic and psychographic 

variables. This is interesting because of two reasons. Firstly, as stated by 

Solomon et al. (2010), psychographic segmentation emerged in the 60’s and 

70’s as a new and improved way of segmenting the target market. Before this 

theory was accepted the only means of segmenting the market was to use 

demographic or geographic segmentation. This confirms Quinn and Dibbs 

statement that the theories regarding segmentation have not developed during 

the last thirty years. At least there has not been any new accepted theory, since 

psychographic segmentation was introduced. Secondly, Quinn (2009) also 
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question how good these measures are. He argues that the information that 

comes from these types of segmentation is not very good, since it could be a 

hard task to measure how relevant the data of the customers are.    

• Then there is the theory that presented by Lin (2002) and Kim et al. (2006) 

where they conclude that the segmentation should be based on the values and 

personalities. Though, some could argue that these variables could be a part of 

the psychographic segmentation theory, these authors do not agree. According 

to both the articles the psychographic segmentation is not enough, therefore 

they mean that the segmentation should be expanded. Lin especially argues for 

the term ‘multi segmentation’ where the current psychographic segmentation 

should be expanded with a greater focus on the customers’ values and 

personality.   !

!

2.5 Research Question 

As seen by the discussion above, the research field about market segmentation seem 

to have evolved very little over a long period of time. After reviewing how the 

different authors approach the market segmentation theory, one approach caught the 

interest in relation to the purpose of this report. Lin (2002) argues for a ‘multi-

segmentation’ approach where the companies should look into customers’ values and 

personalities. Though, as discussed by Quinn and Dibb (2010) the segmentation 

theory has become very narrow. As a result the many authors does not seem to agree 

on what approach to use, which in turn leads to a shattered research community. This 

shows in the low amount of citations between the many authors. For example, Lin is 

cited a mere 42 times according to Google scholar. For an article that is almost ten 

years old, the number of citations could point towards that the findings of the article is 

not that well accepted in the researchers community. Though, it seem to be of 

relevance for this report, and as such this thesis will try to validate this emerging 

theory as a valid source for future research in this field.      

!

 If! music! festivals! utilize! ’multi1dimensional’! market! segmentation,!

what!effect!could!this!have!on!their!corporate!identity!and!image?!!!



!

!

!

!
23!

3. Methodology Chapter 
3.1 Research approach  

3.1.1+Inductive+vs.+Deductive+Research++

When conducting this report two approaches were considered. The first is called a 

deductive approach; this bases the hypothesis or research question on previous 

research. The deductive approach aims at finding the relationship between theory and 

research. The main focus is to use known theories, and subject them to empirical 

review (Bryman and Bell 2011). It begins by investigating what other researchers 

have found in the field of research. Then a hypothesis or research question is 

formulated, partly from results of previous research, and partly by the researchers 

own interests. The investigation is then carried out, and a result is compiled. By this 

time, the hypothesis or research question is either rejected or verified, and from there 

the theory may be changed (Bryman and Bell 2011).  

 

But a research can also be done the other way around, in an inductive approach. This 

approach means that the research is conducted before the theory is collected. The 

researchers use the findings of the investigation to build a theory, in other words the 

process of analysing the data generates the theory. This method is appropriately used 

where there has been no, or very limited research in the specific field of interest 

(Bryman and Bell 2011).  

 

To summarize the two considered approaches

 

Deductive 

Theory  research/ findings  

 

 

 

 

 

 

 

 

Inductive 

Research/ findings  Theory 
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For the purpose of this report the deductive approach is used. This came as a natural 

choice because the main area of interest is to gain a deeper understanding of the 

implications of market segmentation on the corporate image and identity.  

By studying previous researches, a possibility to develop the market segmentation 

theory has been found. The individual concepts are well documented, and therefore it 

seems redundant to investigate them independently. The focus should instead be on if 

they are related, whereby the deductive approach seems as a good fit.    

   

3.1.2+Qualitative+vs.+Quantitative+Research++

When conducting a research there are two types of data that could be collected 

through the research. Either the data could be quantitative, or it could be qualitative. 

The two types of data have their own strengths and weaknesses, though there are 

some general guidelines to separate them.  

The quantitative direction of research focus more towards a measurement point of 

view than a qualitative research; this means that the data could be numerical, and 

therefore is preferred to be viewed in statistics (Malhotra 2010). This strategy is 

suitable for investigations that could be generalized and be conclusive (Bryman and 

Bell 2011). The qualitative strategy research describes the collections of data with 

words rather than numbers (Bryman and Bell 2011). This strategy could generate a 

deeper insight and understanding of the area of the research (Malhotra 2010). Though, 

these definitions of the strategies are broadly described. There are possibilities to use 

the strategies the other way around.  

The qualitative strategy gives a more exploratory research; the findings of such 

research cannot be used to draw a generalized conclusion but to quantify the result 

(Malhotra 2010). This however, is one of the strengths of a quantitative research; this 

makes it possible to draw a wider generalisation of a population but in that case the 

research demands a large number of respondents (Ibid).  
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Malhotra (2010:171) summarise the to different research methods in a table as:  

Table 3.1 – Qualitative Versus Quantitative research (Malhotra 2010) 
!

This! table! shows! the! differences! between! qualitative! and! quantitative! research!

methods.!!

!

In terms with the overall purpose of the study, the qualitative approach will generate 

the best possible understanding of the problem in hand. This is based on the different 

guidelines given in the table above. First the objective, as the research is investigating 

what effects market segmentation could have on the corporate identity and image, the 

qualitative data seem as a good way to understand it. The sample that is investigated 

in this thesis is a small number of the totality of the Swedish music festivals. Hence 

the sample is not representative for the industry as a whole. The data collection will 

be done though semi-structured interviews and analysed non-statistically. Lastly the 

guide by Malhotra suggests that the outcome will be of an initial understanding of the 

field of research, which the theses focus on because this particular field of research is 

new.    

 

3.2 Research Design 

The research design represents the framework of the report, it can be one of two 

types; exploratory or conclusive research. The exploratory research objectives are to 

provide an insight and understanding in the area of research, while the conclusive 

 Qualitative Quantitative 

Objective  Gain qualitative understanding of the 

underlying reasons and motivation 

 

Quantify the data and generalize the result from the 

sample to the population of interest  

 

Sample 

 

Small number of non-representative cases  

 

Large number of representative cases 

 

Data 
collection 
 

Unstructured 

 

Structured  

 

Data 
analysis  
 

Non-statistical 

 

Statistical 

 

Outcome Develop an initial understanding  

 

Recommend a final course of action 
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research is more directed for testing a hypothesis. Though, a conclusive method could 

be used to examine the relationships between theory and empirical data, and thereby 

be a good complement to the quantitative research approach (Malhotra 2010).!

The exploratory research is particularly used to define a problem more precisely and 

identify courses of action or give a better insight in the area of interest. This design is 

best used with primary data in a qualitative form to collect the information needed. 

Though, it should be noted that the two different designs could be used together in 

order to strengthen each other. Conclusive research could be used in order to verify 

the results from a previously done exploratory research. Such validation is done 

through a research of a quantitative nature. Such design demands a large amount of 

represent sample data, so that the findings can result in a conclusive outcome (Ibid).  

The conclusive research can be done in two different ways ether descriptive or it can 

have a casual design. Causal effect means is used for find evidence of cause-and-

effect relationship (Ibid). 

The exploratory research design came as a result of using a qualitative data collection 

method for this report. Since purpose is to gain a deeper understanding of the 

problem, the exploratory design will provide the needed depth. As of now, the 

theories regarding market segmentation do not seem focus on the effects that may 

come on the corporate identity and image. Therefore this research will investigate a 

new area that has not been explored before.  

 

3.3 Data sources   

The data used in a research can be based from secondary and primary data sources.  

Secondary data sources provide the research with information that is collected for 

some other purpose other than the problem at hand (Malhotra 2010). This kind of data 

can be classified into internal data that are produced within the organization and 

external data that are produced outside the organisation. This data may be collected 

from various databases, business and government sources, as well as other 

researchers. The secondary data is relative easy to accessible, inexpensive and quick 

to obtain (Malhotra 2010). 
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Some advantage the data can provide the research with;  

• Identify problem 

• Better define problem 

• Develop an approach to the problem 

• Formulate a research design 

• Interpret primary data more insightfully (Ibid)

Primary sources are those that are investigated to generate data to the specific 

research, the data are custom-made for the research in hand (Malhotra 2010). One 

drawback with primary data is that it can be expensive and time consuming to collect, 

since no help is gained from other researches.  

This study investigates if the use of market segmentation could have any effects on 

the corporate identity and image. In order to be able to answer this purpose, primary 

data has been deemed necessary.  The primary data is collected through a series of 

interviews with the specified sample.     

!

3.4 Research strategy  

Method  Form of research 

question 

Requires control 

of behaviour 

events 

Focuses on 

contemporary 

events  

Experiment How, why? Yes Yes  

Survey Who, what, where, 

how many, how 

much?  

No Yes 

Archival analysis  Who, what, where, 

how many, how 

much?  

No Yes/no  

History  How, why? No No 

Case study  How why? No Yes  
Table 3.2 – Relevant Situations for Different Research Methods, (Yin 2009:8) 
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The table on page 27 shows five different research strategies methods and the 

different questions the method’s can answer and also how the method should be 

implemented. From this table different strategies are singled out in order to decide 

what kind of strategy to use for this thesis. 

 

The research needs to answer the questions how and why, because the research cannot 

take a quantitative direction at this stage, thereby the survey and archival analyses 

will be rejected. These methods collects data that are quantitative and answer 

questions concerning who, what, where, how many, how much? (Yin 2009).  

History methods of doing a research could be either quantitative or qualitative. But it 

is built on historical data from past up till present data. This method does not focus on 

contemporary events though. Hence, history methods are rejected. Experimental 

methods require control over behavioural events, to study different outcomes of the 

experiment (Ibid). But the purpose of this these are to investigate how the sample are 

using the theories, without interference or control the study. Hence, this method is 

rejected. 

Case studies are manly used for an exploratory research (Yin 2009); this strategy can 

give insight in the phenomena that is investigated. They need to be intensive and deep 

investigations of a small sample that can provide information about the area of 

interest. The studies can be done on stores, firms, consumers or any other units in the 

market that is going be investigated. Because the study has an exploratory purpose, 

the data will be in a qualitative form. And to answer the research question the 

research need to get an insight in the corporations. The choice of doing a case study 

turn into nature, this can provide quantitative data from people inside the corporations 

that have knowledge about the aria of interest. By doing a case study instead of a 

survey the data will have better quality for the research. Because of the nature of case 

studies, it seems to fit the overall purpose of the thesis.  

 

3.5 Data collection method   

Within case studies there are a few alternatives how to collect the needed data. The 

different alternatives are all viable and good data sources. Though, different methods 

fit different research. The three most common methods to collect data in a case study 

are; Focus groups, observation studies and interviews.  
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Focus groups are a common data collection method where researcher wants 

information regarding the attitudes and beliefs of different topics from a number of 

respondents. This method lets a group of people, usually a group between 8 and 10 

persons in the target group of the investigation, sit and talk to each other about certain 

topics (Bryman and Bell 2011). As with all methods there are some strength and some 

weaknesses. One strength is that the researcher may get a deeper understanding of the 

respondents’ feelings and attitudes towards the topic. One of the problems 

surrounding this type of data collection is the importance of how questions are 

formulated. If they, in any form, are leading or unclear, the result that comes from the 

answers may be skewed (ibid).  

Observation studies means that the researcher observes for example a workplace to 

provide help and analysis of the situation. The research could be done either covertly, 

without anyone knowing, or with the knowledge of the respondents (Thomas 2004). 

The strengths of this type of data collection are that it gives the researcher 

independence from influences of the company. Though, this is also the main problem 

when conducting an observation study. As the researcher does not have any 

knowledge from the inside of the objects that are being observed, the result may be an 

outside-in analysis of the topic. That kind of result may be skewed from the 

researchers perspective (Bryman and Bell 2011).  

Lastly there is the interview method of collecting data for the research. This method 

lets the researcher interview one or several individuals in order to gather the needed 

data. The interviews typically last between 30 to 90 minutes. The questions in the 

interview could be structured or semi-structured, (Thomas 2004). A structured 

interview is when the interviewer follows an interview schedule with question. This 

makes it possible to do the same interview several times (Bryman and Bell 2011). But 

it could also limit the amount of data that could come from the interview as the 

interviewee is not given room to expand his or her thoughts. If the researcher choses 

to follow the open-ended approach, called semi-structured interview, then the 

outcome may be different. This approach lets the researcher design questions that are 

open to interpretations for the respondent. By doing the interview this way the 

respondent may come to talk about things and topics that are not relevant for the case. 

In such case the interviewer may step in and steer the respondent on the right track 

again. But the biggest strength when doing a semi-structured interview is the 
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possibility of probing (Bryman and Bell 2011). This is when a researcher asks further 

questions in order to get as deep information as possible (Thomas 2004). By using 

probing the data could get much deeper and a greater understanding of underlying 

problems may come to be discussed (Bryan and Bell 2011). Though, there are some 

possible risks when conducting an interview. As in the case of focus groups, the 

interviewer has to be as impartial as possible, or else the result of the information may 

be skewed. The way the questions are formulated is as a result very important. They 

have to be as neutral as possible in order to ensure that the data collected is not in any 

way misleading.  

By looking at the table by Forces and Richere (1970)+one could determine what type 

of data collection method to use. For this report the investigation will look at 

institutionalized norms and values in the form of market segmentation, corporate 

identity and corporate image. Hence the appropriate method for the research seem to 

be to use the in-depth interviews in order to try to get deeper information regarding 

how the companies work with these concepts. The interview will be conducted in a 

semi-structured way where main questions are backed up by probing questions. 

 

Table 3.3 – Some Methodological Problems of Field Studies, (Forces and Richere 1970) 
!

Method obtaining needed information 
 
 
Information 
needed  
 

 Enumerations 
and samples 

Participant 
observation 

Interviewing 
Informants!

Frequency 
distributions 

Prototypes and 
best form 

Usually 
inadequate and 
inefficient 

Often but not 
always 
inadequate, if 
adequate it is 
efficient!

Incidence 
histories 

Not adequate 
by itself, not 
efficient 

Prototypes and 
best form 

Adequate with 
precautions, 
and efficient!

Institutionalized 
norms and 
values 

Adequate but 
not efficient 

Adequate, but 
inefficient, 
expected for 
unverbalized 
norms 

Most efficient 
and hence best 
form !
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3.6 Operationalization   

Interview!guide!

The interview starts by asking general questions about the specific festival.  This is 

done to make the respondent feel more comfortable. The questions are stated in a 

open way, so that the respondent may develop his or her initial thoughts.  

The actual interview-questions are divided into three sub-groups, one for each of the 

three theories presented in the theory chapter. A semi-structured approach for the 

interviews is established as a good fit in 3.5. Where probing questions if the 

respondents have a hard time to develop his or her thoughts backs up main questions. 

This is done to ensure that as much viable information is gathered as possible.!!

 

3.6.1+Market+segmentation+

Question # Question Probing Question Theory connection 
1 How do your company 

use the market 
segmentation?  

The different market 
segmentation 
theories presented in 
2.3 

2 Do you have a specific 
age for your target 
group? 

What age? 
Why that age? 
Are they the ones 
that show up? 

Age variable of the 
classical 
segmentation theory 
presented in 2.3 

3 If/When you do your 
segmentation, is there a 
specific geographical 
area that is more 
interesting than others? 

What area? 
Why? 

Geographical 
variable of the 
classical 
segmentation theory 
presented in 2.3 

4 To which style/genre is 
your festival is niched? 

 

None, this is a 
bridging question 

5 In that particular niche, 
do you believe that there 
is a certain group of 
people that is more 
attracted than another to 
your festival? 

Are you able to 
identify any 
specific values that 
these visitors have? 
Can you are 
identify that the 
visitors have a 
special type of 
personality? 

The personal- and 
value-variables in the 
multi-segmentation 
theory presented in 
2.3 and discussed in 
2.4.4  

Table 3.4 – Market segmentation interview guide 
 

 

+
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3.6.2+Corporate+identity+

Question 
# 

Question Probing Theory connection 

1 How do you define 
your corporate 
identity? 

1 What is the 
objective of the 
company? 

1 How do you realise 
this objective in 
reality? 

1 How do you want 
the company to 
evolve? 

The general 
corporate identity 
construct presented 
in 2.1 in order to be 
able to recognize 
what makes up the 
corporate identity 

2 In your opinion how 
is your corporate 
identity created? 

1 Does the company 
have a personality?  

1 What personality is 
that? 

1 How do you 
communicate that 
personality 
externally? 

1 Do you have a 
corporate culture? 

1 Is there a corporate 
philosophy? 

Personality, 
Communicate 
externally and 
Corporate culture 
connects with 
different parts of the 
Identity Prism by 
Kapferer presented 
in 2.1 
Philosophy connects 
with the general 
corporate identity 
construct 

3 Do you try to show 
your corporate 
identity in your 
brand? 

- If so, what do you want to 
communicate with your 
brand? 

Connects with the 
identity prism by 
Kapferer, presented 
in 2.1, in order to 
gain overall 
knowledge. 

4 How do you create a 
relationship with 
your customers? 

- Is the brand/ corporate 
culture a part of this 
relationship? 

Connects with the 
relationship part of 
Kapferers identity 
prism presented in 
2.1 

5 Do you believe that 
your corporate 
culture is mirrored 
in identities of your 
customers?  

 

Connects with the 
theory of personal 
and corporate 
identity matching by 
Bhattacharya and 
Sen (2003) presented 
in 2.1  

Table 3.5 – Corporate identity interview guide 
+

+
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3.6.3+Corporate+Image+

Question # Question Probing Theory connection 
1 What do corporate image 

mean to you? 
 

The general 
definition of a 
corporate identity, in 
order to see if the 
companies definition 
is the same as the one 
presented in 2.2 

2 Do you actively work with 
your image? 

- If so, what do 
you do to 
change or 
improve the 
image? 

Connects with the 
general theory about 
corporate image, and 
how companies can 
not directly change it, 
presented in 2.2 

3 How important is the image 
of the festival, according to 
you?  

None, this is a 
bridging question 

4 Have you ever investigated 
the image your customers 
have of your festival? 

- If so, have 
you been able 
to see any 
trends? 

Connects with the 
theory about 
customer satisfaction 
in relation to 
corporate image 
presented in 2.2 

5 Have you ever noticed any 
difference in customer 
behaviour between different 
groups? 

 

Connects with the 
theory by Gatewood, 
Gowan and 
Lautenschlager 
(1993) and Abratt 
(1989) that different 
audiences can have 
different images of 
the same company 
presented in 2.2 

Table 3.6 – Corporate Image interview guide 
+

+

+

+

+

+

+

+

+
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3.7 Sampling  

Sampling means that the researcher identifies a population from where to draw the 

sample (Thomas 2004). The population are all the individuals or companies that could 

be chosen to study. The sample is supposed to be a representative group of the 

population upon which a researcher may make generalizations about. Though, when 

conducting a case study the result of the research become less applicable to 

generalizations as a result of the small number of participants (Bryman and Bell 

2011). Also, when conducting a qualitative research the usual sampling methods is 

not a very good fit. Hence this research uses a sampling form called purposive 

sampling, which means that the sample is chosen with a specific goal in mind. The 

samples are chosen in order to get the most and best information that is possible. In 

order to give the thesis a greater external validity there has been decided to use a 

control variable in order to be able to see differences between cases. (Ibid) The 

control variable used for the report is the niche of the festival. This is an interesting 

variable since different niches in festivals may not handle their market segmentation 

and their corporate identity and image likewise. By looking at this variable together 

with how they use their market segmentation and corporate identity, differences may 

be easier to extinguish. The choice of doing this investigation towards the music 

festival industry is based on a hypothesis that music festivals might already be 

working in a way that can give understanding to the underlying purpose.   

3.7.1+Sampling+frame++

According to an independent news site for festivals in Sweden, during 2012 there will 

be held 91 focused music festivals in Sweden (festivalinfo.se). These 91 festivals 

make up the population of festivals that could be studied.  

For the sample frame two criteria was put forward. To be eligible for the sample the 

festivals had to be niched in some way. In this particular industry the festivals could 

niche themselves from others by the choice of music that is played during the festival. 

The second criterion to be met was that the festivals have to be focused music 

festivals. A focused music festival is a festival that is primarily interested in the 

musical experience. This means that street festivals would not be sampled, since they 

are sponsored by the municipals and are not primarily focused on the musical 

experience.   
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To come into contact with the festivals, extensive information gathering was 

preformed. Some contact info could be found via the home pages of the festivals. 

Others had to be found by looking at information on the organizations behind the 

festivals.  

 

3.7.2+Sample+selection+

The population of 91 festivals was funnelled down to a sample frame of 28 music 

festivals that met the two criteria that were presented in the sample frame. From there 

it was decided to do a multiple case study. From this sample frame four festivals were 

selected to be part of the investigation.  

The festival that were asked and accepted the request for a participation in the study 

were; Emmabodafestivalen, Sweden Rock festival, Hultsfreed Hayride and Öland 

Roots. 

 

3.8 Data analysis method 

After collecting the necessary data the empirical material will be of a large amount 

and unsorted. The first thing to do with the data is to transcribe it to an empirical text 

(Bryman and Bell 2011). This means that the data needs to be sorted and reduced to 

be easier to read. This means that the researchers listen to their recordings, if any, and 

writes down everything. This is a time consuming work that could be a problem if the 

situation is time sensitive. This should be done as soon as possible after the interview 

or focus group was done, to ensure that the information is still ‘fresh’ (Ibid).   

The next step is called data reduction. This is a method were the raw material, the 

transcription, will be reduced on basis of the relevance of the data. It is usually called 

crystallization, since it is in this step the researches finds what is interesting in the 

data (Bryman and Bell 2011). This is done so that only the data valuable for the 

research will be presented and analysed (Malhotra 2010). When the data is sorted and 

reduced, the data will be displayed in the report in an organized way so the data can 

be read and analysed (Bryman and Bell 2011; Philipson 2011). 

When the data is sorted and reduced, the data can be analysed in a number of ways. 

Though, for the purpose of this thesis only one method of qualitative analysis will be 

used, and it is called pattern-matching analysis (Bernet 1966; Philipson 2011; Thomas 

2004). The pattern matching analysis makes it possible to compare elements of the 
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empirical material; to see were there are matches and no matches (Philipson 2011; 

Yin 2009). Reading the crystalized data to find words that appear more than once 

does this. Then these words are compared to the theories to find similarities 

(Philipson 2011; Thomas 2004). Then the interesting parts are compared to gain 

understanding of why these parts are interesting. By finding coincidence patterns in 

the empirical material, the internal validity grows stronger (Philipson 2011; Yin 

2009). The presentation of the pattern analysis will be presented in a table format in 

the empirical chapter. The tables will present each question together with the 

corresponding answer. The respective answers are then converted into keywords in 

order to be able to visualize different patterns  (Philipson 2011). 

The interviews were recorded in order to save the empirical material for processing. 

After the actual interview the process of transcription began. This was done by 

copying the recorded material down to a written format as a text with questions and 

answers. Then the text was crystalized in order to remove all the irrelevant 

information. The crystalized data consisted only of the data that were of relevance for 

the report, and then became the basis for the empirical text. In order to be able to 

analyse the data a pattern matching process were applied. This began with presenting 

the answers from the different festivals in relation to each other. The answers were 

presented in a keyword identification table that shows what they answered in a 

comprised way. This view of answers were then redone into a keyword crystallization 

were just the keywords of the answers were presented. The keywords then translated 

into categories and were presented in a pattern visualisation where the categories 

presented and what festival used that particular category or not. 

 

3.9 Quality Criteria  

3.9.1+Content+validity++++

The objectives of the thesis have been discussed with a person that has some insight 

of how the festivals uses their market segmentation and their corporate identity and 

image. From that discussion the criteria stated in the sample frame emerged. This 

person has worked with one festival over 20 years, accumulating information and 

knowing of the festival industry. The purposed criteria of using niched festivals have 

been done to steer the research in a direction where there are as much valid 

information as possible.  
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The questions for the interviews have been sent to a supervisor and an opponent 

group for a critical analysis. This have been done so the questions have a good 

standard and so they have better chance to generate good valid empirical data for the 

study. Some of the questions have been revamped from their original form, since 

these evaluations.  

!

3.9.2+Construct+validity++++

To generate valid information from the case studies, the questions of the interviews 

have been structured from the theory chapter, as is presented in the tables’ 3.6.1 to 

3.6.3. This is to make sure that the empirical data can answer the research question.  

By using multiple sources for a case it is possible to make a triangulation of the data. 

This means that the empirical chapter will be based on information from different 

perspectives (Bryman and Bell 2011). However, this thesis is focused on festivals, 

and because the lack of people having enough knowledge to answer the questions for 

this research, triangulation is not possible. This is so because the information needed 

have to come from the inside of the organization, and thereby only from one source.  

 

3.9.3+External+validity++++

External validity represents the degree of how the findings can be generalized across 

social settings (Bryman and Bell 2011). This can be a problem for a qualitative 

research, because in general the samples are small (Ibid).  +

This research focuses on the festival market, and the results cannot be generalized to 

other markets and organizations. However the research is of a multiple case study 

design, in where four festivals are investigated, so the result might be possible to 

generalise within the industry.  
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3.9.4+Reliability++

External reliability is referring to in which degree research can be replicated at a later 

time (Bryman and Bell 2011), and by which extent the result is consistent of several 

researches (Malhotra 2010). For a higher reliability the investigation should be 

performed twice in to different times, in order to se if the result are the same and 

therefore the same (Ibid).  

This thesis has presented the questions for the research in order to give the readers the 

possibility to validate the question themselves. It also makes it possible for other 

researcher to use the question for the same study to strengthen the findings or 

generalise it to other markets. 

In this research there have been two interviewers on each interview occasions. One 

that is asking questions and following the respondent to generate valid information, 

the other has been taking notes during the interview, to make sure that all question 

have been answered and the information is covering the research area. The raw data is 

saved and no changes are made to it, so it is possible to go back and reanalyse the data 

again. So, if any questions arise about the data procedure, it is possible to follow the 

way from raw data to the data that is displayed in the report. In order to generate 

information from the different interviews that are possible to compare in an analysis, 

the same question formula have been used for all interviews. The interviewer have 

also been the same person at all interviews occasions, to make sure that the questions 

and the probing are posed at the same way, so the respondents gets the same condition 

to answer the questions.  
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4. Empirical Chapter 
4.1 Introduction  

The empirical chapter is divided into five sub-chapters to give the reader an easy to 

understand overlook of the empirical data. Each sub-chapter represents a step to 

reduce the amount of data into several patterns. All the empirical information in this 

chapter is presented in tables to give a good overview of the data. The four interviews 

that have been conducted could be read in its entirety in appendixes one to four.  

Each sub-chapter have an introduction in order to explain each step and the relevance 

of these different steps.  

A disclaimer should be discussed here regarding the pattern visualization. Since the 

questions regarding corporate identity and corporate image yielded highly individual 

answers between the different festivals, these patterns should not be seen as definite. 

Rather keep in mind that the statements given in these pattern schemes is a rough 

estimate, to gain full understanding the full empirical data should be read.  

!

!

!

!

!

!

!
!
! !



!

!

!

!
40!

4.2 Interviewee Guide 

The first part of this chapter is called interviewee guide. The reason for the chapter is 

to present the interviewees from each organization, with a summary of their position 

within the organizations. This is mainly done in order to explain the relevance of their 

participation. 

!

Music+
Festival+

Interviewee+ When+ Where+ Lenght+

Emmaboda1!
festivalen!

Håkan+Karlsson!–!
Founder!of!the!festival!
and!acting!artist!
booking!manager!

Magnus+Karlsson!–!
Founder!of!the!festival!
and!acting!external!
relationship!manager!

30th!of!
Mach!
2012!

The!head!office!of!
Emmabodafestivalen! 50!

minutes!

Sweden!
Rock!

Mark+Frostenäs!–!
Head!of!marketing!in!
Sweden!Rock!AB,!and!
one!of!three!partners!in!
Sweden!Rock!Magazine!

5th!of!
April!
2012!

The!head!office!of!
Sweden!Rock!

45!
minutes!

Hultsfreed!
Hayride!

Gosia+Stechman!–!
Former!student!of!LNU!
who!wrote!a!thesis!
about!Hultsfreed!
Hayride,!now!working!
within!the!organization!

Nisse+Johansson!–!
Creator!of!the!festival!
and!acting!head!
manager!

16th!!
and!
17th!of!
April!
2012!

!

Interview!was!done!
via!Skype!
and!email!
conversation!with!
questions!that!was!
not!answered!by!
Gosia!

40!
minutes!

Öland!
Roots!

Johan+Grussel!–!One!of!
five!founders!of!the!
festival,!now!acting!
financial!manager!!

17th!of!
April!
2012! The!head!office!of!

Öland!Roots!
65!
minutes!

Table 4.1 – Interviewee table summary 
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4.3 Keyword Identification  

In this chapter each interview question is presented with each festivals answer. Table 4.3.1 to 4.3.3 shows the questions asked to the festivals, 

and their respective answer. The main answer is highlighted in bold text in order to show that this is the keyword that has been deemed the most 

important. Though, sometimes the answer is more complex, in those cases it is recommended to read the answers in its entirety the appendixes 

one to four.!

4.3.1%Market%segmentation%keyword%Identification!

Question%
#%

Question% Emmaboda% Sweden%Rock% Hultsfreed%Hayride% Öland%Roots%

1 How do your company use 
the market segmentation?!

The biggest headliner every year 
is the festival itself. The 
musical artists are only there to 
spice the party.  
 
the artists help segmenting the 
population.!

The festival tickets are 
expensive, the focus lies on 
classical rock music, 
Pay that little extra in order to 
get a great experience!

The rockabilly culture 
within Sweden!

Comes as a natural effect 
from the type of music. 
Visitors comes to the 
festival in order to get to 
experience. 
Vision of the festival, to be 
cozy.  
Audience is very aware of 
certain things 

2 Do you have a specific age 
for your target group?!

The target group is segmented 
trough the choice of music as 
well as the choices of artists.   
The visitors are usually between 
16 and 24 years old,!

The festival reaches for a more 
mature audience 30 years old !

The age variable within 
market segmentation is 
completely irrelevant!

Visitors is somewhere 
between 20 and 25 year 
old, but they are actively 
working in order to gain 
new visitors of any ages.!
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Question%
#%

Question Emmaboda Sweden%Rock Hultsfreed%Hayride Öland%Roots 

3! If/When you do your 
segmentation, is there a 
specific geographical area 
that is more interesting than 
others?!

The festival does not utilize the 
geographical variable at all, 
since the information is accessed 
through Internet!

Geographical segmentation 
there are two stages in 
marketing.!

Geographical 
segmentation it seems to 
matter more, because the 
small size of the total 
population of that culture,  
 
The festival has been 
successful in finding out 
where to find these people!

Johan does not believe that 
the geographical area is of 
any interest  

4! To which style/genre is your 
festival is niched?!

Main focus is the party itself! Focus lies on classical rock 
music!

The classical 50’s and 60’s 
culture from America!

is niched towards reggae 
music and its various 
subgenres!

5! In that particular niche, do 
you believe that there is a 
certain group of people that 
is more attracted than 
another to your festival?!

Party with emphasis on 
electronical music, this niche 
has a whole lot of sub-genres 
that are in constant change 
therefore the target-group and 
visitor changes. 
Now days its lot of hipster and 
a feeling of anarchists !

Side effect of having such a 
wide range of ages is their 
audience is that it is impossible 
to identify any deeper values 
and beliefs of their audience, !

Rockabilly culture that 
surrounds this festival. 
Culture there is a will to be 
as traditional and faithful 
to the culture as possible!

People who like reggae 
music.  
Many are concerned about 
the environment 
a full on vegetarian festival, 
because it is important!

Table 4.2 – Market segmentation keyword identification table 
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4.3.2%Corporate%Identity%Keyword%Identification!

Question%
#%

Question% Emmabodafestivalen% Sweden%Rock% Hultsfreed%Hayride% Öland%Roots%

1! How do you define 
your corporate 
identity?!

They are an independent association that 
works for the rights to free and 
independent music. This is the objectives 
of the organization, and has been for as 
long as the organization has existed.!

When it comes to an 
outspoken corporate 
identity there is none. 
Instead they work as a 
real company, purposive 
towards a greater festival 
each year!

The corporate identity 
within the 
organization does not 
exist.  
Rather than a strategic 
tool, the corporate 
identity revolves 
around Nisse and his 
work!

This kind of music could be seen as 
somewhat underground 
The organization could be said to 
be environmentall aware. 
The visions and goals for the 
organization make the coziest 
festival in Sweden%

2! In your opinion how 
is your corporate 
identity created? 

! ! Nisse is the soul of 
the company. It exists 
only because he has 
the motivation and 
interest  
His own identity into 
the organization and 
the festival because he 
is a part of the culture!

!

3! Do you try to show 
your corporate 
identity in your 
brand?!

The corporate identity is a very big part of 
the brand 
Represents a provocative almost anarchist 
entity. 
Should be a representation of the do-it-
yourself mentality!

The best Swedish music 
festivals. 
Want to be the luxurious 
alternative when it 
comes to music festivals!

Festival that has 
become synonymous 
with good quality and 
satisfied customers as 
well as artists. 
A part of the 
rockabilly culture!
!

The vision of being the coziest 
festival in Sweden is something 
that is a cornerstone for the 
festival. 
environmentally aware is 
something that Öland Roots is 
conveying to its audience!
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Question%
#!

Question Emmabodafestivalen Sweden%Rock Hultsfreed%Hayride Öland%Roots 

4! How do you create 
a relationship with 
your customers?!

The anarchist-label that has come to stick 
with the festival 
There are very few rules of what not do, 
Representation of the do-it-yourself 
mentality 
!

Each year several 
improvements are done in 
order to make the visiting 
guests experience as 
pleasant ass possible!

The brand is very 
important for the 
festival in order to 
find customers within 
the culture!

This feeling of belonging is what 
makes it the coziest festival in 
Sweden according to Johan. This is 
also something that helps building 
the relationship with the 
customers!

5! Do you believe that 
your corporate 
culture is mirrored 
in identities of your 
customers? 

Represents a provocative almost 
anarchist, 
 
The festival itself has come to represent 
the same.!

Sweden Rock, should be 
synonymously with a 
quality experience!

The link between the 
identity of the 
organization and the 
customers identities 
is very clear!

Building a relationship with the 
customers is to make a great 
festival that the customers like.!

Table 4.3 – Corporate identity keyword identification table 
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4.3.3%Corporate%Image%Keyword%Identification!

Question%
#%

Question% EmmabodaG%

festivalen%

Sweden%Rock% Hultsfreed%Hayride% Öland%Root%

2! Do you actively 
work with your 
image?!

The best way to create a 
good image of the 
festival is to do a great 
festival the year before. 
That sticks with the 
customers 

Visitors do almost 
anything, and in such 
way create the liberal 
mood that the managers 
wants!

In the end our 
existing, satisfied, 
customers is the 
best form of 
marketing 

The biggest focus 
is to achieve a 
great festival, in 
order to make 
customers want to 
come back!

Work that improves the image of the 
festival stretches around the year.  

The organization holds several events 
during different periods around the year 
in order to be able to meet others from 
the rockabilly culture. 

The best way to improve the image of 
the festival is to make a great festival 
the year before!

Working towards being environmentally 
friendly, and a vegetarian festival. 

 

Collaboration with governmental agencies in 
order to keep the festival a calm and cozy 
place!

3! How important is 
the image of the 
festival, according 
to you?!

Does not care very 
much about the 
corporate image 

 

 

 

!

Works very hard 
in order to get the 
right image on all 
their products.  
They want Sweden 
Rock to be almost 
a lifestyle choice 
for the customers!

During the events,  
As well as on facebook and other social 
media,  
They works to find out how to improve 
the festival for the next year!

Öland Roots is very concerned about its 
image of coziness that is strived for, the 
festival should be a calm place. 

 
This is also something that Johan and the 
managerial team is very keen to stress!
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Question%
#%

Question% EmmabodaG%

festivalen%

Sweden%Rock% Hultsfreed%Hayride% Öland%Root%

4! Have you ever 
investigated the 
image your 
customers have of 
your festival?!

! ! Because they themselves are a part of 
the culture, they know where to find 
their audience and ask them for their 
opinions!

Overall the environmental awareness and 
the vegetarian food choices have had a good 
impact with the customers 
 
Their image of the festival has improved, and 
the same people come back each year. 

!

5! Have you ever 
noticed any 
difference in 
customer 
behaviour between 
different groups?!

! ! The rockabilly culture, several 
subcultures where there are different 
areas of interest. Some of these 
subgroups are very interested in the 
musical aspects of the culture, whereas 
others is more interested in the clothes 
in this time period, and another group is 
more interested in the cars of the 
culture!

Some trends in the culture and some of its 
subcultures’ 

Swedish reggae culture is in my opinion more 
aware of certain things. The reggae culture has 
a lot of inherited values from these cultures. 
Solidarity and respect. On the other hand the 
root reggae culture does not care about these 
sometimes political values. Instead this culture 
is more concerned about the love and respect!

Table 4.4 – Corporate image keyword identification table 
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!

4.4 Keyword crystallization 

The reason for this sub-chapter is to give the reader a possibility to see the connection between the different questions asked, and the answers 

given by the interviewees in a more focused an accessible way. In this chapter the questions from the previous step has been converted into 

topics instead. By posing the topics together with the keywords from the keyword identification chapter above, the reader should easily be able 

to see what the different festivals deemed important.!

4.4.1%Market%segmentation%keywords%

Question # Topic Emmabodafestivalen Sweden Rock Hultsfreed Hayride Öland Roots 

1-3 Variables used in market 
segmentation 

Party 
Music 
Age 

 

Experience 
Music 
Age 

Geographical area 
Economy 

Culture 
Geographical Area 

 

Cozyness 
Music 
Culture 

Awareness 

4 Niche Electro Rock 50’s to 60’s Classics Reggae 

5 Identified customer values Hipster 
Anarchists 

Does not exist Rockabilly culture 
Tradition 

 

Awareness 
Environment 

Table 4.5 – Market segmentation keyword crystallization table 
!
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4.4.2%Corporate%identity%keywords%

Question%#% Topic% Emmabodafestivalen% Sweden%Rock% Hultsfreed%Hayride% %%%%%%%%Öland%Roots%

1! Definition!of!corporate!
identity!

Free!and!indepentent!
music!

Corporate!objectives!

No!defined!
identity!

!

No!defined!identity!
!

Underground!
Corporate!objectives!
Corporate!visions!

Nonprofit!
Awareness!

2! How!is!the!corporate!
identity!created!

DoFitFYourself!
Anarchists!

No!identity!to!
be!created!

No!corporate!identity,!but!
a!personal!identity!

Environmental!
awareness!

!

3! Communication!of!
identity!

AnarchistFlabel!
No!rules!

DoFitFyourself!

Quality! Culture!
Quality!

Cozyness!
Quality!

4F5! Relationship!through!
the!brand!

Liberal! Quality! Culture! Culture!
Awareness!

Table 4.6 – Corporate identity keyword crystallization table 
!

!

!
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4.4.3%Corporate%image%keywords%

Question # Topic Emmaboda Sweden Rock Hultsfreed Hayride Öland Roots 

2 How work with 
image is done 

Do a great festival Do a great festival 
Quality improvements 

Lifestyle choice 

Do a great festival 
Several events around 

the year 
Involved in the culture 

Do a great festival 
Cozyness 

Work with autorities 

3-4 Importance of image Very low- Does 
not matter 
Returning 
customers 

Very high – Works 
around the year 

Returning customers 

Very High – Nisse is 
the centre 

Returning customers 

Very High – Enviromental 
awareness 

Calm 

5 Difference in 
customer behaviour 

None None Differences in 
involvement in culture 

Differences in values between 
different subgroups 

Table 4.6 – Corporate Image keyword crystallization table 
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4.5 Pattern visualisation   

This sub-chapter is a visual representation of what patterns could be drawn from the 

keywords and the empirical data. These patterns are a result of the two previous steps 

where keywords have been identified and been made into patterns.  

4.5.1 Market segmentation visualisation 

Question 
and topic 

Statement Emmaboda
-festivalen 

Sweden 
Rock 

Hultsfreed 
Hayride 

Öland 
Roots 

1-3  Uses experience 
as a segmentation 
variable? 

Yes Yes Yes Yes 

Variables Uses music as a 
segmentation 
variable? 

Yes Yes No Yes 

Used in Uses age as a 
segmentation 
variable? 

Yes Yes No No 

market- 
segmenta-
tion 

Uses geographic 
area as a 
segmentation 
variable? 

No Yes Yes No 

 Uses economy as 
a segmentation 
variable? 

No Yes No No 

 Uses culture as a 
segmentation 
variable? 

No No Yes Yes 

 Uses awareness 
as a segmentation 
variable 

No No No Yes 

4  
Niche 

Have a niche? Yes Yes Yes Yes 

5 
Customer 
values 

Have an 
identified 
customer lifestyle 
related to the 
niche? 

Yes No Yes Yes 

Table 4.7 – Market segmentation pattern table 
!  
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4.5.2 Corporate identity visualisation 

Question and 
topic 

Statement Emmaboda-
festivalen 

Sweden 
Rock 

Hultsfreed 
Hayride 

Öland 
Roots 

1 
 
Definition of 
corporate 
identity 

Have a 
defined 
corporate 
identity? 

Yes No No Yes 

2 
 
Creation of 
corporate 
identity 

Create its own 
identity? 

Yes No No Yes 

3 
 
Communication 
of identity 

Communicate 
its identity to 
the 
customers? 

Yes Yes Yes Yes 

4-5 
 
Relationship 
though the 
brand 

Uses its brand 
in order to 
create a 
relationship to 
its customers? 

Yes Yes Yes Yes 

Table 4.8 – Corporate identity pattern table 
!  
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4.5.3 Corporate image visualisation 

 
Table 4.9 – Corporate Image pattern table 

Question 
and topic 

Statement Emmaboda-
festivalen 

Sweden 
Rock 

Hultsfreed 
Hayride 

Öland 
Roots 

2 Does the 
organization use 
the festival itself 
as a platform for 
the image? 

Yes Yes Yes Yes 

 Does the 
organization use 
individual 
attributes for 
image 
improvements? 

No Yes Yes Yes 

3-4 Does the 
organizaiton 
believe that the 
image is of 
importance? 

No Yes Yes Yes 

5 Does the 
organization 
find differences 
between 
customer 
behaviour? 

No No Yes Yes 
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4.5.4 Summary of empirical data  

In order to better understand the pattern visualization this chapter explains each 

table. As this is a summarization of a table, the empirical data in the appendixes one 

to four should be read in order to gain a complete understanding.  

 

Market segmentation  

The pattern visualisation shows how the different festival works and how they stand 

in relation to each other.  The first row shows that all the four festivals uses 

experience in their market segmentation. They all have a different experience to each 

other to offer the market. There are all focused music festivals and all but Hultsfreed 

Hayride uses a specific music-genre in order to find customers. Emmabodafestivalen 

and Sweden Rock also have a specific age range in mind when there are positioning 

their festivals, something that Hultsfreed Hayride and Öland Roots did not care about 

in their segmentation. In some degree Sweden Rock uses geographic segmentation in 

their marketing, Hultsfreed Hayride also uses this in order to find the right customers. 

Sweden Rock is also the only festival of the four that have thought about the 

customers’ economics. For Hultsfreed Hayride and Öland Roots specific niche and 

music played at the festival have a relation to a specific culture. This is also 

something the festivals are using in their segmentation, to creates a festival around the 

culture, for Öland Roots and for the culture surrounding the festival awareness is 

important and something that they show in their brand. All the festivals do have a 

specific niche that is a foundation for the festival. This is also something that become 

a vital variable in the market segmentation to this specific niche, as all but Sweden 

Rock can identify a customer lifestyle connected to the festival niche. 

  

Corporate identity 

This table shows a overview of the festivals corporate identity. Emmaboda and Öland 

Roots is the only festivals that have a defined and outspoken corporate identity. All 

the festivals have an identity but only these to had a definition over their identity. 

Emmaboda and Öland Roots were aware of their identity and they also worked with 

creating this identity. Within the Sweden Rock and Hultsfreed Hayride the identity 

had be built up during the time. All the festivals were communicating their identity to 

the customers to show what type of festival there were. The festival brand were also 
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something that all the festival were using to create a relationship with the customers. 

This was something they did to send out what kinds of festival there were and to find 

customers with the same values that the festivals has.  

 

Corporate image 

For all the festivals in the investigation they used the festival itself as the main 

attribute to create a good image about the festival. They all talk abut that making a 

good festival was the best marketing they could get. All festivals except Emmaboda 

were working with individual attributes around the festival to improve their image. 

Emmaboda is also the only festival that do not think that the image is very important, 

this was something that were connected to their identity and values. But the other 

festivals saw the image as important to work with to gain a good image over the 

festivals. When the festivals talked of the customers Hultsfreed Hayride and Öland 

Roots were able to se a difference in the behaviours of different customers gropus.  
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5. Analysis Chapter 
The meaning of this chapter is to use the patterns that were found in 4.5 and relate 

them to the different theories presented in the theory chapter. To make the analysis 

process easier to understand a visualization of the different patterns and their 

respective connection in the theories has been made. This visualization could be seen 

in appendix six. This has been done to make the analysis easier to understand, when 

there is a clear connection between empirical patterns and theoretical terms. 

The analysis is broken down into four categories, with several sub-headings in each 

category that represents different patterns that were presented in the pattern 

visualization in 4.5. Each sub-heading is in itself an analysis where the pattern is 

being connected with one or more parts of the theory. The analysis chapter is then 

concluded in a final analysis, which puts everything together.  

 

5.1 Market segmentation analysis 

5.1.1 Experience as a segmentation variable 

This was the one of three variables that all four festivals agreed upon. In each 

interview the respondents were very keen to highlight the things that made their 

festival a unique experience.   

Each of the four festivals uses the experience of the festival itself as a form of 

segmentation variable. Since each festival has a unique niche, these experiences 

become different from each other. For Emmabodafestivalen the experience is the on-

going party at the festival, this is something vital for the festival. At Sweden Rock the 

experience is the quality of the festival. Hultsfreed Hayride believes that the culture of 

the crowd is the experience, lastly Öland Roots means that the cosiness is the central 

part of the experience.  

The use of the experience as a variable in market segmentation could be related to two 

branches of the market segmentation theory. Firstly, this variable could be seen as a 

psychographic variable. This relates to the psychographic segmentation, because the 

different experiences could have various meanings that speaks to personality and 

values, as well as the lifestyle of the customers. All the festivals have their own 
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experience, symbolizing different values in their target group. It does not matter if the 

experience itself symbolizes party, quality, culture or cosiness; what matters are the 

psychological feelings these variables represent to the customers. By creating an 

experience that appeal to their target groups, the festivals have been able to identify 

what is important to their customers’ personalities, and what lifestyle and values these 

customers might have. This all connects to the psychographic segmentation variable 

discussed by Kotler and Armstong (2011). This makes the experience of the festival a 

critical variable for the festivals.  

The use of the experience as a variable could be seen as a step towards customer 

insight as a variable, presented by Baily (2006). The comparison could be done since 

the festivals understand the customers’ psychological values. This theory states that 

the whole organization has to work towards understanding it’s customers. This seems 

to be practiced in reality. It comes as a natural effect, because the employees are all 

people of the community that share the love of a certain music style. With this comes 

an understanding of what the customers want and expect from the experience. Hence, 

the customer insight comes naturally.  

 

5.1.2 Music as a segmentation variable  

This variable is something that the majority of the festival uses, when segmenting the 

market. The only exception is Hultsfreed Hayride where the culture is the primary 

segmentation variable. As the rockabilly culture is so much more than a music style, 

the people behind the festival do not believe that the music is the driving force behind 

the fact that their visitors are there. The musical styles that are incorporated in the 

rockabilly culture are only small parts of a much bigger culture. The festival itself is 

primarily a music festival, but also functions as a forum for a small culture, which is 

why the festival does not believe that the music should be a segmentation variable.  

The other three festivals all claim that the music is the most important variable after 

the experience of the festival itself. It is through the choice of music that the festival 

has been able to find its target audience, as well as a niche. The different music styles 

could be seen as parts of multi-segmentation, which includes the psychographic 

segmentation variable. The different musical genres serve to attract visitors from 

different sub-cultures and with certain personalities. This is what the multi-
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segmentation theory presented by Lin (2002) talks about, to focus on the personality 

of the customers.  

   

5.1.3 Age as a segmentation variable 

Age as a segmentation variable is something that only two of the four festivals utilize. 

This is one of the four classical segmentation variables that is presented by Kotler and 

Armstrong (2011). Hultsfreed Hayride and Öland Roots does not find this variable 

interesting, because they believe that their appeal towards a culture makes the age of 

the visitors a non-issue. Instead, they argue that the culture itself may single out 

certain ages, thereby finding a target group within a certain age. But it is not 

something that they strive for.  

Sweden Rock’s usage of the age variable it is very traditional. When producing the 

festival they have a certain age in mind. The target audience is about 30 years old, 

with a good economy. This is perfectly in line with the traditional demographic 

variable in market segmentation. The festival knows what age to target in everything 

from booking bands to setting the price of the tickets.  

Emmabodafestivalen however, has a slightly different approach to age as a 

segmentation variable. As described above, the music is their main focus in 

segmentation. But the managers at Emmabodafestivalen are well aware the usual age 

of the visitors. Hence, they purposely book artists with fans in the age range of their 

visitors. They do not use the age directly in segmenting the market, but indirectly they 

do, by booking artists attracting the right customers.  

 

5.1.4 Geographical area as a segmentation variable 

Only two of the four festivals utilize this variable, when segmenting their market. 

Emmabodafestivalen and Öland Roots does not deem this variable to be significant. 

Emmabodafestivalen believes that with the advent of social media, there is no need to 

look at specific geographical markets. The Internet provides anyone, anywhere with 

the information needed about the festival. Hence, focusing on a specific area is just a 

waste of money. Öland Roots on the other hand argues that they are in a very peculiar 

situation, where they are one of the few events where this culture exists. The reggae-
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culture has a very limited market in Sweden. Hence, there are not many venues each 

year. The festival is thus one of the few highlights. 

Sweden Rock and Hultsfreed Hayride both use the geographical segmentation to 

some extent. But they use this type of segmentation in a very different way. Where 

Hultsfreed Hayride uses this variable more or less as described by Kotler and 

Armstrong (2011), where there is a specific area that is more interesting than others. 

This area is the local market in and around Hultsfreed. Though, they use this variable 

as a compliment to their main segmentation variable, the culture. Sweden Rock on the 

other hand only uses this variable when the camping-tickets are sold out. Then the 

festival starts to focus on the local markets that are able to attend the festival without 

purchasing a camping-ticket. The targeting of a specific geographical market is in line 

with the theory about geographical segmentation presented by Kotler and Armstrong 

(2011) which argues that in this type of segmentation one or more geographical areas 

is more interesting than others. But in this case this is only true when the camping-

tickets are sold out.    

 

5.1.5 Niche as a segmentation variable 

This is yet another segmentation variable that all four festivals agreed upon. The 

niche as a segmentation variable could be seen as a part of a psychographic 

segmentation. This is so because the different niches speak to different lifestyles and 

personalities. The different niches represent certain values that could be found in 

communities that are interested in that particular niche.  

It could also be seen as a part of multi-segmentation where the different niches makes 

the festivals focus on the customers’ personalities and values more than the other 

variables.  

But the use of niches could also be seen as a use of relationship segmentation, as 

presented by Story and Hess (2006). This theory states that the relationship should be 

at the centre of market segmentation. The relationship that comes with this variable 

could be the musical affection, as well as the inherited values that come with a 

particular niche.  
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5.1.6 Identified lifestyle as a market segmentation variable 

This variable is also something that all four festivals have in common. To use this 

variable comes as a natural effect of the niche of the festival. Each of the four 

festivals has their own niche, and all the different niches have their own crowd. These 

crowds have different lifestyles, depending on the niche. There is also an added value 

of knowing sub-communities of a niche, to attract as many as possible from the niche. 

Hence, this variable is tightly associated with the concept of lifestyle segmentation, 

which is a part of the psychographic segmentation variable. 

 

5.1.7 Culture as a segmentation variable 

The culture surrounding the niche is something that only two of the four festivals 

embrace. Emmabodafestivalen and Sweden Rock festival believes that their particular 

niches are more focused on the music itself than a community surrounding it.  

Hultsfreed Hayride and Öland Roots believe that their particular niches are tightly 

connected with specific cultures, with very explicit values and believes. The use of 

the culture as a segmentation variable could be seen as relationship segmentation, 

where the festivals use the culture that they themselves are a part of to find other 

members of this culture. It could be argued that this variable also serves as 

psychographic and lifestyle segmentation, where the festival uses the personalities 

within the culture to segment the market. If these two variables are added together this 

could be argued to be multi-segmentation where the festivals divide their segments 

further and further to gain as much in-common with their customers as possible.    

 

5.1.8 Economy as a segmentation variable    

This is something that is unique to the Sweden Rock festival. The economy variable is 

a part of a demographic segmentation, which may be an explanation why it fits with 

the other demographic variable, age, that Sweden Rock also uses. This variable comes 

as an effect of the target group that the festival seeks. As Mark explained, the festival 

is aimed at a crowd that of a specific age, and with good economy. The economy 

variable is used to find this audience, as well as to ignore audiences of little value for 

the festival. 
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5.1.9 Awareness as a segmentation variable 

The environmental awareness as a segmentation variable is something unique to 

Öland Roots. As explained in the empirical chapter, the awareness is a part of the 

reggae-culture and could therefor be seen as psychographic segmentation variable. 

Hence a good tool for the festival to use in their segmentation. It could be interpreted 

as relationship segmentation, where the festival uses this awareness to build a 

relationship with its customers. But one could also argue that the use of awareness is 

customer insight segmentation, since the festival has identified something that the 

culture itself can relate to and build a relationship upon. This theory presented by 

Baily (2006) argues that the organization has to understand its customers on several 

levels in order to deliver value to them. This is what Öland Roots has been able to do 

with the awareness, as this variable is a part of the reggae culture.  

 

5.2 Corporate identity analysis 

5.2.1 A defined corporate identity 

Only two of the four companies have a defined and explicit corporate identity. 

Neither Sweden Rock, nor Hultsfreed Hayride believes that they need a defined and 

outspoken corporate identity. Though there are some differences in their absence of a 

corporate identity.  

Sweden Rock AB is not a big corporation with many employees; rather it is a quite 

small company, where everyone knows each other. As an effect of this familiarity, a 

culture has evolved where each and every person has come to get his or her own place 

in the company. Though, this culture is something that stays within the four walls of 

the office rather than being communicated to external stakeholders. But the lack of a 

defined and outspoken corporate identity has not stopped the organization from 

developing its own corporate objectives and visions.  

Based on the discussion by Balmer (1998); Balmer and Gray (1998) and Olins (1995) 

Sweden Rock do have defined some parts of what makes up the corporate identity, 

but the identity is not outspoken. Since the mission is to be the best festival in 

Sweden, that is the defining characteristic of the company, this is also mirrored in the 

objectives of raising the quality of the festival each year. The lack of an outspoken 
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corporate identity could be seen as a conformation of how Abratt (1989) argues that 

the identity is created. He means that the corporate identity could not be defined until 

the corporate philosophy is defined, because this is what the identity is based upon. 

On the other hand, Alessandri (2001) argues that the philosophy should instead be the 

corporate mission, where the company tries to define its characteristics. To some 

extent Sweden Rock has defined these characteristics, but not enough in order to be 

able to have an outspoken corporate identity.  

Hultsfreed Hayride on the other hand does not have anything remotely like a 

corporate identity. The entire identity of the organization behind the festival is based 

upon a personal identity of the creator Nisse Johansson, where his identity defines the 

festivals identity. Although, it should be noted that his personality is greatly 

influenced by the rockabilly culture which he is a part of. As with the case of Sweden 

Rock, this festival neither has an outspoken corporate identity, but it is there anyway. 

But it is all based on Nisse’s visions and objectives with the festival, hence the 

parallel to Balmer (1998); Balmer and Gray (1998) and Olins (1995) could be drawn.  

Emmabodafestivalen and Öland Roots on the other hand do have a defined and 

outspoken corporate identity. Both these festivals identities could be seen as an effect 

of a clear corporate mission, thereby aligning with Alessandris (2001) theory that a 

corporate mission is needed in order to create the corporate identity. In the case of 

Emmabodafestivalen, the mission is to support free and independent music. Öland 

Roots mission is to create an event on Öland for native people to show that Öland is 

more than a vacation spot for families and retired people. These missions guide the 

two festivals, and make it easier for them to put up objectives and visions for the 

respective festivals. Both festivals have the objective to continuously improve the 

experience. In the case of Emmabodafestivalen, this means that the experience is the 

party itself. Hence, the objective is to improve the party in some way or another each 

year. At Öland Roots the experience is the cosiness that guides the objectives on a 

year-by-year basis.  

As Melewar and Jenkins (2002) argues the reality does not agree upon which parts 

makes up the corporate identity. The different festivals use different approaches to the 

identity concept in different ways.  Both Emmabodafestivalen and Öland Roots base 

their identities on the overall corporate mission. But comparing the components that 

make up the different identities, it could be argued that nor the Karaosmanoglu and 
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Paterson (2005) definition, nor the Gray and Balmer (1998) definition of what 

components makes up the identity seem to fit.  

Though, some of the concepts do align, both festival base the corporate identity on a 

corporate philosophy and a culture which is in line with what is as argued by Gray 

and Balmer (1998).   

Though neither Emmabodafestivalen, nor Öland Roots use any kind of strategic 

planning in creating their respective corporate identities, they come naturally to them. 

These festivals has been created by people who themselves are a part of the different 

niches; the values of these niches may have rubbed off on the corporate identity. 

Hence, these identities have not been created strategically, but organically.  

 

5.2.2 Creating its own identity 

It should be acknowledged that all four organizations are monolithic. They all have an 

organizational identity, even if not outspoken, that is being transferred to its brand. 

This is in line with how Olins (1995) defines as a monolithic brand. In all the cases, 

except Sweden Rock, the organization only has one brand by which to transfer the 

corporate identity. Sweden Rock on the other hand have their festival, their cruise and 

their own magazine, but as explained in the empirical data, the feel of quality should 

be present in all the entities of the organization.  

However, since Emmabodafestivalen and Öland Roots were the only two festivals 

with an outspoken corporate identity. They are also the only two that activly created 

their own identity to some extent. Hence, one could discuss two of the facets on the 

brand identity prism, the physical and personality aspects of the brand. As 

Emmabodafestivalen made clear in the interview its personality is of a slightly 

anarchistic nature. They have implemented a do-it-yourself mentality in the 

managerial team, which they try to communicate through the brand. This becomes 

what Kapferer (2008) describes as the personality of a brand. This personality is then 

transferred to the festival, which is the brand. This festival becomes a physical 

representation of that personality. According to Kapferer this could be seen as an 

added value to the brand.  

The same argument could be made with the environmental awareness of Öland Roots, 

in which the organization has found a personality trait that is being transcribed into 
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their monolithic brand. It becomes a physical representation of that personality in 

which customers sees an added value to the brand.  

 

5.2.3 Communicating the identity to its customers   

Even though Sweden Rock and Hultsfreed Hayride do not have a defined outspoken 

corporate identity, it does not mean that the identity does not exist. In fact, all four 

festivals do have an identity, and they all tried to communicate it somehow.  

The corporate identity of Emmabodafestivalen was defined and outspoken, so they try 

to communicate to their customers the do-it-yourself mentality, as well as the 

anarchist-label and the lack of rules it the tools for communication. As explained 

above, some of it is embedded in the personality and physical representation of the 

brand. But to some extent this communication could be seen as a part of the culture 

surrounding the Emmabodafestivalen. As explained by Kapferer (2008) the culture is 

the inherited values of the festival. These values are shared by the organization, to the 

customers, who attend the festival and are buying the brand.  

Sweden Rock lacks a defined outspoken corporate identity, though in the interview 

the festival highlighted the quality of the event as an identity of the organization. The 

focus on raising the quality standards each year could be argued as a tool to build a 

relationship with their customers. According to Kapferer (2008) the relationship 

between a customer and a company is the brand, which in this case is the festival. By 

improving the quality each year, the relationship and trust is being built between the 

festival and the customers. In turn this leads to a positive reflection with the 

customers in thinking about the brand.  

Hultsfreed Hayride also lacks a defined outspoken corporate identity. But in this case 

the identity behind the organization is one mans personal identity. This identity has 

been formed as a part of a specific culture and is being reflected in the monolithic 

brand. This could be seen as building a relationship between the customers and 

company, through the brand as explained by Kapferer (2008). The primary customers 

for the festival are fans of the rockabilly culture, which the creator Nisse Johansson is 

also a part of. Thereby the festival is a part of the culture, and hence the relationship 

builds automatically. 
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Lastly Öland Roots use the personality and physical representation of the brand as a 

communication tool with its customers. But they also use the reggae culture and the 

relationship that this creates to communicate its corporate identity through the brand.  

 

5.2.4 Using the brand to create relationship  

All four festivals tries to build a relationship with their customers, trough various 

individual traits that is supposed to attract their customers enough to understand that 

their specific festival represent, something that no other festival can give them. This is 

what Kapferer (2008) refers to as relationship, when the customer and the festival 

have an understanding of what the brand of the festival represents. This in turn will 

make the customers understand what they get, when deciding to attend to one of these 

festivals, thereby understanding the corporate identity through the festival brand.  

A positive corporate identity could have great effects to the organization as studied by 

He and Mukherjee (2009); Bhattacharya and Sen (2003); Marin and Ruiz (2007). 

They all argue that if the customers have a positive perception of the corporate 

identity, it can help the customer to better identify with the organization as a whole, or 

to see that the organisation identifies with him or her. In fact, if the customers are able 

to find congruence between the corporate identity and its own identity, it can become 

a source of self-definition for the customers, as is argued for by Bhattacharya and Sen 

(2003). Though their research is well cited it is not greatly validated through 

empirical research.    

This is something that the managers of the festivals have found to be true with their 

customers. As all four festivals are niched into certain sub-genres of music, or culture 

it could be argued that the customers attend their festivals to strengthen their own 

self-identity. As a part of a certain niche or culture the customers have taken a stand 

for their own identity. It is therefore natural to try to strengthen this identity through 

for example the choice of festival. This is argued by Markus and Kitayama (1991) 

where they argue that different cultures prefers different brands that express their 

specific needs. In theses cases the corporate identity is communicated through the 

different festival brands. As all four festivals explained their core customers, the 

people within the certain niche or culture, expects a certain experience of the festival 

itself. This is why the festivals have objectives to improve the experience each year. 
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By doing so, the festival builds a relationship with their customers, as is explained in 

the segmentation sub-chapter. This relationship helps the customers to see what the 

festival really is, it helps the customers to define the identity of the festival. Because 

the identity of the festivals is build upon the same values that the customer, as a part 

of the specific culture or niche, have this then helps the customer to get a improved 

correlation between the corporate identity, which is in the monolithic brand, and his 

or her own identity. Therefore, the customer sees a matching identity between the 

festival, and his or her own identity, and thus the festival becomes a source of self-

definition in where the customer is able to express a common identity.  

 This could be related to the self-definition facet of the identity prism, where a 

customer is able to reflect upon themselves in relation to the brands. The different 

festivals use their own unique attributes to create this relationship between the 

identities. Emmabodafestivalen uses its liberal anarchist-label, Sweden Rock uses the 

quality of the event, Hultsfreed Hayride uses the rockabilly culture and lastly Öland 

Roots uses the environmental awareness, in order to find congruence between their 

own identity and their customers’ identity.  

The argument that customers could choose brands or festivals based on a congruence 

between matching identities is, according to Bhattacharya and Sen (2003) and He and 

Mukherjee (2009), because customers will to extend his or her own self through the 

choice of brand or organization. Elsbach and Bhattacharya (2001) argue that matching 

identities is based on a willingness to belong to a certain group. Which is could be 

argued when using musical or cultural niches. The visitors of the different festivals 

often belongs to a certain crowd, or culture, in which this musical niche is popular. If 

what Elsbach and Bhattacharya (2001) present is true, then the niches and cultures is 

the group that the customers want to belong to. By choosing festivals that matches the 

identity that the customer wants to belong to, he or she is able to use this in order to 

define the self, as is argued by He and Mukherjee (2009). As the festivals is a part of 

the culture as a whole, the connection between the customer identity and the corporate 

identity is simultaneously strengthened through the culture.    
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5.3 Corporate image analysis 

5.3.1 Uses festival as a platform for the image       

This was the only pattern under the image section that all four festivals agreed upon. 

As Abratt (1989) and Balmer and Gray (1998) explain, the image is the mental picture 

a customer gets when thinking about the company. This makes the impressions the 

customers get from visiting the festival important, as it is during this exposure that the 

customer experiences what is unique to that specific festival. But as Gatewood, 

Gowan and Lautenschlager (1993) argues, the image could be created from all the 

information about the organization that is available. Hence, customers are able to 

create an image of a festival before even attending. But as several of the interviewees 

has pointed out, it is the experience itself that defines the festival; this is when the 

customer first hand gets the impressions that the festivals give. Therefore all four 

festivals have greatly emphasized that the best way to create a good image of the 

festival, is to do a great festival the year before, based on which customers could 

create their image of the festival.  

Andreassen and Lindestad (1998) hold that the image is the primary driver for 

customer satisfaction. Though, according to all the festivals this does not seem to be 

true, since all festivals argues that the primary driver for customer satisfaction is to do 

a great festival. But if the customers do have a good image of the festivals the result 

could lead to returning customers according to (Bloemer and de Ruyter 1998).  Hence 

the image of the festivals becomes a driving force for customers to return, and 

therefore the statement that last year’s festival is as important as this year’s festival 

does make sense. Also argued by Bloemer and de Ruyter (1998) is that the customer 

satisfaction has an effect on the image. This seem to be more true than the statement 

by Andreassen and Lindestad (1998) as the returning customers feel enough 

satisfaction from last year to attend the next year, this then rubs off on the image of 

the festival.   
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5.3.2 Individual attributes for image improvements 

Emmabodafestivalen was the only festival that does not work with their individual 

attributes to create a better festival each year. A possible explanation and analysis is 

presented in next sub-chapter.  

As for the other three festivals they all work with individual attributes that makes 

their festival unique to improve the overall image of the festival. As discussed above, 

Sweden Rock puts up new objectives each year to improve the quality of the festival 

as a whole. The quality improvements are also seen in the cruise and the magazine 

that the organization also does. Hultsfreed Hayride tries to be as relevant as possible 

in the culture, and is thus holding several events during the year to improve the image 

of the festival and the organization behind it. Öland Roots puts up objectives of how 

to improve the cosiness each year, as well as maintaining a good relationship with 

several authorities to create a better image of the festival.  

All this work with the individual attributes could be seen as a step towards greater 

customer satisfaction. In fact, all these attributes are in some way or another unique 

for each festival. These attributes are what customers are able to build their image 

upon as they define the experience of the festival. As argued by Andreassen and 

Lindestad (1998) the image is the greatest driver for customer satisfaction. By 

improving on these attributes that creates the image with the customers, the festivals 

also, indirectly, thereby confirming what Abratt (1989) argues for.  

Another discussion that should be raised in this area is that the work with improving 

the existing attributes does have an intended audience, namely those who been to the 

festival before, or at least have some knowledge about the festival. This confirms 

what Brown et al. (2006); Gray and Balmer (1998) argues for. These authors means 

that an organization is able to communicate several images to different audiences, and 

thereby have multiple images of the festival, depending on what customers they try to 

communicate with. In these cases, the festivals are able to communicate to new 

customers through the segmentation where they find a target group that fits with the 

niche or culture with the festival. Those customers will have one image. Then the 

festival is able to communicate with the crowd that has already been there, in order to 

show off improvements of the festival. Thereby improving the already existing image 

of the festival with these customers. The former communication finds common 
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ground with new customers, and the latter deepens the relationship even more. 

Thereby the different audiences receive different intended images depending on the 

group they belong to.  

 

5.3.3 Image is important 

Only the Emmabodafestivalen belief that the corporate image is of a low importance, 

although, this is not the complete truth.  

The image of Emmabodafestivalen is slightly anarchist, where the lack of rules is 

central. As the managers try to implement a do-it-yourself mentality, both in the 

organization, and at the festival, it is supposed to represent the anarchism in both 

managers and customers. As an effect of the label, Emmabodafestivalen is actively 

working with their current image, by not working on their image actively. Thus, they 

are enforcing the image that they do not care about.  

The other three festivals believe that the image is of great importance, and are 

therefore actively working on their image. Hence, the active work on improving the 

individual attributes lead to greater customers satisfaction, and in the end to returning 

customers. In other words, they achieve precisely the same outcome as 

Emmabodafestivalen.  

 

5.3.4 Differences in customer behaviour 

This was a pattern only seen by Hultsfreed Hayride and Öland Roots. One 

explanation why the other two festivals did not see differences in customer behaviour, 

could be that these festivals are mainly focused on musical genres, rather than a 

certain culture with several sub-cultures.  

Both Hultsfreed Hayride and Öland Roots believe that they have found different 

behavior in different subgroups of the culture. As the festivals do want as many 

visitors as possible, they have to send different messages to different crowds. As 

explained by Abratt (1989) and Gatewood, Gowan and Lautenschlager (1993) 

different audiences could have different images of the same company, or in this case, 

festival. In the case of Hultsfreed Hayrides, the festival has to attract different 

subgroups in the rockabilly culture with different messages. Therefore, as Gray and 
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Balmer (1998) explain, the company has to create different intended images to the 

right crowd. 

 

5.4 Final analysis - How it all connects 

Traditionally the corporate identity is created first. Then it is communicated through 

different channels towards different audiences. This is where the market segmentation 

comes in, as it defines which customer groups to target, based on a few, outdated, 

variables. These target groups is then able to create an image of the company, which 

in turn will be a reflection of how they perceive the company. This image is not 

always favorable for the company, and since the companies cannot change the image 

directly it is a hard task to change a customers’ perception of a company. 

But as will be explained further these four festivals seem to have created another way 

of better controlling this chain by in some ways doing it in reverse.  

!
 

 

 

 

 

 

 

 

 

 

 
 

Figure 5.1 – The effects of target group identity (Karlsson, Darnfors 2012) 
!
These festivals are all created by individuals that in some way or another belong in a 

specific niche or culture. They have decided to organize a festival in which they 

themselves could be the target group. Thereby they have already done the market 

segmentation as the first step. They have defined a target group to which the festivals 

will be niched towards.    
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As with the research done by Tuma, Decker and Scholtz (2011) these four festivals do 

use the classical variables when doing their market segmentation. Although, they have 

all, in some way or another, added further variables to gain the right crowd. This is in 

line with what Quinn (2009) argues for, that the classical variables are not enough to 

really identify the customers. The data that could be collected through these variables 

is simply not enough to gain deeper knowledge. This is where the multi-segmentation 

theory comes into play. With this theory Lin (2002) argues that it is not enough to use 

only the classical variables, instead more variables should be added to gain sub-

segments that delve deeper into the customers’ values and personalities. This is what 

the festivals have done, but without the actual knowledge of the theory. As discussed 

in a previous sub-heading of this chapter each of the festivals use their own set of 

variables to market to the segments that are a perfect fit for the festival. As a result, 

they have been successful in identifying values and personalities with their customers. 

Whether these variables come as a result of the specific niche, or a specific culture, 

the festivals have been able to identify what is important for their target group.  

But the festivals did also incorporate other types of segmentation, as a complement to 

the other variables. Some of the festivals used relationship segmentation, and others a 

customer insight segmentation to understand its customers even better. Although, 

these types of segmentation could be argued to be a part of the multi-segmentation, as 

the focus in this type of segmentation is to understand the customers’ values and 

personalities.  

The result of this kind of segmentation is that these festivals have adapted the identity 

of the target group into their own corporate identity. The identities of the 

organizations behind the festivals is greatly influenced by the niche or culture that is 

within the target group, as the individuals that have created these festivals is a part of 

said group.  

Even if the organizations do not have a defined outspoken corporate identity, they do 

have an identity non-the less. These identities are clearly being communicated in each 

festivals brand. Although from the organizations that had a defined and outspoken 

identity, one pattern that could be seen was that the defined identity began, as 

Alessandri (2001) argues, with a clear and defined corporate mission. This mission 

then guides the organizations to define visions, objectives to take with them into the 

future. As all four festivals have a monolithic structure with their brand, these 
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identities that belongs to the organizations, is transferred to their brands, which in 

these cases is their respective festivals.  

The brand personality then becomes what the customers are interacting with, when 

attending the festivals, as well as in reading about them or in some other fashion 

getting information about the festival. For some festivals the physical and personal 

added value in the brand of the festival is the most important things to focus on. Other 

festivals believe that the relationship between the customer and the company is the 

most important. Whichever facet(s) the different festival uses, the end result is non-

the less the same, it is supposed to lead towards a greater identification between the 

customers self-identity and the corporate identity.  

As a result of having created a corporate identity that is a reflection of the target 

group identity, the festivals believe that they have found a way around the problem of 

an image that is not coherent between how the company wants to be perceived and 

how the customers actually perceive them. By adapting the target group identity into 

the corporate identity this will generate a good image of the festival in the minds of 

the customers, as they find matching identities. Then the organizations have to 

strengthen the individual attributes that make the festival unique and attracting 

matching customers. Doing that, the organization improves the already good image, 

and in turn generating satisfied customers, as argued by Andreassen and Lindestad 

(1998). The satisfaction these customers feel could be argued to be the willingness to 

belong to a certain group, as is argued by Bloemer and de Ruyter (1998). When the 

customers find that the corporate identity and their own identity matches, the 

sensation of belonging could grow even stronger. As a result it could be argued that 

the belonging of one certain group is a source of self-definition as is argued by 

Bhattacharya and Sen (2003). These effects of belonging should then be incorporated 

in the multi-segmentation as a variable, as is explained by Kim et al. (2006) that 

customers tends to buy products from companies if they have a good image of.  
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6. Conclusion Chapter 
The purpose of this thesis was to answer “/…/ if market segmentation could influence 

the corporate identity and indirectly give consumers' a positive image of the 

company.” 

From the findings of this study there are two interesting conclusions to be made that 

may have theoretical implications. 

First, the traditional way of segmenting the market, with only four core variables 

seems to be out-dated. All four of the festivals did use the classical variables, but were 

also more focused on several others. This points towards a multi-segmentation where 

the organizations delve deeper into the minds of their customers in order to gain a 

greater understanding of what values, personalities, and believes they may have.  

Secondly, and this is the most interesting finding. From this report, and for these 

specific festivals, the companies have been able to identify a target group identity, 

which they themselves have been able to adapt. This is a result of the way the 

festivals handle their market segmentation, and the great understanding of their target 

group that comes with it. This adaptation of their customers identity have had an 

effect on how well their customers identify with the respective festival. By 

introducing the concept of target group identity, and the advantages that could come 

by using it, this thesis will contribute not only to the corporate identity and corporate 

image theory, but also to the market segmentation theory, in which there has been few 

well-accepted developments in several years. 

The result of this identification process could take many forms. But as discussed in 

the analysis chapter, one possible effect this type of segmentation could have is a 

corporate identity that matches the customers’ identities better. This in turn could 

have an effect on the image of the company with the customers, who could start to see 

the companies as a source of self-definition.   
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7. Limitations and future research 
These are some concluding remarks from the authors on limitations of this thesis, as 
well as some thoughts on future research in this area. 
!

 First of all, regarding the theoretical chapter. The authors are well aware 

that both the corporate identity, and corporate image theory has an internal 

spectrum to it. Meaning that the effects of both the corporate identity and 

image could be seen internally in an organization, as well as with their 

external stakeholders. Although, these effects was deemed not relevant for 

the purpose of this thesis since it only focuses on the external effects of 

these concepts. In future research these spectrums could be included to 

investigate the effects that may come from multi-segmentation and target 

group identity internally, instead of externally. Such a research could look 

into what effects these concepts have on the internal culture, identity, and 

image of a company.  

 

 The results of these findings are not enough to support a generalization 

outside the music festival industry. This as the thesis is of a multi-case 

study with few festivals. Another problem regarding the generalization of 

these findings is that the data is of a qualitative nature, which is highly 

individual and is thereby not suitable for generalizations. If one would 

want verify this investigation and these findings we would recommend 

doing a quantitative study, to strengthen the results found in this research.  

!
 Other ideas of how to expand these findings could either be to replicate or 

expand the research in order to see if it is true for other forms of events or 

industries.  

 

 The use of multi-segmentation is in our opinion well founded in these 

findings. Even though the festivals used several types of segmentations 

they all had the same effect as the multi-segmentation, to better understand 

the target group. In these cases this worked so well that the concept of a 

target group identity arose from it. Hence we recommend doing more 
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research in this area in order to verify the existence of the multi-

segmentation even further.   

 

 Although the most interesting finding in this research is definitely the use 

of a target group identity. This concept is something we find very 

interesting and worth continue exploring. A recommendation for further 

study is therefore to see if it is possible to prove the existence of this 

concept from the customers’ perspective as well. Hence expanding this 

area of research into consumer behaviour is a good fit for further research.   

 

 Another limitation of this thesis is that the possible effects that may come 

from the use of a target group identity are only discussed, but not proven. 

This report is written with a case study approach where the focus has been 

on the companies, not the customers. Hence we see an interesting 

possibility to expand the research on the effects of the use of target group 

identity on the customers. 

!  
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Appendix 1 – Emmabodafestivalen interview  
!!

Emmabodafestivalen is held in a small Swedish community called Emmaboda, and it 

turns 25 years in making this year. The managerial staff of the festival has been the 

same over all those years, with some additions. The festival niches itself towards 

electronical-music, though; this niche has been in constant change ever since the 

festival started. The heart of the festival has according to the External!relationship!
manager; Magnus Karlsson always been the party itself. Last year the festival broke 

its record of number of visiting guests, the new record is 11 000 paying visitors. The 

number of guests has steadily been growing from around 5000 paying visitors four 

years ago. In 2011 the festival had a record-breaking year, not only by the number of 

guests attending, but also financially. The turnover of the festival was estimated 

around 12 million SEK, with around 14 percent profit.  

 

Market segmentation 

When Emmabodafestivalen talks about market segmentation there are one aspect that 

are more important than any other, the party itself. The managers points out that the 

biggest headliner every year is the festival itself. The musical artists are only there to 

spice the party according to booking!manager!Håkan Karlsson. Though, to get the 

guests they want, the artists help segmenting the population. !
The target group of Emmabodafestivalen is segmented trough the choice of music as 

well as the choices of artists. They do know what kind of people to look for, and tries 

to capture these people trough the choice of artists. Though, since the party is in the 

main focus of the festival, the target group changes from different niches in different 

years this becomes a result of what music and niche that are popular in that year. 

Some years one particular niche is very popular, and therefore the festival puts 

emphasis on that particular niche and consequently the target group never stays the 

same.  

The managers do know that the visitors are usually between 16 and 24 years old, with 

some constant outliers due to regular visitors and in some matter choice of artists. As 

the age of the guests are known, the managers try to book artists that have fans in that 

particular age. In order to please the regular visitors that has been with the festival for 
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many years, and therefore are older or niched otherwise, the managers always books 

artists that may fit these also. 

According to the external! relationship! manager the festival does not utilize the 

geographical variable at all, since the information is accessed through Internet. He 

argues that anyone, anywhere could get the information needed about 

Emmabodafestivalen, therefore there is no need to break up the market into 

geographical segments. Though, the managers keep track of where their visitors come 

from, but they do not feel the need to focus any extra energy on these areas.  

As explained above Emmabodafestivalens main focus is the party itself. But as 

explained by the booking!manager the main focus has shifted a bit from just the 

party, towards the party with emphasis on electronical music. Though, this niche has a 

whole lot of sub-genres that are in constant change. This makes it hard to lock on one 

specific target group, since the popularity between these sub-genres keeps shifting. As 

the main focus is the party, the festival has to be able to adapt to what is popular at the 

moment. The external relationship manager! explains that he target group therefore 

changes between different years, this have lead to a lot of different sub-cultures 

within the visitors over the years. When they started over twenty years ago they had a 

lot of indie-kids. But a couple of years ago majority of the guests became hipsters 

instead. The booking manager! illustrates one of the problems that 

Emmabodafestivalen faces every year. In order to stay focused on what is their main 

focus, the party, they also need to keep track of what niche is most popular at the 

moment thereby finding an identity within the target group is impossible.  

 

Corporate identity 

The organization behind Emmabodafestivalen is called Vinterbadarna. They are an 

independent association that works for the rights to free and independent music. This 

is the objectives of the organization, and has been for as long as the organization has 

existed. The managers have chosen not to change the objective since it gives them a 

good and clear motivation of why they are doing the festival. Though, any laid out 

plans for the future does not exist as of right now.  

The external relationship manager describes the personality of Vinterbadarna as a bit 

controversial. They do as they want, and do not really care about how others might 

perceive it. Booking manager explains that there is always a right solution for matters, 
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and then there is the Emmaboda-way of solving the matter. They have implemented a 

do-it-yourself mentality within the organization, which they believe that our 

customers can appreciate. 

The corporate identity is according to the booking manager a very big part of the 

brand of Emmabodafesivalen. He means that since the organization Vinterbadarna 

represents a provocative almost anarchist entity within the Swedish festival market, 

the festival itself has come to represent the same. This is something that the managers 

are very adamant about. The festival should be a representation of the do-it-yourself 

mentality that exists in the organization. This is realized on the festival through the 

absence of the rules on the festival. There are very few rules of what not do, because 

the managers do now want rules to spoil the fun.  

The anarchist-label that has come to stick with the festival according to the external 

relationship manager comes as a direct result of the visitors. As the visitors show the 

same mentality of anarchy and fondness of not having any rules.  

!
Corporate image 

Since the identity of the organization and the brand is anarchy, the manager actually 

does not care very much about the corporate image. Their guests may have any image 

of the festival, and it does not bother the managers. They mean that the image of the 

festival with the customers does not matter, since their guests do not really care, they 

are a reflection of what the corporate identity says, and booking manager ads that  

The best way to create a good image of the festival is to do a great festival the year 

before, which sticks with the customers  

As a result of the provocative anarchist-label that the festival strives for, the best 

promotion according is to let the visitors do almost anything, and in such way create 

the liberal mood that the managers wants. 
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Appendix 2 – Sweden Rock festival interview  
!

Presentation of the festival  

Sweden Rock Festival is a music festival held a couple of miles outside a small 

Swedish town called Sölvesborg each year. The festival is this year 21 years in the 

running, although, during the first ten years the managerial team was different than 

the current. The organization behind the festival is called Sweden Rock AB, and the 

festival is only one part of the organizations portfolio. They also run Sweden Rock 

Magazine and Sweden Rock Cruise, which are held once a year. Sweden Rock 

Festival is at the time of writing the largest rock-music festival in Sweden, it lasts for 

four consecutive days, with over 33 000 visitors each day. In fact, the festival is one 

of the biggest festivals in Sweden each year, both in terms of profit and number of 

visitors. The festival has niched itself towards rock music, with a focus on classical 

rock. 

 

Market segmentation 

The marketing manager at Sweden Rock, Mark Frostenäs means that the festival is 

very aware of which people they want. The festival tickets are expensive, and it is a 

conscious choice from the managers behind the festival. Since the focus lies on 

classical rock music, the ages of the visitors is older. According to the marketing 

manager the festival reaches for a more mature audience 30 years old and above. Of 

course younger people are still welcome, but because of the ticket price many 

younger people does not have the economy to attend the festival. Each year the 

festival conducts surveys of the visitors thoughts around the festival, together with 

their own ticket-booking system, the managerial team has got a good picture of their 

visitors, as explained by the marketing manager When they target new customers, 

there should to be around 30 years old. Because then they might have a good stable 

economy, and are willing to pay that little extra in order to get a great experience. 

Because of this they never target students, because their economy does not allow the 

expenses that Sweden Rock brings. The marketing manager also emphasizes that they 

get the younger visitors in many cases because they go with their parents. Sweden 

Rock Festival has very many families that visit the festival together. Because of the 
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wide range within rock music, there is often something for each generation. For many 

years now Sweden Rock has had three generations of visitors at the same time, this is 

something unique according to Mark.  

When talking about geographical segmentation there are two stages in marketing. 

When they release the tickets in October the year before the festival is held, until 

about March the same year, the marketing is universal. There is no geographical area 

that is more interesting or important than others. But as the time goes on, and the 

festival is about to be held, the living arrangement starts to run out. At this time the 

marketing of the festival starts to focus more to the southern parts of Sweden, where 

people live nearby the festival, or is able to go home between the different festival 

days.  

Because the managers has a clear picture of what customers they want, and which 

customers they get, the choice of music comes as a natural effect of that. The 

marketing manager means that the bands or artists that are booked are not a part of the 

segmentation process, at least not directly. Instead they are chosen to fit with the 

preferred audience. Another side effect of having such a wide range of ages is their 

audience is that it is impossible to identify any deeper values and beliefs of their 

audience, since they come from different generations. Hence the choice of music 

should also differ between the different generations. The marketing manager explains 

that the great thing about rock music is that the younger generation is able to enjoy 

classical rock even as much as their older generations, and thereby the segmentation 

through music is inadequate. 

 

Corporate identity 

The first ten years of the festival, the managers that ran the organization was not 

doing a great job according to the marketing manager. They did not know much about 

running a company, and therefore the festival had a hard time. But then came the 

change in managers, and suddenly the festival began showing profit, and growing 

numbers of visitors, until it became one of Sweden’s biggest festivals. The change of 

managers meant that the organization behind the festival, Sweden Rock AB, began to 

be more of a corporation rather than an association for rock fans. Today, eleven years 

later, the organization is run like a company, with goals and visions for the future, as 

explained by the marketing manager the mission statement is: not to be the biggest 
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Swedish music festival, but the best Swedish music festivals. By best we meant that 

when our guest leaves the festival they should feel satisfied with their visit and be 

willing to buy tickets for next year as soon as the get home. In order to be able to 

fulfill this mission, different objectives are put forward in order to better the different 

aspects of the festival. Each year several improvements are done in order to make the 

visiting guests experience as pleasant ass possible.  

The managers concentrate the festival to be the luxurious alternative when it comes to 

music festivals in Sweden. For example, each year they improve the number of water 

toilets on the festival site, no other festivals in Sweden has this kind of standards. This 

is why they can take a higher price and be one of the biggest festivals in Sweden. It is 

not all about the bands. The marketing manager explains that they could book Iron 

Maiden, Metallica and Kiss. But where do they go from there? Every year after that 

will seem as deterioration compared to that one golden year. When it comes to an 

outspoken corporate identity there is none according to Mark. Sweden Rock AB is not 

that kind of organization that thinks in those terms, instead they work as a real 

company, purposive towards a greater festival each year. The same could be said for 

the company culture, which stays at the company and is not communicated towards 

external parts.  

Though, when discussing further with the marketing manager he explains that the 

brand, Sweden Rock, should be synonymously with a quality experience. This is 

something that is being communicated throughout the whole company portfolio. This 

is in line with the mission statement that aims to be the best. Whether one reads the 

Sweden Rock Magazine, or attending the Sweden Rock festival/cruise the customer 

should always feel satisfied.    

 

Corporate Image 

Sweden Rock AB works very hard according to the marketing manager in order to get 

the right image on all their products. He explains that they want Sweden Rock to be 

almost a lifestyle choice for the customers. Over the course of the year Sweden Rock 

Magazine entertains many people, it is the biggest rock magazine in Sweden. Also the 

cruise and festival is meant to be seen as two parts of a whole. Where the cruise is 

held in one time of the year, the festival is held at another time. By combining these 
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three parts Sweden Rock AB hopes that the image that sticks with the customers is a 

good one.  

In the case with Sweden Rock Festival the biggest focus is to achieve a great festival, 

in order to make customers want to come back. Each year the festival sells almost 15 

percent of its tickets even before the first band or artist is even presented. And it is 

just that effect that the managers want to achieve by being the best Swedish music 

festivals. The guests are supposed to turn up because of the festival itself, and the 

music is there to heighten the experience. The marketing manager closes the interview   

the mission statement is to be the best music festival in Sweden, that has become the 

image with the customers. The organization spend very little money on marketing, but 

more money on heighten the experience every year, and in the end the existing, 

satisfied customers is the best form of marketing. 

! !
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Appendix 3 - Hultsfreed Hayride interview 

Presentation of the festival 

This year the festival Hultsfreed Hayride has its ten-year anniversary. The festival 

was created by Nisse Johansson as a hobby project, but has since evolved into a full-

blown music festival. Primarily Nisse, and his wife Malin run the festival. Though, 

they have some help by Gosia Stechman and a few other people to be able to do the 

festival each year. Gosia has been a part of the organization since 2008, and today she 

acts at assistant within the organization. The festival had around 1000 visitors last 

year, and according to Gosia the numbers has been about the same over the last 

couple of years.   

The primary niche for Hayride is classical rock and roll, often called rockabilly. 

Though, the music niche also incorporates surf related music as well as country 

music.   

 

Market segmentation 

When talking about market segmentation Assistant to manager Gosia Stechman 

means that the festival has a very specific target group that the festival is aimed at. 

The rockabilly culture within Sweden is according to her a quite small group of 

people, which makes out the target group.  

The market is thereby already segmented according the assistant to manager, since the 

festival aims at rockabilly-fans the market communication is directed towards them. 

Although, individuals that is not a part of that specific culture is also targeted, but not 

in the same direct way, as explained bye the assistant to manager they do some 

marketing efforts towards the local population in Hultsfred, though local papers 

amongst others. By doing so they believe that they get non-rockabilly people that just 

happens to read the paper, but the big effort is to find and get the people within the 

rockabilly-culture. 

The age variable within market segmentation is completely irrelevant since the culture 

is populated by individuals of all ages. Thereby there is no age that is more prominent 

than others when trying to look at the visitors of the festival. But because the music is 

played on a local pub in Hultsfred, the age restriction is 18 years old or above. But the 
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festival itself has no age restriction, and is visited by people of many ages. This leads 

to that the do not try to communicate with people of certain ages because they might 

be within the range of ages that comes to the festival. Instead they communicate with 

people that make up the rockabilly culture. 

But when talking about geographical segmentation it seems to matter more. Primarily 

the festival is aimed at people within this subculture, and because the small size of the 

total population of that culture, the festival has been successful in finding out where to 

find these people. There are not very many venues, clubs, or shops for people that 

appreciate this lifestyle and culture, thereby Hayride know where to find the right 

people. Stockholm and Malmo is two of the most popular areas for people who likes 

this culture, thereby these places is important grounds for Hayride to gain new 

visitors.  

But as discussed above, the local market also makes up a part of the festival. Hence 

some effort is done in order to gain the local population to visit the festival. Most of 

the non-rockabilly oriented marketing is done towards the local population. Assistant 

to manager also points out that with the advent of social media, the festival has been 

able to reach a both a much wider audience that would not have known the festival 

and go deeper within subcultures of the rockabilly culture to find even more potential 

visitors.  

When talking about the rockabilly culture that surrounds this festival, the assistant to 

manager explains that the culture in Sweden is quite small. In fact, in this culture, 

many of the people know each other on a personal level. It is more like a big group of 

friends that is bound together with their love for the culture. When asked if there is 

any specific values that resonates with this culture assistant to manager explains that 

the culture takes time to be a part of, because within the culture there is a will to be as 

traditional and faithful to the culture as possible. Some hairstyles are more accepted 

than others, some clothes, and some music are definitely more accepted than others. 

This willingness to be as traditional as possible is quite remarkable since it 

romanticizes something that was not a part of Swedish culture. Instead the culture is 

looking at the classical 50’s and 60’s from America, and base itself on that. 
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Corporate identity 

The corporate identity within the organization does not exist according to both the 

manager and the assistant to manager. Rather than a strategic tool, the corporate 

identity revolves around the manager and his work. The assistant to manager explains 

further that the manager Nisse Johansson is the soul of the company, without him the 

festival would not survive. It exists only because he has the motivation and interest to 

run it year after year. The manager has a very high standard of moral, and wants it in 

the festival as well. Hence the identity of the festival becomes whatever identity the 

manager has. The manager confirms this and adds that he makes the festival as 

something that he would want to attend himself.  He pours his own identity into the 

organization and the festival because he is a part of the culture, and know what they 

want. The assistant to manager explains that manager attention for planning, and fine-

tuning the different aspects of the festival has become somewhat of a company 

identity. The quality criteria that the managerial team has adapted from the manager 

have become a vital part of the festival. By focusing on the quality of the festival, the 

rather small managerial team is able to do a festival that has become synonymous 

with good quality and satisfied customers as well as artists. 

The personality of the organization is also widely influenced by the manager. Not as a 

individual, but as a part of the rockabilly culture that manager is a part of. In fact, 

every person in the managerial team is a part of this culture, and want people to know 

that they are doing a festival that they themselves would be attending as a part if this 

culture.  

The brand Hultsfreed Hayride should therefore symbolize these inherited personality, 

and identity traits from. He is the festival in walking and talking form as he represents 

everything that the festival symbolizes. But this goes the other way around also; the 

festival is a direct symbol of its creator. This makes the brand very important for the 

festival in order to find customers within the culture. As explained above, the 

rockabilly culture is a quite small group, where many people already know each other. 

If they know the manager, they also know what the festival is about. The link between 

the identity of the organization and the customers identities is very clear according to 

the assistant to manager and also all the people within the organization is a part of the 

culture that they aim at, they know what the culture wants in order to feel fulfilled.  
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Corporate image 

The amount of work that goes in to improve the image of the festival stretches around 

the year. The organization holds several events during different periods around the 

year in order to be able to meet others from the rockabilly culture. During these 

events, as well as on facebook and other social media, the managerial team works to 

find out how to improve the festival for the next year. The assistant to manager 

 explains it this way the best way to improve the image of the festival is to make a 

great festival the year before, and then improve on that concept. The manager adds 

that because they themselves are a part of the culture, they know where to find their 

audience and ask them for their opinions. This is one of the reasons that the festival 

does not do surveys about the guests’ thoughts, because they will find out soon 

enough anyway, on another event.  

The rockabilly culture could be divided into several subcultures where there are 

different areas of interest. Some of these subgroups are very interested in the musical 

aspects of the culture, whereas others is more interested in the clothes in this time 

period, and another group is more interested in the cars of the culture. Even though 

there are several subcultures they seem to unite and come back each year, as a result 

of the good image they have of the festival and its creator.!

! !
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Appendix 4 - Öland Roots interview  

Presentation of the festival 

The festival Öland Roots started in 2004 by five friends who where frustrated over the 

lack of activities for teenagers on the island. This is a known issue on the island that 

the young people move away. So the creators decided to make something happen for 

these teenagers. Thereby they started the first Öland Roots. At the start they had 

around 300 visitors, and a turnover of 300 000 SEK. Today, eight years later the 

festival has reached its limit in terms of visitors, due to the space. As of now the 

festival has around 3000 paying visitors and a turnover around three million SEK.  

Over these years people has been added to the managerial team, and the organization 

behind the festival has grown from its original five members to seventeen members as 

of today. The music on Öland Roots is niched towards reggae music and its various 

subgenres.  

 

Market segmentation 

The market segmentation process of Öland Roots is not a strategic tool according to 

the financial manager Johan Grussel. Instead it comes as a natural effect from the type 

of music that is being played at the festival. Though, the managerial team has never 

given it any deeper meaning than finding people who like reggae music. The festival 

grew so rapidly that the organizational team did not have time to adapt to the new 

crowd. But this may come to change once the organization has had time to recover 

from the rapid expansion of the festival. One of the most important assets of Öland 

Roots is the festival area according to the financial manager he believe that many of 

their visitors comes to the festival in order to get to experience Öland at its finest. 

They have a very cozy festival area with a camping area together with a beach; this is 

an experience in itself. This is just as important as the artists that they book for the 

festival itself.  

The financial manager explains that the marketing budget of the festival is very 

limited, but that does not seem to matter since the festival has been sold out the last 

four years. This is something that contributes to the slogan, as well as the vision of the 

festival, to be the coziest Swedish music festival.  
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When talking about the age variable of the market segmentation it does not seem to 

matter to much. The managerial team knows that the majority of the visitors is 

somewhere between 20 and 25 year old, but they are actively working in order to gain 

new visitors of any ages. The last couple of years the festival has given people over 

60 years free entry to the festival. The festival is also trying to gain families, and has 

therefore started a family camping with noise restrictions in order to get a good mood. 

This is all steps in order to achieve the vision of being the coziest festival in Sweden. 

According to the financial manager the wider range of ages makes sure that the mood 

of the festival is good.  

As the festival is made for a category of people who likes a certain kind of music, the 

financial manager does not believe that the geographical area is of any interest to 

them when they are segmenting their market. A person who likes reggae does not 

have very many festivals to attend nowadays. With Uppsala Reggae-festival closing 

down last year, this leaves Öland Roots as one of very few events for reggae-fans to 

attend during a year. The visitors that come to the festival is from all around Sweden, 

with some foreign contribution. Hence the need to break down the market into 

geographical areas is of no interest.  

The music as a segmentation tool is not that big of a deal. The financial manager 

believes that the people who show up at the festival would have shown up anyway 

whichever bands would be booked. It is all about the coziness of the festival rather 

than the bands that shows up. Even though the reggae culture is intimately associated 

with the music, the people who attend Öland Roots just want to have a good time and 

meet new people in a good environment.  

When talking about its audience the financial manager emphasis their cultures 

inherited values they have found out that our audience is very aware of certain things. 

For example, many who attend the festival are very concerned about the environment. 

This is why Öland Roots takes a stand for the environment and disposes our garbage 

in an environmentally friendly way. The last couple of years we have also been a full 

on vegetarian festival, because it is important to the festival. The choice of going 

vegetarian is not something that the customers asked for, this was a decision from the 

managers of the festival. Although, this is something that has been appreciated by the 

customers.  
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The concern of being environmentally friendly stretches beyond the disposal of 

garbage. As all the merchandise is done with ecological footprints in mind.  

 

Corporate identity 

The corporate identity of Öland Roots has according to the financial manager come as 

a natural effect of the choice of music. Since the reggae culture in Sweden is not that 

mainstream, the identity of those who listen to this kind of music could be seen as 

somewhat underground. Also as an effect of being a part of that specific culture the 

identity of the organization could be said to be environmentally aware.  

The visions and goals for the organization is as described above to make the coziest 

festival in Sweden. Also the members of the managerial team want to ensure that the 

festival does not die.   

The festival and the organization is building around a nonprofit workforce, so in order 

to be able to make the festival come back each year it takes a lot of individuals who 

are willing to work nonprofit and this is something that is important for the future. As 

there are so many people involved in a festival there are no financial room to pay 

everyone involved, hence letting the festival be a nonprofit organization is the only 

way to go.  

The vision of being the coziest festival in Sweden is something that is a cornerstone 

for the festival. This vision is being updated year after year with new objectives in 

order to raise the standard of coziness. The financial manager gives some examples of 

how they raise that standard. For example, the camping is within a pine tree forest, so 

we decided to hang up lights in many of the trees. And on the beach that are next to 

the camping we play music by dj’s and people are there and partying the whole 

nights, even the artists who attended the festival on the day comes down to the beach 

an hang out with the visitors. This identity of being environmentally aware is 

something that Öland Roots is conveying to its audience. Because the organization 

behind the festival pushes for it, and partly because it is a topic that resonates very 

well with its target audience. Even though the managerial team has identified some 

things that set the tone within the organization there are no specific company culture. 

The people that work within the organization is very different from each other, and as 
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a result Johan have a hard time to find any culture that are more prominent than 

others.  

Another important area for the managerial team in the organization to convey is the 

fellowship that comes with the coziness of the festival. The festival is quite small with 

a lot of returning guests, but new guests as well should be able to understand the 

community that comes from being a part of this coziness. This feeling of belonging is 

what makes it the coziest festival in Sweden according to financial manager. This is 

also something that helps building the relationship with the customers. Together with 

the limited marketing, the best way of building a relationship with the customers is to 

make a great festival that the customers like. 

 

Corporate image 

Öland Roots is very concerned about its image, the steps towards being 

environmentally friendly, and a vegetarian festival, were not something that the 

customers asked for. But when it was introduced it resonated with the audience 

because of the culture.  

The organization works in close collaboration with governmental agencies in order to 

keep the festival a calm and cozy place. This is something that is very important to the 

managers behind the festival. In order to gain the level of coziness that is strived for, 

the festival should be a calm place. This is also something that the managerial team is 

very keen to stress. In order to get the wider range of guests, weather it is a senior 

over 60 or a family with children, it is important for the festival to be able to show 

that it is a calm and cozy place to experience. When talking about the majority of the 

festivals customers, the managers have been able to find some trends in the culture 

and some of its subcultures. As explained by the financial manager The Swedish 

reggae culture is in his opinion more aware of certain things. He would like to draw 

parallels with the Swedish punk culture and progressive culture from the 70’s and 

80’s. The reggae culture has a lot of inherited values from these cultures. Solidarity 

and respect amongst others. In fact, the festival does have some punkers here each 

year. On the other hand the root reggae culture does not care about these sometimes 

political values. Instead this culture is more concerned about the love and respect 

amongst each other. 
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Overall the environmental awareness and the vegetarian food choices have had a good 

impact with the customers and their image of the festival has improved, and the same 

people come back each year.
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Appendix 6 – Connections between empirical patterns and theory  

Market segmentation 
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Corporate Image 
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Linnaeus University – a firm focus on quality and 
competence 
 
On!1!January!2010!Växjö!University!and!the!University!of!Kalmar!merged!to!form!Linnaeus!

University.!This!!

new!university!is!the!product!of!a!will!to!improve!the!quality,!enhance!the!appeal!and!boost!the!

development!potential!of!teaching!and!research,!at!the!same!time!as!it!plays!a!prominent!role!in!

working!closely!together!with!local!society.!Linnaeus!University!offers!an!attractive!knowledge!

environment!characterised!by!high!quality!and!!

a!competitive!portfolio!of!skills.!

 
Linnaeus!University!is!a!modern,!international!university!with!the!emphasis!on!the!desire!for!

knowledge,!creative!thinking!and!practical!innovations.!For!us,!the!focus!is!on!proximity!to!our!

students,!but!also!on!the!world!around!us!and!the!future!ahead.!
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