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Abstract 

  

Cities throughout Europe, including Växjö, a college city in the south of Sweden, have been 

developing and managing their city brands actively to attract young talents and students. Växjö has 

been a destination for students from Sweden and all over the world to study in Linnaeus University 

(LNU). However, the city, and according to its managers, has not been able to keep students in it after 

completing their studies. There are many previous studies that focus on destination and place 

marketing in general, however, only a few highlight the topic of city brands and branding. 

  

This research has been conducted in order to explore the factors that can contribute to Linnaeus 

University students’ (customers) satisfaction with the city of Växjö, and examine the relationship 

between Customer satisfaction and Customer retention and Intention to switch in relative to Växjö. 

Qualitative and quantitative methods have been used. The primary data for this research has been 

collected through an online questionnaire survey from 84 LNU students who fitted the target sample 

criteria, and 6 semi-structured interviews. The findings of this research suggest that majority of the 

students are satisfied with Växjö as they take their current situation as students into consideration, 

however, they have shown a low rate of city retention, and a high rate of intention to switch to another 

place in future. The results are limited to the city of Växjö.  
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1.   Introduction 

The purpose of this chapter is to give a general overview of city brands and branding by an initiation 

of the problem discussion and research questions, purpose and delimitations and report structure of 

this research. 

1.1 Background 

  

Branding is a method that is used in general to develop and operate an organization’s reputation. It 

consists of building, planning and communicating the brand’s name and identity (Anholt, 2007). 

Brands have always been the key anchors of marketing activities (Kotler and Keller, 2012). 

Nowadays brands are not only used regarding products and services but also for destinations and 

places (Dinnie, 2011; Rekettye and Pozsgai, 2015). Although marketing of places has been practiced 

since the 19th century, it used to be narrowed to place promotion, and not the implementation of 

marketing as a holistic concept (Ward, 1998). According to Ashworth and Voogd (1994), the 

introduction of place branding has paved the way to transferring marketing knowledge from its initial 

field of industrial goods and services to places. Place branding is referred to as the operation of place 

image through strategic innovation and coordinated financial, economic, social, cultural, and 

government policy (Anholt, 2007). 

City branding is the part of place branding that refers to single cities instead of entire countries or 

regions (Raubo, 2010). It is about building up a unifying, comprehensive and updated narrative of the 

city (Rivas, 2015). City branding is perceived as the means for both achieving community 

development, strengthening local identity and association of the residents with their city and all social 

forces to avoid social exclusion and unrest, and also for obtaining a competitive advantage to increase 

inward investment and tourism (Kavaratzis, 2004). 

During the last decades, numerous cities have started to develop and manage their city brands actively 

(Balencourt and Zafra, 2012). Globalization has intensified the competition between cities, making 

differentiation of city brands more valuable (Kotler, 1999; Anttiroiko, 2015; Dinnie, 2011). 

Therefore, cities have been trying to find new methods and strategies for development of their brands 

(Sobczak and Raszkowski, 2013). Besides, even small villages and locations are being turned into 

bigger destinations with successful marketing and branding efforts (Järvisalo, 2012). As a result of 

that, city branding has become a current and relevant topic (Järvisalo, 2012). 

The role of city branding is highly important for the development of cities, as it contributes to the 

economic development (Medić et al., 2010). Also, it helps to build a positive image of the city and it 
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allows different stakeholder groups, such as residents, tourists, visitors, employees, talents and 

investors to communicate and to connect to the overall city in various ways. It enables them to stay 

with satisfaction and avoids their moving away (Ashworth and Kavaratzis, 2009; Merrilees et al., 

2012; Raubo, 2010; Paolo and Ilaria, 2010). Additionally, groups such as young talents and students 

are seen as important stakeholders in the process of city branding, both due to their contribution to 

the labor market and influence on people’s attitudes towards the city (Helgesen et al., 2013). 

This research is based on the study of the city of Växjö. It is a green, vibrant city, which situated at 

the heart of Kronoberg, Sweden. A population of approximately 80 000 people makes it the biggest 

city in Kronoberg (Vaxjotourist, 2016). The main focus of the city managers is to promote the 

greenery of the city through its slogan “The greenest city in Europe” (Vaxjotourist, 2016). Slogans 

are considered one of the used tools in city branding; however, many people still do not acknowledge 

them as results of successful promotional campaigns (Järvisalo, 2012). 

The city of Växjö is also known for one of the largest universities in Sweden - (with around 31,000 

students) - Linnaeus University (LNU). Each year the LNU attracts about 1,600 international students 

that also opens huge opportunities for international and economic development of the city. According 

to that, Växjö may be referred to as a college city since students represent one of the largest 

communities in the city, therefore the future of the city is closely related to students (Study in Sweden, 

2016). 

Moreover, Växjö has recently been appointed as a regional export center that will also benefit local 

business concerning internationalization (Växjö, 2016). However, at the same time according to 

Karlsson (2016) - the development manager in Växjö municipality - the majority of LNU students 

tend to leave the city after completing their studies.  

During the last years, Växjö started to offer a number of opportunities for students, which varies from 

the internships and training programs in local companies to the supporting programs of young 

entrepreneurs from such organizations as Videum Science Park and Drivhuset (Drivhuset, 2016; 

Karlsson, 2016; Videum Science Park, 2016). However, those efforts have not improved the students’ 

motivation to stay in the city (Karlsson, 2016; Nilsson and Svärd, 2013).  
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1.2 Problem Discussion  

Managers of cities usually assume that brands are entirely manageable and controllable 

communication tools. However, a brand is a multi-faceted subject, as it is a chain of associations in 

the minds of customers. A city’s brand is built based on the perception of different stakeholder target 

groups, such as students, or so-called future talents (Keller, 1993). Those groups are referred to as 

customers in the context of marketing (Insch and Florek, 2008). According to Zenker et al. (2010), 

the main focus for cities should include the perception of all their different stakeholder target groups 

including students. 

Young people and students are attracted to a certain destination for many different reasons, such as 

knowledge and awareness, personal recommendations, cost issues, environment, geographic 

proximity and social links (Mazzarol and Soutar, 2002). On the other hand, according to Usher et al. 

(2014) the top priorities for students when finding a city of residence are health care services, access 

to good jobs and a low crime rate. Students tend to have relatively clear life plans; all they need is a 

bit of convincing on where to make their plans become a reality. They in most cases plan on taking 

larger life responsibilities such as purchasing real estate or having children within the first several 

years after they graduate.  

Plenty of bright academics, ambitious entrepreneurs, and visionary scientists move to new cities for 

a variety of reasons including the search of better educational and professional opportunities. They 

always consider the advantages and disadvantages that have an impact on their satisfaction with a 

place and influence their decision of staying or moving. Therefore, cities can attract new graduate 

talents generally by promoting themselves as places of opportunities (Usher et al., 2014). However, 

only a few European cities appeared to be successful in attracting talents, while most still have the 

problem of students migrating to other places. As a result, nowadays the economy of some European 

cities is facing the growing shortage of young skilled workers (Campanella, 2015). 

Many European countries and chiefly Sweden see students as a valuable asset (EMN Sweden, 2012). 

They are thought to be significant contributors to the international exchange of languages, skills, 

knowledge and cultural experiences, and to the economy by way of living costs during their period 

of study (Government Bill, 2009/10:65, p. 16). Furthermore, with the growing shortage of skills, the 

government of Sweden views students as an essential resource for the future need of highly qualified 

labor (EMN Sweden, 2012). Students from different backgrounds provide opportunities for long-term 

relations between Sweden and other countries and create positive attitudes and good ties that are 

necessary for trade and investments (EMN Sweden, 2012). 
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The President of KTH Royal Institute of Technology; Peter Gudmundson, has acknowledged the 

important role that foreign graduates have played in the Swedish industrial development and 

described them as ambassadors for the country (The Local, 2014). Despite that, out of 76 percent of 

students (almost four in five), who wants to stay in Sweden and work after graduation, only a mere 

17 percent succeed, according to a report from Boston Consulting Group (The Local, 2014). "With 

an ageing population and growing skills shortages, particularly in healthcare and IT, Sweden is in 

need for more high-skilled people to come to work in the country to maintain and preserve Swedish 

welfare", said Tobias Krantz; the minister for higher education at the time and now head of education 

at the Confederation of Swedish Enterprise (The Local, 2014). 

Speaking about the theoretical part of the topic of city branding, most of the previous studies that 

have been published focus on destination and place marketing in general but relatively small amount 

of them are about city brands and branding. Thus, there is a need to further study the subject of city 

brands and successful city branding (Järvisalo, 2012; Moilanen, 2015). Moreover, there are many 

quantitative and qualitative studies that talk about the factors that influence people's decision to stay 

in a particular place in general (Wintle, 1992; Mazzarol and Soutar, 2002; Chien-Juh, 2014). 

Nevertheless, a few focus on the factors that influence students in particular (Helgesen et al., 2013). 

Balencourt and Zafra (2012) in their research about building a brand for the city of Umeå used 

quantitative method, however they argued that qualitative studies could add more in-depth 

information and may offer more opportunities to observe and understand the topic of city branding. 

Another study by Moilanen (2015) about city branding uses qualitative method, but it recommended 

applying both qualitative and quantitative methods for future research, as they can add value to the 

already existing knowledge of city branding.  

As a result of all mentioned above, the corresponding research questions are thus as follows: 

Research Questions 

1.  What are the main factors that can influence students’ overall satisfaction with a city? 

2.  How does overall city satisfaction influence students’ retention of the city that they study in? 

3. How does overall city satisfaction influence students’ intention to switch with the city that they 

study in? 
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1.3 Purpose and delimitations 

The purpose of this research is to explore the factors that could influence students’ satisfaction with 

a city and to investigate how it influences their decision to stay or leave a city after completing their 

studies.  

This research is limited to the city of Växjö and the students of Linnaeus University. Also, the factors 

that influence the satisfaction of students with the city were narrowed down to the three main ones in 

regard to Växjö from the student’ point of view and based on their interview responses.  

1.4 Report structure 

While Chapter 1 encompassed a general introduction into the field of city brands and branding, a 

description of an existing research gap and a corresponding research questions as well as the purpose 

and delimitations of this study, Chapter 2 comprises an extensive literature review reflecting what 

has been studied previously. Chapter 3 consists of the conceptual framework including the conceptual 

model that will be of significance in this paper, hypotheses developed based on prior studies and 

findings. Chapter 4 expounds the methodology applied and discloses additional information regarding 

the selected research approach design, data sources, population and sample, data collection method, 

data collection instrument, data analysis method and quality criteria. Chapter 5 presents the 

summarized results of the collected data and their analysis. Chapter 6 displays a discussion of the 

findings with comparison to the existing literature. Chapter 7 highlights the drawn conclusions and 

contributions. Finally, Chapter 8 introduces the research limitations, implications as well as further 

research suggestions. 
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2. Literature Review 

In this part of the study authors identify the dependent and independent variables, which will be used 

in the conceptual framework. 

2.1 Customer overall satisfaction with a city 

According to Oliver (1997) satisfaction is "the consumer's fulfillment response; it is a judgment that 

a product or service feature, or the product or service itself, provided (or is providing) a pleasurable 

level of consumption-related fulfillment, including levels of under-or over-fulfillment” (p. 8). The 

level of satisfaction is affected by the evaluation of the customers’ expectations from a product or 

service and the actual benefits received from them (Churchill et al., 1982). Satisfaction is also defined 

as “a person’s feelings of pleasure or disappointment that results from comparing a product’s 

perceived performance or outcome with their expectations” (Kotler & Keller, 2009, p. 789). 

Satisfaction can be applied to cities and it is called place satisfaction (Raubo, 2010). Furthermore, 

Stedman (2002) defines place satisfaction as a multidimensional summary judgment of the perceived 

quality of a setting, meeting an individual’s needs for the physical characteristics of a place, its 

services, and social dimensions. Place satisfaction is perceived as a key to the success of nature-based 

attractions in today’s competitive market (Ramkissoon et al., 2013; Tonge et al., 2011). Additionally, 

there are many place-related attributes that reflect visitors’ satisfaction. Among those are cleanliness 

and hygiene, affordability, easy to access, security, sports activities and practice, peace and quiet, 

contact with nature, and nightlife (Marin and Taberner, 2007). 

2.1.1 Factors that influence customer overall satisfaction with a city 

Some previous studies have highlighted different determinant factors of customers’ overall 

satisfaction with a city. Those factors vary from one city to another. Satisfaction with specific city 

attributes is strongly correlated with overall city satisfaction (Permentier et al., 2011).  

Ryan et al. (2011) explored the influence of satisfaction with job and business opportunities and 

educational services on the city satisfaction. The selection of the university major affects people’s 

lives as it has an impact on the future employment opportunities and job satisfaction (Roach et al., 

2011; Sedaghatnia et al., 2013). In addition, graduates perceive business opportunities as alternatives 

in which both starting salary and career earnings will be high (Simon, 1977).  

Also, being satisfied with a place while studying depends on other factors such as accommodation 

satisfaction (Sedaghatnia et al., 2013) Satisfaction with accommodation may affect the overall city 

satisfaction (Sedaghatnia et al., 2013). An accommodation while in university is more than simply 

somewhere to reside. They are intensely dynamic places, more than family homes as they contain 

multiple, disconnected identities (Holton, 2016). Therefore, being satisfied with the accommodation 
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is very important and adds positivity the overall experience while in university. Besides, as Kenyon 

and Heath (2001) argue, the positive and negative experiences of living in accommodation while 

studying might affect how people choose to live as adults and shape their future accommodation 

preferences.   

Moreover, a number of studies discussed the importance of entertainment facilities for the city 

satisfaction (Ryan et al., 2011; Valle et al., 2006). Cities have long been recognized as centers for 

entertainment (Hudson and Hudson, 2006). Entertainment is considered a principal component, if not 

a central strategy, in reinvigorating undesirable places, protecting historical legacies, establishing 

urban identities, rescuing failing high-profile projects, and attracting private-sector investment (Ko 

and Kim, 2015). Hence, marketers of cities must design and invest in entertainment ventures after 

considering the changing preferences and value systems of the youth who make up a majority of their 

target population (Selvakumar and Vikkraman, 2012).  

Besides entertainment, factors such as the availability of shopping services, for example, the number 

of shops and their locations, and good public transport services, all affect the satisfaction of the city 

(Sedaghatnia et al., 2013; Valle et al., 2006). Public transport services provide people with the feeling 

of comfort in a place where they can move around quickly and access to all the different facilities 

(Ryan et al., 2011; Valle et al., 2006). Moreover, satisfaction with the affordability of a place, 

particularly living expenses which are mostly represented by the cost of accommodation, food, 

entertainment, education, health, etc., has a significant influence on the overall city satisfaction 

(Mazzarol and Soutar, 2002). The quality of health services, such as the number of hospitals and the 

ease of access to medical care in a city, plays a major role in city satisfaction (Sedaghatnia et al., 

2013). 

Many people when thinking about their future place of living consider other factors, such as safety 

and security, greenery and quietness (Sedaghatnia et al., 2013; Ryan et al., 2011; Valle et al., 2006; 

Mazzarol and Soutar, 2002). Additionally, those who have families mainly appear to be more satisfied 

with a city that provides good conditions for children, and social contacts with their relatives and 

friends (Sedaghatnia et al., 2013; Mazzarol and Soutar, 2002; Valle et al., 2006;  Sedaghatnia et al., 

2013).  

2.2 Customer retention 

Retention can be defined as the level to which customers show their loyalty and commitment to a 

particular brand (Bojei et al., 2013). Furthermore, with regards to places like cities, retention is 

defined as the process of people choosing to stay at a particular place for duration of time (e.g 

employee retention at a workplace, students’ retention at a university) (Aruna & Anitha, 2015; De 
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Freitas et al., 2015). The term “retention” can sometimes be confused with customer loyalty 

(Gustaffsson et al., 2006). Loyal customers normally make repeat purchases (retain), however 

retained consumers are not always loyal (Bojei et al., 2013). 

Among the key factors that form the retention of talents to the city are the size of the city and location 

with respect to provincial, national and international urban systems (Lepawsky et al., 2010). 

Additionally, in their studies, Ryan et al. (2011) describe number of factors that also can retain talents 

in the city. The authors asked to evaluate the importance of such factors as socio-cultural diversity, 

economic opportunities, local business environment, professional networks, personal networks, 

structural amenities and natural environment. The results show that professional and personal 

networks as well as economic opportunities play a crucial role in people’s decision to stay in the city, 

while other factors are considered less important (Ryan et al., 2011). 

2.2.1 Satisfaction and retention 

Previous studies have argued that satisfaction plays an important role in customer retention (Caruana, 

2000; Dresner and Xu, 1995; Wiles, 2007; Cronin and Taylor, 1992). Bolton (1998) proved a 

significant link between customer satisfaction and retention. Also, a positive influence of satisfaction 

on customer retention is proved in the study by Mittal and Kamakura (2001). Also, Sim et al. (2006) 

have proved a positive relationship between customer satisfaction and retention in terms of hotel 

visitors. Additionally, Choi and Chu (2001) studied the factors that influence travelers’ overall level 

of satisfaction and their probability of staying at the same place next time. The results showed the 

relative impacts of the factors in contributing travelers’ satisfaction and their chances of coming back 

(Choi and Chu, 2001). 

2.3 Customer intention to switch 

Customer’s “intention to switch” is the opposite of customer retention (Sim et al., 2006). Intention to 

switch represents the customer’s self-reported likelihood of terminating a current stay at a particular 

place (Wirtz et al., 2014). The term is widely used in hospitality industries (Back & Parks, 2003; 

Tideswell & Fredline, 2004; Sim et al., 2006). Also customers’ intention to switch has been studied 

before in business (Athanassopoulos, 2000) and banking area (Chakravarty et al., 2004). The level of 

satisfaction with a brand may affect the intention to switch (Reichheld, 1996). The term can as well 

be implemented in city branding context as the process of people’s migration is associated with the 

intention to switch the place of living (Neto and Mullet, 1998). 
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2.3.1 Satisfaction and intention to switch 

There is a direct association of customer satisfaction with intention to switch (Mohsan et al., 2011). 

According to Bansal and Taylor (1999), customer satisfaction is found to be an important determinant 

of customers’ intention to switch. Also, Reichheld (1996) has suggested that satisfaction has an effect 

on intention to switch. Moreover, Rodrigo et al. (2013) demonstrated that high levels of customer 

satisfaction are associated with low levels of intention to switch. Besides, Bansal and Taylor (1999), 

states that the more satisfied a customer is with a service provider, the less intention to switch he has. 

Sim et al. (2006) mentioned that a lower intention to switch indicates a better customer satisfaction. 
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3. Conceptual Framework 

In the conceptual framework, a model reflecting all factors that were elaborated in the Literature 

review as well as the developed hypotheses will be presented. 

Numerous previous studies have highlighted different factors that influence customers’ overall 

satisfaction with a city (Ryan et al., 2011; Sedaghatnia et al., 2013; Valle et al., 2006; Mazzarol and 

Soutar, 2002; Ko and Kim, 2015). According to LNU students- the target audience in this research, 

job and business opportunities, accommodation, and entertainment facilities represent the most 

important factors that can influence their satisfaction with the city and keep them in it after completing 

their studies (See Chapter 4.5.1 / Appendix 2). Hence, the authors decided to adopt these three 

factors in the conceptual model of this research as the independent variables that influence the 

dependent variable Overall city Satisfaction.  

Additionally, many previous pieces of research have also proved that there is a significant positive 

relationship between customer satisfaction and customer retention (Caruana, 2000; Dresner and Xu, 

1995; Wiles, 2007). Besides, previous studies have found that there is a direct association of customer 

satisfaction with intention to switch (Gall and Olsson, 2012; Reichheld, 1996). Accordingly, the 

authors agreed to use Overall city Satisfaction as an independent variable that influence dependent 

variables Retention and Intention to Switch. 

As mentioned above, in the marketing context, the term customer includes the students’ group (Keller, 

1993; Insch and Florek 2008), therefore, the developed hypotheses for this research will refer to 

students.  

Taking into consideration the above mentioned, the conceptual model for this research can be seen 

below:  

 

Model 1. Conceptual model (Owned by authors) 
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As mentioned previously, satisfaction with job and business opportunities has an impact on the city 

satisfaction (Ryan et al.; 2011; Roach et al., 2011; Simon, 1977), satisfaction with accommodation 

may affect the overall city satisfaction (Sedaghatnia et al., 2013), and entertainment facilities are 

essential for the city satisfaction (Ryan et al., 2011; Valle et al., 2006). Therefore, the first three 

hypotheses of this research are developed as follows: 

H1: There is a positive relationship between satisfaction with job and business opportunities among 

students in Växjö and the overall city satisfaction. 

H2: There is a positive relationship between satisfaction with accommodation among students in 

Växjö and the overall city satisfaction. 

H3: There is a positive relationship between satisfaction with entertainment facilities among students 

in Växjö and the overall city satisfaction. 

Additionally, based on the previous literature, satisfaction plays an important role in customer 

retention and influences it positively (Caruana, 2000; Dresner and Xu, 1995; Wiles, 2007; Mittal and 

Kamakura, 2001; Sim et al., 2006). Moreover, high levels of customer satisfaction are associated with 

low levels of intention to switch (Rodrigo et al., 2013; Bansal and Taylor, 1999; Sim et al., 2006). 

Hence, the fourth and the fifth hypotheses of this research are developed as follows: 

H4: There is a positive relationship between students’ overall city satisfaction with Växjö and 

students’ retention. 

H5: There is a negative relationship between students’ overall city satisfaction with Växjö and 

students’ intention to switch. 
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4. Methodology 

The purpose of this chapter is to define the methodological concepts used to answer the research 

questions. 

4.1 Research Approach and Design 

In the current study, deductive research approach is applied, which means that (1) the hypotheses 

were built based on the collected theories, (2) the relationship between the variables where the 

significance needed to be tested was identified, and (3) depending on the results the hypotheses were 

either accepted or rejected (Bryman and Bell, 2015). 

The authors used mixed method for the research design by combining both qualitative research that 

emphasizes words rather than quantification in the collection and analysis data, and quantitative 

research that emphasizes quantification in the collection and analysis of data (Bryman and Bell, 

2015). Mason (2002, p. 10) argues that “mixing methods offers enormous potential for generating 

new ways of understanding the complexities and contexts of social experience, and for enhancing our 

capacities for social explanation and generalization.” 

Moreover, the exploratory research design was applied as the researchers wanted to look into the 

general problem and to find out the main factors that the students are looking for in the city. 

Furthermore, the researchers wanted to give a wider picture of the situation and to check whether 

founded factors influence students’ satisfaction and whether students’ satisfaction influences 

students’ retention and intention to switch. Therefore, the descriptive research design was applied as 

well (Aaker et al., 2011; Malhotra, 2010). 

4.2 Data Sources 

When choosing a particular type of data source, the researcher could decide between collecting 

primary or secondary data. Secondary data is the one collected by other researchers and available for 

further analysis (Bryman and Bell, 2015). However, in many cases secondary data may not be enough. 

Thus, it is important to collect primary data that is originated by the researcher specifically to address 

the research problem (Malhotra, 2003). To answer the research questions and purpose of the current 

study, the data from secondary sources was not enough, thus the authors needed to collect relevant 

primary data (Ghauri and Grønhaug, 2005; Aaker et al., 2011). 

4.3 Population and sample 

The main goal of the majority of marketing research is to collect information about the parameters of 

population; the number of elements that share the same characteristics (Malhotra, 2010). In this 

particular study the target population was both male and female students from LNU. 
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According to Bryman and Bell (2015) it is possible to collect information from small groups that 

represent the population-samples. To reach the respondents the authors used convenience sampling, 

as selected subjects in this case are easier to access. Moreover, this sampling technique is easy, fast 

and inexpensive (Bryman and Bell, 2015). However, convenience sampling is a type non-probability 

sample, so some units in the population had more chances to be selected, thus the sample might not 

represent the whole population (Bryman and Bell, 2015; Ghauri and Grønhaug, 2005). 

According to Pallant (2010) there is a formula that helps to calculate the size of the sample: 

N>50+8m, where m is the number of independent variables. In the current papers the researcher came 

up with 4 independent variables (Satisfaction with Job and Business opportunities, Satisfaction with 

Accommodation, Satisfaction with Entertainment and Overall city Satisfaction), thus the sample 

should meet the following requirement: N>82. 

4.4 Data Collection Method 

For the current study the researchers first agreed to collect data through semi-structured interviews to 

get general information about the factors that influence the students’ satisfaction with the city of 

Växjö, and to know the main factors of them. This method is the most important way of conducting 

a research interview because of the flexibility balance by structure, and the quality of data obtained 

(Gillham, 2005, p. 70). 

Afterwards, it was decided to conduct an online survey, the method that is based on respondents’ 

questioning process (Malhotra, 2010). Through the results the authors wanted to check the 

relationship between the variables as well as to check the statistical significance between the factors 

in the case of Växjö city.  

4.5 Data Collection Instrument 

4.5.1 Semi-structured interviews 

The semi-structured interview is the most important way of conducting a research interview because 

of its flexible and balanced structure, and the quality of the data obtained. It ensures that: the same 

questions are asked to all respondents, the kind and form of questions fit to the topic to ensure the 

explanation, and approximately equivalent interview time is allowed to each case (Gillham, 2005, p. 

71). Moreover, semi-structured interviews can be used to interpret many of the secondary data 

(Malhotra and Birks, 2003). The researchers can gather the information both through unstructured 

questions, open-ended questions that the respondents answer in their own words, and through 

structured questions, that specify the set of the response alternatives and the response format 

(Malhotra and Birks, 2003). 
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There are different factors that the researchers have found in previous studies that influence students’ 

satisfaction with a city. However, the main aim was to know which factors are relevant to Växjö, and 

which are the most important of them for LNU students. Therefore, semi-structured interviews were 

conducted in two steps (See Appendix 1). During the first part of the interviews, six LNU students 

(interviewees) were asked about factors that could influence their satisfaction with Växjö based on 

their point of views. The six interviewees mentioned different factors, such as job opportunities or 

vacancies, salary level, infrastructure, greenery, environment, shopping services, contact with nature, 

friends and relatives in the area, and visible development of the city. In the second part of the 

interviews, the interviewees were asked to choose the most important factors that they are looking 

for in Växjö from a list of factors that were adopted from previous studies that highlighted the topic 

of the factors that influence people’s satisfaction with a city. Most of them have chosen job and 

business opportunities, accommodation and entertainment facilities in their answers (See Appendix 

2). As a result, the authors decided to utilize those three factors in the conceptual model of this 

research and the conducted online survey.    

4.5.2 Online survey 

Furthermore, to get the deeper knowledge about the relationship between the founded factors and 

students’ satisfaction and subsequently their retention and intention to switch, the researchers agreed 

to conduct the online survey. The survey method has several advantages, such as the questionnaire is 

simple to administer; the data obtained are consistent because the responses are limited to the 

alternative stated. Other advantages of this method is the use of fixed respondents’ questions and 

finally coding, analysis and interpretation of data are relatively simple (Malhotra, 2003). 

Based on the literature review, the conceptual framework and the information gathered through the 

semi-structured interviews, in the current online survey among the independent variables Satisfaction 

with Job and Business opportunities, Satisfaction with Accommodation and Satisfaction with 

Entertainment Facilities were chosen, whether the dependent variable was Overall city Satisfaction. 

Afterward, Overall city Satisfaction became an independent variable so to check how it influences 

the dependent variables Retention and Intention to Switch. 

In the beginning, the purpose of the survey and the anonymity of the responses were mentioned. The 

survey includes three parts among which are (1) a part with control question, (2) a part with Likert 

scales questions to evaluate the variables and finally (3) a part with socio-demographic questions (See 

Appendix 3). In the current study the researchers agreed to focus only on the students from Linnaeus 

University, thus the question whether the respondent is a LNU student was asked as the control one. 

Likert scales were chosen to see the level of respondents’ agreement or disagreement with the 

presented statements (Aaker et al., 2011). For each variable the researchers came up with statements 
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that are supposed to be rated according to Likert 5-points scale where 1 means “Strongly Disagree” 

and 5 refers to “Strongly Agree”. With regards to students, some studies contributed that such factors 

as gender, age, nationality, level of education and field of studies may influence students’ behavior 

(Elliott and Healy, 2001; Mavondo et al., 2004 Balencourt and Zafra, 2012). Moreover, according to 

the interview conducted with Karlsson (2016), the managers of the city of Växjö are interested in 

knowing some statistical data about the Swedish students as well as the internationals. They also 

expressed their interest in some data that shows the difference between students of different level and 

field of studies, in terms of their satisfaction with the city, retention and intention to switch. Thus, the 

authors decided to include these factors in the socio-demographic part of the survey (Karlsson, 2016).  

4.5.3 Operationalization 

Operationalization is the process of strictly defining variables into measurable factors. The process 

defines fuzzy concepts and allows them to be measured, empirically and quantitatively (Shuttleworth, 

2013). The Operationalization table below (Table 1) contains the information about the variables, 

related definitions and items, as well as the measuring levels and the used sources. As in the current 

paper the authors aimed to measure the students’ satisfaction with the selected three factors that 

influence the overall city satisfaction, it was decided to use the general definition of satisfaction for 

them in this section, while for other variables more specific definitions that are related to place were 

used. 

Variable Definition Items 
Measuring 

level 
Reference 

Satisfaction 

with Job and 

business 

opportunities 

Satisfaction is a 

person’s feelings of 

pleasure or 

disappointment that 

results from 

comparing a 

product’s perceived 

performance or 

outcome with their 

expectations (Kotler 

& Keller, 2009, p. 

789) 

I am very 

satisfied with the 

job and business 

opportunities in 

Växjö. 
Likert 

scale (1-

Strongly 

disagree; 

5-Strongly 

agree) 

Wright, 

B. E., & 

Davis, B. S. 

(2003) 

I would 

recommend 

working here to 

others. 

I think about 

staying in Växjö 

to find a job. 

Växjö is well 

suited to my 

working needs. 

Satisfaction 

with 

Accommodation 

Satisfaction is a 

person’s feelings of 

pleasure or 

disappointment that 

results from 

I’m satisfied 

with the process 

used in selecting 

an 

accommodation. 

Likert 

scale (1-

Strongly 

disagree; 

Kurth, 

N., & 

Mellard, D. 

2006. 
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comparing a 

product’s perceived 

performance or 

outcome with their 

expectations (Kotler 

& Keller, 2009, p. 

789) 

I’m satisfied 

with the 

accommodation 

provided for me 

5-Strongly 

agree) 

I’m satisfied 

with the 

effectiveness of 

my 

accommodations 

Satisfaction 

with 

Entertainment 

Facilities 

Satisfaction is a 

person’s feelings of 

pleasure or 

disappointment that 

results from 

comparing a 

product’s perceived 

performance or 

outcome with their 

expectations (Kotler 

& Keller, 2009, p. 

789) 

There are many 

amusing 

activities. 

Likert 

scale (1-

Strongly 

disagree; 

5-Strongly 

agree) 

Dominici, 

G., & 

Guzzo, R. 

(2010). 

Entertainment in 

Växjö is good 

and gives lot of 

choice. 

Entertainment is 

excellent. 

Entertainment is 

very good. 

Overall city 

Satisfaction 

Place or city 

satisfaction is a 

multidimensional 

summary judgment 

of the perceived 

quality of a setting, 

meeting an 

individual’s needs 

for the physical 

characteristics of a 

place, its services, 

and social 

dimensions 

(Stedman, 2002). 

I did the right 

thing when I 

chose Växjö. 

Likert 

scale (1-

Strongly 

disagree; 

5-Strongly 

agree) 

Dwivedi 

(2015) 

Växjö city meets 

my expectations. 

My choice is a 

wise one. 

Retention 

Retention is defined 

as the process of 

people choosing to 

stay at a particular 

place for duration of 

time (Aruna & 

Anitha, 2015; De 

Freitas et al., 2015). 

I feel loyalty 

towards Växjö. 

Likert 

scale (1-

Strongly 

disagree; 

5-Strongly 

agree) 

Bojei et 

al., 2013 

I intend to 

continue living 

in Växjö after the 

graduation. 

 I would rather 

stay in Växjö 

than trying to 

move to a 

different place. 

Intention to 

Switch 

Intention to switch 

represents the 

customer’s self-

reported likelihood 

of terminating a 

I do NOT want 

to encourage my 

friends and 

relatives to come 

to Växjö. 

Likert 

scale (1-

Strongly 

disagree; 

Sim et 

al., 2006 
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current stay at a 

particular place 

(Wirtz et al., 2014). 

I do NOT believe 

Växjö is the right 

city for my 

future stays. 

5-Strongly 

agree) 

I would NOT 

recommend 

Växjö to others. 

Table 1. Operationalization table (Owned by authors) 

4.5.4 Pre-test 

In order to ensure that the questionnaire meets the researchers’ expectations in terms of gathering 

data a pre-test of the survey must be conducted (Aaker et al., 2011). Pilot testing refers to test the 

questionnaire on a small sample of respondents to identify and eliminate potential problems. The 

pilot-testing questionnaire should be tested, including question content, question difficulties, 

wording, form and layout (Malhotra and Birks, 2003). It is vitally important to pre-test the survey 

before administering it to the research sample.  Pre-testing is the opportunity to see what questions 

work well, what questions sound strange, what questions can be eliminated and what needs to be 

added (Meta Connects, 2016). The changing should include: in question, change in question focus; 

change in question order, question redundancy and replacement wording (Gillham, 2005). 

The authors sent the survey to eight respondents who fit the sample (students of the LNU). In the pre-

test the respondents were asked to leave the comments about the survey to see whether they faced 

any difficulties while answering it. None of the respondents commented on any problems with the 

survey procedure and questions format. However, after measuring the internal consistency with the 

Cronbach's alpha, that shows how closely related a set of items are as a group, it was decided to 

exclude a certain number of items in order to get the reliable scales (Pallant, 2010). Also the 

questionnaire was approved by two professors at Linnaeus University.  After the revision, the survey 

was sent out. 

4.5.5 Data Collection 

The researchers agreed to post the Google Docs survey on the 4th of May. The survey was uploaded 

in a number of Facebook groups that have LNU students as members. In total, the authors were able 

to reach at least 1000 students. By the 9th of May the number of responses reached 89 out of which 

84 fitted the sampling criteria (that was more than the required sample size), thus it was decided to 

close the process of collecting data and to start with the analysis part. 

4.6 Choice of Data Analysis Method 

Before starting the analysis of the gathered data and its comparison the authors coded their survey to 

transform all the items and answers into numbers (Aaker et al., 2011; Ghauri and Grønhaug, 2005). 
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The next step after coding and preparing the data is to construct the frequency distribution, that shows 

a pattern of responses to each of the variables under investigation, or in other words the number of 

each question’s responses (Aaker et al., 2011; Ghauri and Grønhaug, 2005). A frequency distribution 

is a convenient way of looking at different values of a variable. The objective is to obtain a count of 

number of respondents associated with different value of the variable (Malhotra, 2003). In the current 

survey to construct frequency distribution, the respondents were asked to specify their gender, age, 

nationality (in particular if they are Swedish or International students), level of education and field of 

studies. 

One of the ways to describe, explain and predict the relationship between variables is the regression 

analysis (Ghauri and Grønhaug, 2005). In the current study the researchers did the multiple regression 

to check on the one hand if the independent variables Satisfaction with Job and Business 

opportunities, Satisfaction with Accommodation and Satisfaction with Entertainment Facilities 

influence the dependent variable Overall city Satisfaction and on the other hand if Overall city 

Satisfaction as an independent variables influence the dependent variables Retention and Intention to 

Switch. 

Furthermore, to test the hypotheses, the authors checked standardized beta coefficients and the 

significant level (p<0.05) (Aaker et al., 2011; Bryman and Bell, 2015; Ghauri and Grønhaug, 2005). 

To show how close the data are to the fitted regression line, the authors used R² measures (Bryman 

and Bell, 2015). Moreover, to understand how much the variance in the dependent variable is 

explained by the independent variable, the Adjusted R Square results were presented, as according to 

Pallant (2010) it “provides a better estimate of the true population value”. Finally, the results of the 

R² change were presented as this coefficient predicts the change in the R² statistic when adding or 

deleting an independent variable (Brotherton, 2008). 

To add the value to this analysis the descriptive statistics was run, that among other measurements 

include the measurement of the mean, the average number of answers to the particular question 

(Aaker et al, 2011; Pallant, 2010). The authors compared the mean values to explore respondent's 

general attitude towards each of the measured variable. Moreover, to test statistically significant 

differences between answers of different groups inside both the variables and the factors and to 

estimate these differences, the researchers conducted (1) an independent-samples t-test to compare 

the mean scores of two different groups of people of conditions and (2) the analysis of variance, or 

so called ANOVA, to compare the difference between three and more groups (Aaker et al, 2011; 

Pallant, 2010). 
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4.7 Quality Criteria 

4.7.1 Validity 

To reach the goals of the research it is important to be aware of how valid the design is for a particular 

study. However, no design can fully achieve the goals. The threats of external and internal validity 

might appear (Clark-Carter, 2004). Internal validity is related to whether the manipulation of the 

independent variables causes the observed effects on the dependent variables (Malhotra & Birks, 

2003). External validity is concerned with the question whether the results of the research can be 

generalized beyond the context (Bryman and Bell, 2015). Within online survey such factors as sample 

selection, survey design, response tendencies, and technology challenges can influence the validity. 

Moreover, poor translation into electronic platforms may result into lower response rates, which lower 

the statistical value and validity (Aaker et al., 2011; Bryman and Bell, 2015). 

Bryman and Bell (2015) mentioned that high construct validity can be proved when the hypotheses 

that need to be tested have been developed based on the relevant theories. As it was mentioned 

previously in Chapter 3 (Conceptual framework), Subchapter 4.1 (Research design and approach) 

and Operationalization table (Table 1, Subchapter 4.5.3), the authors of the current paper created their 

own conceptual model implementing all the investigated variables (Satisfaction with Job and 

Business opportunities, Satisfaction with Accommodation, Satisfaction with Entertainment Facilities, 

Overall city Satisfaction, Retention and Intention to Switch) from the previous related research, as 

well as based the relevant hypothesis on the findings from the previous studies.   

Afterwards, the authors conducted a pre-test of the survey in order to check the further validity 

through the correlation analysis. The authors ran the correlation analysis to check the strength of the 

linear relationship between two variables (Pearson product-moment correlation coefficient) (Ghauri 

and Grønhaug, 2005). This coefficient can vary from -1 to +1 (-1≤ r ≤ +1), where “+” out of the front 

indicated a positive correlation (if one variable increases, so does the other) and “-” - a negative 

correlation (if one variable increases, the other decreases).  The size of the absolute value indicates 

the strength of the relationship: closer to +/- 1 shows stronger relationship than closer to 0 (Pallant, 

2010). The value of +1 show that two variables perfectly covary positively, while -1 means that two 

variables are perfectly inversely related. In case two variables are unrelated, the correlation coefficient 

will be closer to 0 (Bryman & Bell, 2015; Ghauri and Grønhaug, 2005). Bryman and Bell (2015) 

stated that a Pearson correlation coefficient of 0.8 is considered to be correlated. However, in order 

to prove high construct validity, all Pearson correlation coefficients should be below the value of 0.8 

(Brotherton, 2008).  
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4.7.2 Reliability 

Before testing the hypotheses, the authors run the reliability analysis to identify how free the scale is 

from the random errors (Pallant, 2011). The reliability is commonly used to check if the measures 

that are devised for the concepts are consistent (Bryman & Bell, 2015). 

The researchers performed the internal consistency reliability test by using the reliability analysis of 

a scale to show the Cronbach’s alpha results measured through IBM SPSS Statistics. Nunnally (1978) 

recommended the level of the Cronbach’s alpha coefficient to be higher than 0.7. Besides, Bryman 

& Bell (2015) as well claimed that when an alpha coefficient reaches the acceptable level of 0.7 or 

above, the constructs are reliable and the analysis can proceed based on those constructs. 

In addition, Brotherton (2008) highlighted that among the pre-test of the survey the involvement of 

experts can as well increase the reliability. Hence, among the pre-test step and the SPSS analysis, the 

survey was shown to the experts from the marketing field so to enhance its reliability. 
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5.  Analysis and results 

The purpose of the following chapter is to present the summarized results of the collected data and 

analyze them. All the detailed results can be found in the Appendix 4. 

5.1 Characteristics of the sample 

Through the survey the researchers managed to get 89 answers. The survey contained one security 

question that identified students from LNU. Out of 89 responses only 84 fitted the criteria.  

 Total % 

Sample size 84 100 

Gender     

Male 43 51.2 

Female 41 48.8 

Age     

18-25 63 75.0 

26-30 14 16.7 

31-35 5 6.0 

36-40 2 2.4 

41-45 0 0 

46+ 0 0 

Nationality     

International 55 65.5 

Swedish 29 34.5 

Level of Education     

Bachelor 37 44.0 

Master 45 53.6 

Doctor of Philosophy (PhD) 2 2.4 

Other 0 0 

Field of studies     

Technology and Engineering 7 8.3 

Computer Science/IT 16 19.0 

Natural Sciences 0 0 

Business and Economics 39 46.4 

Design, Art and Music 2 2.4 

Cultural Studies and Social Sciences 6 7.1 

Journalism, Information and Communication 0 0 

Languages and Culture 8 9.5 

Social and Behavioural Sciences 4 4.8 

Other 2 2.4 

Table 2. Sample characteristic (Owned by authors) 
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The numbers of male and female respondents are almost equal, with males being on 2.4% more. 

Majority of the respondents are under 30 years old, and ¾ of the sample are from 18 to 25. Moreover, 

most of the respondents are International students. Five out of ten respondents study Master program 

and four out of ten – Bachelor. Almost half of the respondents are studying Business and Economics, 

and two out of ten are doing Computer Science/IT program (Table 2). 

5.2 Survey Reliability and Validity 

The survey includes 6 constructs, among which are: Satisfaction with Job and Business opportunities, 

Satisfaction with Accommodation, Satisfaction with Entertainment Facilities, Overall city 

Satisfaction, Retention and Intention to Switch. The authors used the reliability analysis of a scale to 

show the Cronbach’s alpha measured through SPSS (Table 3). The results appeared to be above 0.7 

that according to Bryman and Bell (2015) is considered to be acceptable. 

Construct Cronbach’s Alpha 

Satisfaction with Job and Business opportunities 0.775 

Satisfaction with Accommodation 0.755 

Satisfaction with Entertainment Facilities 0.928 

Overall city Satisfaction 0.924 

Retention 0.85 

Intention to Switch 0.828 

 Table 3. Reliability analysis (Owned by authors) 

 1 2 3 4 5 6 

1.Satisfaction with Job and Business 

opportunities 
1 - - - - - 

2.Satisfaction with Accommodation .191 1 - - - - 

3.Satisfaction with Entertainment Facilities .288** .077 1 - - - 

4. Overall city Satisfaction .265* .125 .487** 1 - - 

5.Intention to Switch -.493** -.133 -.498** -.765** 1 - 

6.Retention .598** .196 .257* .316** -.470** 1 

**Correlation is significant at the 0.01 level (2-tailed). 

*Correlation is significant at the 0.05 level (2-tailed).             

Table 4. Correlation analysis (Owned by authors) 
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Furthermore, to give more validity to their data and constructs the authors decided to run a correlation. 

The table above describes the direction and the strength of the relationships between the variables 

(Table 4). Since the correlations’ coefficients are below 0.8, it shows validity (Brotherton, 2008). 

 5.3 Hypothesis Testing 

To test the hypothesis, the authors used multiple regression analysis to show whether there is a 

relationship 1) between Satisfaction with Job and business opportunities, Accommodation and 

Entertainment Facilities and Overall city Satisfaction; 2) between Overall city Satisfaction and 

Retention; and 3) between Overall city Satisfaction and Intention to Switch. As mentioned before, in 

the first case the Overall city Satisfaction was chosen as the dependent variable, while for the second 

and the third relationships the dependent variables were Retention and Intention to Switch. Each of 

the Tables 5-7 presents two models. The first model of all of the three regressions included all control 

variables, which are: gender, age, nationality, level of education and field of studies. The second 

model among the control variables includes number of independent variables. For the model with 

Satisfaction as a dependent variable Satisfaction with Job and Business opportunities, 

Accommodation and Entertainment Facilities were selected as independent variables (Table 5). And 

for both models with Retention and Intention to Switch as dependent variables Overall city 

Satisfaction was chosen to be an independent variable (Table 6-7). All the models present the B 

coefficients, values for standard deviation of the sampling distribution and significant values that are 

marked with one or more stars (notes in Table 5-7). Moreover, the tables contain the information 

about R², adjusted R² as well as R² change measures. 

5.3.1 Satisfaction with Job and Business opportunities, Accommodation and Entertainment 

Facilities - Overall city Satisfaction 

According to Table 5, it may be concluded that Model 1 did not show a high goodness-of-fit measure 

of the linear model (0.154) and did not fit the investigated population well (0.099). Moreover, the 

results did not present a high R² change measure (0.154). All the measures have been significant on 

a p < 0.05 level. 

In comparison with Model 1, Model 2 presents higher R², adjusted R² and R² change measures, 

however in general the numbers were still quite low. The second model displayed an R² value of 

0.336, an adjusted R² measure of 0.265 and an R² change of 0.182. All of the measures were 

significant at a p < 0.001 level. Therefore, the unstandardized B coefficients, standard errors and the 

corresponding significance levels of Model 2 have been taken into consideration. 
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With regards to the outcome of Model 2 (Table 5), it is relevant to mention that only Satisfaction with 

Entertainment Facilities turned out to be a significant determinant of Overall city Satisfaction, while 

Satisfaction with Job and Business opportunities and Accommodation were not significantly related 

to it. Hence, H3 (There is a positive relationship between satisfaction with entertainment facilities 

among students in Växjö and the overall city satisfaction) had a significance level of p<0.01. 

Moreover, Satisfaction with Entertainment Facilities showed a significantly positive B coefficient, 

which means that it predicts and influences Overall city Satisfaction in a positive way. Hence, 

Hypothesis 3 is accepted. Since Satisfaction with Job and Business opportunities and 

Accommodation were not measured to be determinants of Overall city Satisfaction, 𝐇1 (There is a 

positive relationship between satisfaction with job and business opportunities among students in 

Växjö and the overall city satisfaction) and 𝐇2 (There is a positive relationship between satisfaction 

with accommodation among students in Växjö and the overall city satisfaction) are rejected. 

 

Variables Model 1 (Control variables) 
Model 2 (Control variables and 

independent variables) 

Control Variables B Std.Error B Std.Error 

Gender 0.253 0.230 0.243 0.213 

Age 0.014 0.151 0.031 0.137 

Nationality 0.12 0.253 -0.055 0.236 

Level of Education -0.024 0.213 -0.082 0.194 

Field of Studies .128* 0.053 0.094 0.049 

Factors     

Satisfaction with Job and 

Business opportunities (H1) 
  0.179 0.131 

Satisfaction with 

Accommodation (H2) 
  0.071 0.109 

Satisfaction with 

Entertainment Facilities (H3) 
  .400** 0.117 

      

R2 .154* .336*** 

Adjusted R2 .099* .265*** 

R2 change .154* .182*** 

a.        Dependent variable: Overall city Satisfaction 

*p<0.05          **p<0.01           ***p<0.001 

Table 5. Regression analysis for Overall city Satisfaction (Owned by authors) 

5.3.2 Overall city Satisfaction - Retention 

The 1st Model in Table 6 shows almost the same results as the same one in the previous table. The 

goodness-of-fit measure of the linear model is low (0.077). The model did not fit the investigated 

population well (0.018), and the presented R² change measure is low (0.077). Moreover, all the 

measures have been not significant. 
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The second Model as well presents R², adjusted R² and R² change measures. In this case, the model 

showed an R² value of 0.158, an adjusted R² measure of 0.092 and an R² change of 0.081. Moreover, 

despite the results of the first model, in the second model all of the measures were significant at a p 

< 0.01 level. Thus, the authors analyzed the results of the unstandardized B coefficients, standard 

errors and the corresponding significance levels of Model 2. 

Variables Model 1 (Control variables) 
Model 2 (Control variables and 

independent variables) 

Control Variables B Std.Error B Std.Error 

Gender 0.229 0.263 0.144 0.255 

Age 0.303 0.172 0.298 0.165 

Nationality 0.148 0.289 0.108 0.279 

Level of Education 0.236 0.243 0.244 0.234 

Field of Studies 0.034 0.06 -0.01 0.06 

Factors     

Overall city Satisfaction 

(H4) 
  .338** 0.124 

      

R2 0.077 .158** 

Adjusted R2 0.018 .092** 

R2 change 0.077 .081** 

a.     Dependent variable: Retention 

*p<0.05                         **p<0.01          ***p<0.001 

Table 6. Regression analysis for Retention (Owned by authors) 

Overall city Satisfaction turned out to be significant determinants of Retention, hence, H4 (There is 

a positive relationship between students’ overall city satisfaction with Växjö and students’ retention) 

had a significance level of p<0.01. Moreover, the independent variable showed a significantly 

positive B coefficient, which means there is a significantly positive correlation between Overall city 

Satisfaction and Retention. Hence, Hypothesis 4 is accepted. 

5.3.3 Overall city Satisfaction - Intention to Switch 

Table 7 as well presents information about two models. The results about control variables from the 

Model 1 indicated not significant and low measures of R² (0.106) and R² change (0.106). Moreover, 

according to adjusted R² (0.048) the model did not fit the investigated population well. 

However, Model 2 provides much higher R² (0.602), adjusted R² (0.571) and R² change (0.496) 

measures and all the measures are significant at p<0.001. As in the previous analysis, the authors 

checked the unstandardized B coefficients, standard errors and the corresponding significance levels 

for Model 2. 
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Variables Model 1 (Control variables) 
Model 2 (Control variables and 

independent variables) 

Control Variables B Std.Error B Std.Error 

Gender -0.063 0.245 0.138 0.166 

Age 0.087 0.16 0.098 0.108 

Nationality -0.207 0.27 -0.112 0.181 

Level of Education 0.152 0.227 0.133 0.152 

Field of Studies -0.099 0.056 0.003 0.039 

Factors     

Overall city Satisfaction 

(H5) 
  -.793*** 0.081 

      

R2 0.106 .602*** 

Adjusted R2 0.048 .571*** 

R2 change 0.106 .496*** 

a.     Dependent variable: Intention to Switch 

*p<0.05                         **p<0.01          ***p<0.001 

Table 7. Regression analysis for Intention to Switch (Owned by the authors) 

In the current relation Overall city Satisfaction appeared to be significant determinant of Intention to 

Switch. H5 (There is a negative relationship between students’ overall city satisfaction with Växjö 

and students’ intention to switch) measured to be significant at a p<0.001 level. Moreover, Overall 

city Satisfaction resulted in negative B coefficient meaning that there is a negative correlation 

between Overall city Satisfaction and Intention to Switch. Thus, Hypothesis 5 is accepted. 
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5.4 Updated model including analytical status of the hypotheses 

Further, the conceptual model that was introduced in Chapter 3 (Conceptual framework) has been 

modified in accordance to the confirmed relationship between the satisfaction factors and overall city 

satisfaction, and overall city satisfaction and retention and intention to switch (Figure 2). In addition, 

the summary of the analytical status of all hypotheses are presented (Table 8). 

Model 2. Modified conceptual model (Owned by authors) 

 Hypothesis Analytical status 

H1 

There is a positive relationship between satisfaction with job and 

business opportunities among students in Växjö and the overall city 

satisfaction. 

Rejected 

H2 

There is a positive relationship between satisfaction with 

accommodation among students in Växjö and the overall city 

satisfaction. 

Rejected 

H3 

There is a positive relationship between satisfaction with 

entertainment facilities among students in Växjö and the overall 

city satisfaction. 

Accepted 

H4 
There is a positive relationship between students’ overall city 

satisfaction with Växjö and  students’ retention. 
Accepted 

H5 
There is a negative relationship between students’ overall city 

satisfaction with Växjö and students’ intention to switch. 
Accepted 

Table 8. Analytical status of the hypothesis (Owned by authors) 
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5.5 Additional findings 

5.5.1 Satisfaction, Retention and Intention to Switch Measurements 

Since the reliability analysis above proved that the constructs are valid, each construct can be 

measured by calculating the mean of the number of its items. The constructs were measured by a 

Likert 5-points scale with 3 being the middle point. The sample has a positive satisfaction towards 

each of the factors and in general, if the mean is bigger than 3. By using descriptive statistics, the 

authors found out that the respondents have negative satisfaction towards Satisfaction with Job and 

Business opportunities, Accommodation and Entertainment Facilities, but at the same time they have 

positive general Overall city Satisfaction. Moreover, the respondents show negative Retention and 

positive Intention to Switch (Appendix 5, Table 9). Furthermore, the researchers used frequencies to 

present how many % of the sample show positive and negative attitude towards each of the construct 

(mean scores below and above 3) (Appendix 5, Table 10).  

5.5.2 Groups comparison 

In addition, the authors wanted to explore if groups inside the control variables (Gender, Age, 

Nationality, Level of Education and Field of Studies) “behave” differently towards other variables 

(Satisfaction with Job and business opportunities, Accommodation, Entertainment Facilities, Overall 

city Satisfaction, Retention and Intention to Switch). The researchers tried to explore whether there 

are any differences using the T-Test and the ANOVA test. The significant statistical differences 

between groups was found between Gender and Overall city Satisfaction, Nationality and Satisfaction 

with Entertainment Facilities and Field of Studies and Satisfaction with Job and Business 

opportunities, Overall city Satisfaction and Intention to Switch. 

5.5.2.1 Gender - Overall city Satisfaction 

The significant difference was found between males’ and females’ responses regarding their 

satisfaction with the city (p<0.05). According to means score it can be concluded that females are 

more satisfied (4.02) than males (3.51). At the same time, both parties showed positive level of 

Overall city Satisfaction (Appendix 5, Table 11).  

5.5.2.2 Nationality - Satisfaction with Entertainment Facilities 

A significant difference between groups was found among nationality and Satisfaction with 

Entertainment Facilities (p<0.01). It can be concluded that Swedish respondents are more satisfied 

with the existing entertainment facilities (2.95) in the city than International ones (2.35). Moreover, 

the mean score among Swedish students is almost close to the positive satisfaction result, while 

Internationals shows negative level of entertainment satisfaction (Appendix 5, Table 12). 
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5.5.2.3 Field of Studies 

The significance value p<0.05 for variables “Satisfaction with Job and Business opportunities”, 

“Overall city Satisfaction” and “Intention to Switch” shows that there is a significant difference 

somewhere among the mean scores the ten groups of the variable “Field of Studies”. The authors 

wanted to check between which groups there is a statistical difference, thus they conducted the 

ANOVA test with using the Post Hoc Test. With the use of Tukey HSD results the authors found that: 

1. Respondents who studies Cultural Studies and Social Sciences showed negative satisfaction 

towards Job and business opportunities in the city (1.79). Students with Social and Behavioural 

Sciences background appeared to be positive about the Job and Business opportunities (3.56) and 

students from Computer Science/IT department were close to be positive (2.91) (Appendix 5, Table 

13). 

2. Regarding overall city satisfaction, students who study Social and Behavioral Sciences appeared 

to be absolutely satisfied with the city (5.00), while Technology and Engineering students showed 

negative satisfaction (2.76) (Appendix 5, Table 13). 

3. Finally, both Technology and Engineering and Business and Economics students show positive 

Intention to Switch (3.48 and 3.07), while respondents who study Social and Behavioral Sciences did 

not intend to switch the city (1.42) (Appendix 5, Table 13). 
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6. Discussion 

This chapter demonstrates the findings of this study by comparing them according to the previous 

research that has been summarized both in the Literature review and the Conceptual framework. 

With a regression analysis, the data of 84 respondents was tested against the proposed hypotheses, 

and the findings indicated support for three out of five hypotheses. Thus they largely corresponded 

with previous research findings. Out of the three selected factors - job and business opportunities, 

accommodation and entertainment facilities - merely entertainment was found to be a significant 

factor that impacts the students’ overall satisfaction with the city. 

Earlier findings by Ryan et al. (2011) did not match with the outcomes of this study on the point that 

job and business opportunities are one of the most important factors that positively influence people's 

satisfaction with a city since the relationship was not significant. Hence, job and business 

opportunities in Växjö do not affect LNU students’ overall satisfaction with the city. Additionally, 

previous study by Sedaghatnia et al. (2013) did not correspond with the outcomes of this research 

when it comes to the point that accommodation influences people’s satisfaction with a city positively 

and significantly. Consequently, satisfaction with accommodations in Växjö does not reinforce LNU 

students’ overall satisfaction with the city. Although job opportunities and accommodation were 

selected by most of the interviewees among the most important factors in Växjö, the results did not 

approve that. These results may be justified by the fact that the previous pieces of research that the 

authors used and adopted the factors that influence satisfaction with a city from were applied to people 

in general and not to students in particular. 

On the other hand, studies conducted by Ryan et al. (2011) and Valle et al. (2006) matched the results 

of this research and stated that entertainment facilities have a positive influence on people’s 

satisfaction with a city. Therefore, satisfaction with entertainment facilities in Växjö influences LNU 

students’ overall satisfaction with the city in a positive way.   

This can be explained by the insight that entertainment plays a big role in students’ lives. Therefore, 

when answering the questions about entertainment facilities the respondents applied their current 

situation as students to the answers, unlike factors such as job and business opportunities that may 

have more impact on their future after completing their studies. Also, many students come to the city 

with the aim of studying only, therefore job and business opportunities in the city may not be a part 

of their concerns at the current stage. The same goes to accommodation and especially because the 

process of finding an accommodation is much easier for students than graduates. 
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In addition, several pieces of previous research have argued that customer satisfaction plays a 

significant role in customer retention in relative to different service related industries, such as, tourism 

and hospitality (Cronin and Taylor, 1992; Choi and Chu, 2001; Sim et.al., 2006). Furthermore, the 

results analysis of this research has also shown that there is a significant positive relationship between 

the students’ satisfaction with Växjö and their retention of the city. However, looking at the collected 

results, the students expressed a high level of satisfaction with Växjö as they apply their current 

experience as students and while studying, and a low level of the city retention as far as the future is 

concerned. 

Besides, the previous literatures indicated that there is a significant negative relationship between 

satisfaction and intention to switch (Rodrigo et al., 2013; Bansal and Taylor 1999; Sim et al., 2006). 

The findings of this research have proved that as well. There is a significant negative relationship 

between the students’ satisfaction with Växjö and their intention to switch. The majority of LNU 

students are satisfied with their current experience in the city of Växjö at the present stage, but they 

showed positive intentions to switch to another place as they take future into account.  

Furthermore, based on the findings of this research, females appeared to be more satisfied with the 

city than males. In addition, Swedish students are more satisfied with the entertainment facilities in 

the city than international students. In regard to job and business opportunities, Social and 

Behavioural Sciences students were significantly more satisfied than Cultural Studies and Social 

Sciences students and Computer Science/IT students. Respondents with Social and Behavioural 

Sciences background showed a higher level of satisfaction with the city than Technology and 

Engineering students. Finally, both Technology and Engineering and Business and Economics 

students are more likely to switch to another city in comparison to Social and Behavioural Sciences 

students. 
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7. Conclusions and theoretical contributions 

The following chapter is outlining the main findings and showing the conclusions which could be 

made from them, and the contributions of this research to the already existing literature. 

Every city has its own branding strategies and every city’s stakeholder groups have different 

perspectives and preferences. The managers of Växjö emphasize on the greenery of the city through 

its slogan, however it seems not to have an effective impact on the group of students who study in it. 

Students tend to pay more attention to the factors that could potentially influence their lives as 

students from one way or another. Factors such as job and business opportunities, accommodation, 

and entertainment facilities proved by far to occupy LNU students’ thoughts more than others, 

however only entertainment facilities were found to be significant predictors of their satisfaction 

when it comes to the city of Växjö. The greater number of LNU students have shown a positive level 

of satisfaction with Växjö. However, the rate of students’ retention of the city is relatively low. 

Besides, the larger number of the students demonstrated positive intentions to switch to another place 

in future, and that reflects their satisfaction with the city at the current stage. 

The existing literature has focused on many factors that influence students’ satisfaction with a place. 

However, by using both qualitative and quantitative methods this research has highlighted the main 

factors that could influence students’ satisfaction with the city they study in. This advantage offered 

by this research could make the process of developing the city brand easier for the city managers to 

include students, as it narrows down the interests of the students to three main factors. This research 

also shows that in the context of students, the relationship between factors such as satisfaction-

retention and satisfaction-intention to switch may vary according to the students’ perspectives and 

insights.  
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8. Limitations, managerial implications, further research 

This chapter comprises a brief section about implications that might be of relevance for the city 

branding industry and the managers of Växjö. In addition, limitations of this study as well as further 

research suggestions are given.  

All studies have limitations and this study has a few limits as well. The results of this research are 

limited to the city of Växjö and cannot be generalized. The time is limited. Also, the collected number 

of responses to the survey is only 84 responses. This may be explained by the timing of which the 

survey was carried out. The online survey was uploaded on the 4th of May 2016, which indicates that 

less than two months was left until the end of the semester. The low frequency of answers was a result 

of the majority of LNU students being occupied with finishing their theses and final research. In 

addition, as using online survey has become so popular among students due to the efficiency it 

provides, a vast number of surveys have been uploaded every day for participants during that period 

on all the online pages related to LNU. Therefore, that lowered the probability of students answering 

the survey.      

This research extends the existing knowledge about city branding and customers’ satisfaction of a 

city. This study provides managerial recommendations for managers of the city of Växjö to be 

informed about the factors that influence students’ satisfaction and decision to stay or leave the city. 

These factors are such as job and business opportunities, accommodation, and entertainment facilities. 

The understanding of the importance of fundamental factors as Satisfaction, Retention, and Intention 

to switch could help the managers of the city build a successful city brand that would involve all the 

stakeholder groups of the city. Perhaps the managers of the city should look into promoting the city 

as a place of opportunities to keep and include students in their branding activities, rather than 

focusing on the greenery part of the city only. Since the entertainment facilities appeared to be the 

most important factor that influence LNU student’s overall satisfaction with Växjö, the managers of 

the city should pay more attention to this side in an attempt to enhance the students’ experience in the 

city while studying and maybe convince them to stay after completing their studies. 

For further research, it is recommended to collect and compare data from different cities in Sweden 

in order to get a bigger picture of the factors that influence students’ satisfaction with the city they 

study in and more results. Besides, collecting data from a larger sample could contribute to a deeper 

analysis and a profound conclusion. 
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Appendix 

Appendix 1. Interview questionnaire 

1. What are the important factors that can influence your satisfaction with Växjö and 

can make you consider staying in it after completing your studies? 

2. Choose the most important factors that you are looking for in this city: 

●    Affordability (living expenses) 

●    Job and business opportunities 

●    Accommodation availability 

●    Greenery and quietness 

●    Good condition for children 

●    Educational services 

●    Shopping services 

●    Public transport services 

●    Entertainment facilities 

●    Health services 

●    Safety and Security 

●    Social contacts with relatives and friends 
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Appendix 2 (Part 1). Interview results  

 

Respondents Question 1 Question 2 

1. Visible development of the city, 

infrastructure 

Job and business opportunities 

Accommodation availability 

Safety and Security 

Educational services 

2. Job opportunities, general costs, 

organization levels, friends and 

relatives in the area 

Affordability (living expenses) 

Job and business opportunities 

Accommodation availability 

Entertainment facilities 

Public transport services 

Social contacts with relatives and friends 

3. Job opportunities, safety level, 

green city 

Job and business opportunities 

Greenery and quietness 

Shopping services 

Entertainment facilities 

4. Salary level, calm life, environment Affordability (living expenses) 

Job and business opportunities 

Entertainment facilities 

5. Job vacancies, safety, affordability Job and business opportunities 

Entertainment facilities 

Good condition for children 

Accommodation availability 

Health services 

6. Job opportunities, shopping 

services, contact with nature 

Accommodation availability 

Job and business opportunities 

Health services 
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Appendix 2 (Part 2). Interview results 

Factors Number of interviewees, who mentioned the factor 

Affordability (living expenses) 2 

Job and business opportunities 6 

Accommodation availability 4 

Greenery and quietness 1 

Good condition for children 1 

Educational services 1 

Shopping services 1 

Public transport services 1 

Entertainment facilities 4 

Health services 2 

Safety and Security 1 

Social contacts with relatives and friends 1 
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Appendix 3. Online survey questionnaire 

Dear participants, 

We are three students from Linnaeus University doing our Master thesis in Marketing. Through this 

survey we want to explore students' satisfaction level with Växjö city during their studies as well as 

their Loyalty, Intent to Switch and Retention to the city. 

The survey will take 510 minutes. All the answers are anonymous. 

NOTE: The survey contains 5points scale questions that might not be displayed fully on your mobile 

phone. Please, make sure that you saw ALL the possible answers before submitting it. 

Kind regards, Anna Belyaeva, Khaled Eleweisi and Valeriia Kozubenko  

 

1. Are you a student at Linnaeus University? * Mark only one oval. 

o   Yes  

o   No 

Job and business opportunities 

Please rate how strongly you agree or disagree with each of the following statements 

(1Strongly disagree, 5Strongly agree). * Mark only one oval. 

2. I am very satisfied with the job and business opportunities in Växjö. 

 

3. I would recommend working in Växjö to others. 

 

4. I think about staying in Växjö to find a job.  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5. Växjö is well suited to my working needs. 

 

Accommodation 

Please rate how strongly you agree or disagree with each of the following statements 

(1Strongly disagree, 5Strongly agree). * Mark only one oval. 

6. I’m satisfied with the process used in selecting an accommodation. 

 

7. I’m satisfied with the accommodation provided for me.  

 

8. I’m satisfied with the effectiveness of my accommodations.   

 

Entertainment facilities 

Please rate how strongly you agree or disagree with each of the following statements 

(1Strongly disagree, 5Strongly agree). * Mark only one oval. 

9. There are many amusing activities in Växjö.   

 

10. Entertainment in Växjö is good and gives lot of choice.  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11. Entertainment in Växjö is excellent.   

 

12 Växjö offers good entertainment and fun activities.   

 

Overall city satisfaction 

Please rate how strongly you agree or disagree with each of the following statements 

(1Strongly disagree, 5Strongly agree). * Mark only one oval. 

13. I did the right thing when I chose Växjö to study in.   

 

14. Växjö meets my expectations.   

 

15. My choice of Växjö to live in while studying is a wise one. 

 

Intention to Switch 

Please rate how strongly you agree or disagree with each of the following statements 

(1Strongly disagree, 5Strongly agree). * Mark only one oval. 

16. I do NOT want to encourage my friends and relatives to come to Växjö. 
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17. I do NOT believe Växjö is the right city for my future stays. 

 

18. I would NOT recommend Växjö to others. 

 

Retention 

Please rate how strongly you agree or disagree with each of the following statements 

(1Strongly disagree, 5Strongly agree). * Mark only one oval. 

19. I feel loyalty towards Växjö. 

 

20. I intend to continue living in Växjö after the graduation.   

 

21. I would rather stay in Växjö than trying to move to a different place. 

 

Untitled section 

Mark only one oval.   

22. What is your gender? 

o   Male 

o   Female 

23. 3. What is your age?  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o   18-25 

o   26-30 

o   31-35 

o   36-40 

o   41-45 

o   45+   

24. Are you a Swedish or an International Student?   

o   International 

o   Swedish   

25. What is your level of studies?   

o   Bachelor  

o   Master  

o   Doctor of Philosophy (PhD) 

o   Other:  ______ 

26. What is your field of study? 

o   Technology and Engineering  

o   Computer Science/IT  

o   Natural Sciences  

o   Business and Economics  

o   Design, Art and Music 

o   Cultural Studies and Social Sciences 

o   Journalism, Information and Communication x 

o   Languages and Culture 
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o   Social and Behavioural Sciences 

o   Other: _____ 
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Appendix 4. SPSS Outcomes 

1. Reliability Statistics 

Case Processing Summary 

 N % 

Cases Valid 84 100,0 

Excludeda 0 ,0 

Total 84 100,0 

a. Listwise deletion based on all variables in the procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

,775 4 

Figure 1. Reliability Statistics | Satisfaction with Job and business opportunities 

Case Processing Summary 

 N % 

Cases Valid 84 100,0 

Excludeda 0 ,0 

Total 84 100,0 

a. Listwise deletion based on all variables in the procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

,755 3 

Figure 2. Reliability Statistics | Satisfaction with Accommodation 

 

Case Processing Summary 

 N % 

Cases Valid 84 100,0 

Excludeda 0 ,0 

Total 84 100,0 

a. Listwise deletion based on all variables in the procedure. 
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Reliability Statistics 

Cronbach's Alpha N of Items 

,928 4 

Figure 3. Reliability Statistics | Satisfaction with Entertainment Facilities 

Case Processing Summary 

 N % 

Cases Valid 84 100,0 

Excludeda 0 ,0 

Total 84 100,0 

a. Listwise deletion based on all variables in the procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

,924 3 

Figure 4 Reliability Statistics | Overall city Satisfaction 

Case Processing Summary 

 N % 

Cases Valid 84 100,0 

Excludeda 0 ,0 

Total 84 100,0 

a. Listwise deletion based on all variables in the procedure. 

Reliability Statistics 

Cronbach's Alpha N of Items 

,850 3 

Figure 5. Reliability Statistics | Retention 

Case Processing Summary 

 N % 

Cases Valid 84 100,0 

Excludeda 0 ,0 

Total 84 100,0 

a. Listwise deletion based on all variables in the procedure. 
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Reliability Statistics 

Cronbach's Alpha N of Items 

,828 3 

Figure 6. Reliability Statistics | Intention to Switch 

2. Validity Analysis 

Correlations 

 

JOBFINA

L 

ACCOMFINA

L 

ENTERFINA

L 

SATFINA

L 

SWITCHFIN

AL 

RETFINA

L 

JOBFINAL Pearson 

Correlation 
1 ,191 ,288** ,265* -,493** ,598** 

Sig. (2-tailed)  ,083 ,008 ,015 ,000 ,000 

N 84 84 84 84 84 84 

ACCOMFINA

L 

Pearson 

Correlation 
,191 1 ,077 ,125 -,133 ,196 

Sig. (2-tailed) ,083  ,485 ,256 ,229 ,075 

N 84 84 84 84 84 84 

ENTERFINAL Pearson 

Correlation 
,288** ,077 1 ,487** -,498** ,257* 

Sig. (2-tailed) ,008 ,485  ,000 ,000 ,018 

N 84 84 84 84 84 84 

SATFINAL Pearson 

Correlation 
,265* ,125 ,487** 1 -,765** ,315** 

Sig. (2-tailed) ,015 ,256 ,000  ,000 ,004 

N 84 84 84 84 84 84 

SWITCHFINA

L 

Pearson 

Correlation 
-,493** -,133 -,498** -,765** 1 -,470** 

Sig. (2-tailed) ,000 ,229 ,000 ,000  ,000 

N 84 84 84 84 84 84 

RETFINAL Pearson 

Correlation 
,598** ,196 ,257* ,315** -,470** 1 

Sig. (2-tailed) ,000 ,075 ,018 ,004 ,000  

N 84 84 84 84 84 84 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

Figure 7. Pearson Correlation Coefficients | SPSS Output  
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3. Descriptive Statistics 

 

 N Minimum Maximum Mean Std. Deviation 

JOBFINAL 84 1 5 2,60 ,795 

ACCOMFINAL 84 1 5 2,96 ,905 

ENTFINAL 84 1 5 2,56 ,936 

SATFINAL 84 1 5 3,76 1,011 

RETFINAL 84 1 5 2,56 1,105 

SWITCHFINAL 84 1 5 2,89 1,047 

Valid N (listwise) 84     

Figure 8. Descriptive Statistics 

4. Frequency distribution 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 2 2,4 2,4 2,4 

1 6 7,1 7,1 9,5 

2 3 3,6 3,6 13,1 

2 4 4,8 4,8 17,9 

2 5 6,0 6,0 23,8 

2 12 14,3 14,3 38,1 

3 16 19,0 19,0 57,1 

3 4 4,8 4,8 61,9 

3 10 11,9 11,9 73,8 

3 5 6,0 6,0 79,8 

4 9 10,7 10,7 90,5 

4 3 3,6 3,6 94,0 

4 4 4,8 4,8 98,8 

5 1 1,2 1,2 100,0 

Total 84 100,0 100,0  

Figure 9. Frequency distribution | Satisfaction with Job and Business opportunities 
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 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 4 4,8 4,8 4,8 

1 4 4,8 4,8 9,5 

2 2 2,4 2,4 11,9 

2 6 7,1 7,1 19,0 

2 7 8,3 8,3 27,4 

3 9 10,7 10,7 38,1 

3 16 19,0 19,0 57,1 

3 10 11,9 11,9 69,0 

4 12 14,3 14,3 83,3 

4 9 10,7 10,7 94,0 

4 2 2,4 2,4 96,4 

5 3 3,6 3,6 100,0 

Total 84 100,0 100,0  

Figure 10. Frequency distribution | Satisfaction with Accommodation 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 5 6,0 6,0 6,0 

1 4 4,8 4,8 10,7 

2 3 3,6 3,6 14,3 

2 6 7,1 7,1 21,4 

2 9 10,7 10,7 32,1 

2 14 16,7 16,7 48,8 

3 12 14,3 14,3 63,1 

3 3 3,6 3,6 66,7 

3 7 8,3 8,3 75,0 

3 2 2,4 2,4 77,4 

4 7 8,3 8,3 85,7 

4 3 3,6 3,6 89,3 

4 3 3,6 3,6 92,9 

4 3 3,6 3,6 96,4 

5 1 1,2 1,2 97,6 

5 1 1,2 1,2 98,8 

5 1 1,2 1,2 100,0 

Total 84 100,0 100,0  

Figure 11. Frequency distribution | Satisfaction with Entertainment Facilities 
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 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 1 1,2 1,2 1,2 

1 2 2,4 2,4 3,6 

2 4 4,8 4,8 8,3 

2 4 4,8 4,8 13,1 

3 4 4,8 4,8 17,9 

3 8 9,5 9,5 27,4 

3 6 7,1 7,1 34,5 

4 8 9,5 9,5 44,0 

4 18 21,4 21,4 65,5 

4 7 8,3 8,3 73,8 

5 4 4,8 4,8 78,6 

5 18 21,4 21,4 100,0 

Total 84 100,0 100,0  

Figure 12. Frequency distribution | Overall city Satisfaction 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 11 13,1 13,1 13,1 

1 6 7,1 7,1 20,2 

2 5 6,0 6,0 26,2 

2 12 14,3 14,3 40,5 

2 13 15,5 15,5 56,0 

3 7 8,3 8,3 64,3 

3 5 6,0 6,0 70,2 

3 4 4,8 4,8 75,0 

4 6 7,1 7,1 82,1 

4 7 8,3 8,3 90,5 

4 4 4,8 4,8 95,2 

5 3 3,6 3,6 98,8 

5 1 1,2 1,2 100,0 

Total 84 100,0 100,0  

Figure 13. Frequency distribution | Retention 
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 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 5 6,0 6,0 6,0 

1 4 4,8 4,8 10,7 

2 8 9,5 9,5 20,2 

2 4 4,8 4,8 25,0 

2 10 11,9 11,9 36,9 

3 7 8,3 8,3 45,2 

3 11 13,1 13,1 58,3 

3 10 11,9 11,9 70,2 

4 8 9,5 9,5 79,8 

4 8 9,5 9,5 89,3 

4 4 4,8 4,8 94,0 

5 2 2,4 2,4 96,4 

5 3 3,6 3,6 100,0 

Total 84 100,0 100,0  

Figure 14. Frequency distribution | Intention to Switch 

 

5. Linear regression 

 

Model Summary 

Mode

l R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 ,392a ,154 ,099 ,95918 ,154 2,833 5 78 ,021 

2 ,579b ,336 ,265 ,86668 ,182 6,847 3 75 ,000 

a. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT 

b. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT, ACCOMFINAL, JOBFINAL, ENTERFINAL 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 13,031 5 2,606 2,833 ,021b 

Residual 71,763 78 ,920   

Total 84,794 83    

2 Regression 28,459 8 3,557 4,736 ,000c 

Residual 56,335 75 ,751   

Total 84,794 83    

a. Dependent Variable: SATFINAL 

b. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT 

c. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT, ACCOMFINAL, JOBFINAL, 

ENTERFINAL 
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Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,692 ,613  4,391 ,000 

GENDER ,253 ,230 ,126 1,100 ,275 

AGE ,014 ,151 ,009 ,090 ,928 

NAT ,120 ,253 ,057 ,472 ,638 

LEVEL -,024 ,213 -,013 -,112 ,911 

FIELD ,128 ,053 ,294 2,434 ,017 

2 (Constant) 1,457 ,664  2,196 ,031 

GENDER ,243 ,213 ,121 1,138 ,259 

AGE ,031 ,137 ,022 ,229 ,819 

NAT -,055 ,236 -,026 -,231 ,818 

LEVEL -,082 ,194 -,044 -,421 ,675 

FIELD ,094 ,049 ,215 1,902 ,061 

JOBFINAL ,179 ,131 ,141 1,364 ,177 

ACCOMFINAL ,071 ,109 ,063 ,649 ,518 

ENTERFINAL ,400 ,117 ,371 3,428 ,001 

a. Dependent Variable: SATFINAL 

Figure 15. Linear regression | Satisfaction with Job and Business opportunities, Accommodation 

and Entertainment Facilities – Overall city Satisfaction. 

 
 

Model Summary 

Mod

el R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 ,278a ,077 ,018 1,09517 ,077 1,303 5 78 ,271 

2 ,397b ,158 ,092 1,05301 ,081 7,372 1 77 ,008 

a. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT 

b. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT, SATFINAL 

 

 

 

 

 
 

ANOVAa 
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Model Sum of Squares df Mean Square F Sig. 

1 Regression 7,815 5 1,563 1,303 ,271b 

Residual 93,554 78 1,199   

Total 101,369 83    

2 Regression 15,990 6 2,665 2,403 ,035c 

Residual 85,379 77 1,109   

Total 101,369 83    

a. Dependent Variable: RETFINAL 

b. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT 

c. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT, SATFINAL 

 
 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1,089 ,700  1,556 ,124 

GENDER ,229 ,263 ,104 ,872 ,386 

AGE ,303 ,172 ,193 1,761 ,082 

NAT ,148 ,289 ,064 ,511 ,610 

LEVEL ,236 ,243 ,116 ,971 ,334 

FIELD ,034 ,060 ,071 ,562 ,576 

2 (Constant) ,180 ,751  ,240 ,811 

GENDER ,144 ,255 ,065 ,564 ,574 

AGE ,298 ,165 ,190 1,804 ,075 

NAT ,108 ,279 ,047 ,386 ,700 

LEVEL ,244 ,234 ,120 1,044 ,300 

FIELD -,010 ,060 -,020 -,158 ,875 

SATFINAL ,338 ,124 ,309 2,715 ,008 

a. Dependent Variable: RETFINAL 

Figure 16. Linear regression | Overall city Satisfaction - Retention 

 

Model Summary 

Mode

l R 

R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 ,325a ,106 ,048 1,02102 ,106 1,844 5 78 ,114 

2 ,776b ,602 ,571 ,68560 ,496 95,990 1 77 ,000 

a. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT 

b. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT, SATFINAL 
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ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 9,612 5 1,922 1,844 ,114b 

Residual 81,313 78 1,042   

Total 90,925 83    

2 Regression 54,731 6 9,122 19,406 ,000c 

Residual 36,193 77 ,470   

Total 90,925 83    

a. Dependent Variable: SWITCHFINAL 

b. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT 

c. Predictors: (Constant), FIELD, AGE, LEVEL, GENDER, NAT, SATFINAL 

 
 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3,333 ,652  5,109 ,000 

GENDER -,063 ,245 -,030 -,258 ,797 

AGE ,087 ,160 ,058 ,541 ,590 

NAT -,207 ,270 -,095 -,767 ,445 

LEVEL ,152 ,227 ,079 ,670 ,505 

FIELD -,099 ,056 -,220 -1,767 ,081 

2 (Constant) 5,468 ,489  11,175 ,000 

GENDER ,138 ,166 ,066 ,831 ,409 

AGE ,098 ,108 ,066 ,906 ,368 

NAT -,112 ,181 -,051 -,618 ,538 

LEVEL ,133 ,152 ,069 ,873 ,385 

FIELD ,003 ,039 ,006 ,066 ,947 

SATFINAL -,793 ,081 -,766 -9,797 ,000 

a. Dependent Variable: SWITCHFINAL 

Figure 17. Linear regression | Overall city Satisfaction – Intention to Switch 
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6. Outcomes of T-test and ANOVA test 

Group Statistics 

 
GENDER N Mean Std. Deviation Std. Error Mean 

SATFINAL Male 43 3,5116 1,06246 ,16202 

Female 41 4,0244 ,89253 ,13939 

Independent Samples Test 

 

Levene's Test for 

Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Differenc

e 

Std. 

Error 

Differenc

e 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

SATFI

NAL 

Equal variances 

assumed 
1,996 ,161 

-

2,389 
82 ,019 -,51276 ,21462 -,93972 -,08581 

Equal variances 

not assumed 
  

-

2,399 

80,73

9 
,019 -,51276 ,21373 -,93804 -,08748 

Figure 18. Independent Samples T-Test | Gender – Overall city Satisfaction 

 

Group Statistics 

 
NAT N Mean Std. Deviation Std. Error Mean 

ENTERFINAL International 55 2,3545 ,90611 ,12218 

Swedish 29 2,9483 ,87978 ,16337 

Independent Samples Test 

 

Levene's Test for 

Equality of 

Variances t-test for Equality of Means 

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Differenc

e 

Std. 

Error 

Differenc

e 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

ENTER

FINAL 

Equal variances 

assumed 
,495 ,484 

-

2,884 
82 ,005 -,59373 ,20590 -1,00333 -,18413 

Equal variances 

not assumed 
  

-

2,910 

58,57

9 
,005 -,59373 ,20401 -1,00201 -,18545 

Figure 19. Independent Samples T-Test | Nationality – Satisfaction with Entertainment Facilities 
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ANOVA 

 Sum of Squares df Mean Square F Sig. 

JOBFINAL Between Groups 12,382 7 1,769 3,350 ,004 

Within Groups 40,133 76 ,528   

Total 52,515 83    

ACCOMFINAL Between Groups 8,694 7 1,242 1,592 ,151 

Within Groups 59,310 76 ,780   

Total 68,004 83    

ENTERFINAL Between Groups 8,695 7 1,242 1,475 ,189 

Within Groups 64,008 76 ,842   

Total 72,702 83    

SATFINAL Between Groups 17,733 7 2,533 2,871 ,010 

Within Groups 67,061 76 ,882   

Total 84,794 83    

RETFINAL Between Groups 12,086 7 1,727 1,470 ,191 

Within Groups 89,283 76 1,175   

Total 101,369 83    

SWITCHFINAL Between Groups 15,074 7 2,153 2,158 ,047 

Within Groups 75,851 76 ,998   

Total 90,925 83    

 

Descriptives 

 

 N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimu

m 

Maxim

um 

Lower 

Bound 

Upper 

Bound 

JOBFINAL Technology and 

Engineering 
7 3,0357 ,56695 ,21429 2,5114 3,5601 2,50 4,00 

Computer 

Science/IT 
16 2,9063 ,85086 ,21271 2,4529 3,3596 1,25 4,00 

Business and 

Economics 
39 2,3974 ,68518 ,10972 2,1753 2,6195 1,00 3,75 

Design, Art and 

Music 
2 2,3750 1,59099 

1,1250

0 
-11,9195 16,6695 1,25 3,50 

Cultural Studies 

and Social 

Sciences 

6 1,7917 ,79713 ,32543 ,9551 2,6282 1,00 3,00 

Languages and 

Culture 
8 2,7500 ,44320 ,15670 2,3795 3,1205 2,25 3,50 
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Social and 

Behavioural 

Sciences 

4 3,5625 ,87500 ,43750 2,1702 4,9548 2,50 4,50 

Other 2 2,7500 ,35355 ,25000 -,4266 5,9266 2,50 3,00 

Total 84 2,6012 ,79543 ,08679 2,4286 2,7738 1,00 4,50 

SATFINAL Technology and 

Engineering 
7 2,7619 1,01314 ,38293 1,8249 3,6989 1,00 4,00 

Computer 

Science/IT 
16 3,8333 ,91894 ,22973 3,3437 4,3230 2,00 5,00 

Business and 

Economics 
39 3,6068 1,02276 ,16377 3,2753 3,9384 1,33 5,00 

Design, Art and 

Music 
2 3,8333 1,64992 

1,1666

7 
-10,9906 18,6572 2,67 5,00 

Cultural Studies 

and Social 

Sciences 

6 4,0000 ,55777 ,22771 3,4147 4,5853 3,00 4,67 

Languages and 

Culture 
8 4,2083 ,75462 ,26680 3,5775 4,8392 2,67 5,00 

Social and 

Behavioural 

Sciences 

4 5,0000 ,00000 ,00000 5,0000 5,0000 5,00 5,00 

Other 2 4,6667 ,47140 ,33333 ,4313 8,9021 4,33 5,00 

Total 84 3,7619 1,01075 ,11028 3,5426 3,9813 1,00 5,00 

SWITCHFI

NAL 

Technology and 

Engineering 
7 3,4762 ,89974 ,34007 2,6441 4,3083 2,33 5,00 

Computer 

Science/IT 
16 2,8333 ,90267 ,22567 2,3523 3,3143 1,67 4,33 

Business and 

Economics 
39 3,0684 1,01503 ,16254 2,7393 3,3974 1,00 5,00 

Design, Art and 

Music 
2 2,5000 2,12132 

1,5000

0 
-16,5593 21,5593 1,00 4,00 

Cultural Studies 

and Social 

Sciences 

6 3,1111 ,95839 ,39126 2,1053 4,1169 1,33 4,00 

Languages and 

Culture 
8 2,4167 1,15126 ,40703 1,4542 3,3791 1,00 4,33 

Social and 

Behavioural 

Sciences 

4 1,4167 ,63099 ,31549 ,4126 2,4207 1,00 2,33 

Other 2 2,5000 ,23570 ,16667 ,3823 4,6177 2,33 2,67 

Total 84 2,8929 1,04665 ,11420 2,6657 3,1200 1,00 5,00 

Figure 20. ANOVA Test | Field of studies – Satisfaction with Job and Business opportunities, 

Overall city Satisfaction, Intention to Switch 
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Appendix 5. Additional findings  

 

 № of items Mean St.Deviation 

Satisfaction with Job and Business opportunities 4 2.6 0.795 

Satisfaction with Accommodation 3 2.96 0.905 

Satisfaction with Entertainment Facilities 4 2.56 0.936 

Overall city Satisfaction 3 3.76 1.011 

Retention 3 2.56 1.105 

Intention to Switch 3 2.89 1.047 

Table 9. Descriptive Statistics (Owned by authors) 

 

 Mean (score) ≤3, % Mean (score) >3, % 

Satisfaction with  Job and Business opportunities 57.1 42.9 

Satisfaction with Accommodation 38.1 61.9 

Satisfaction with Entertainment Facilities 63.1 36.9 

Overall city Satisfaction 17.9 82.1 

Retention 64.3 35.7 

Intention to Switch 45.2 54.8 

Table 10. Mean scores (Owned by authors) 

 

 Mean 

Males 3,51 

Females 4,02 

Total 3,76 

Table 11. Mean results from ANOVA test for Gender/Overall city Satisfaction (Owned by authors) 

 

 Mean 

International 2,35 

Swedish 2,95 

Total 2,56 

Table 12. Mean results from ANOVA test for Nationality/ Satisfaction with Entertainment 

Facilities (Owned by authors) 
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Appendix 5. Additional findings  

Dependent list  Factors Mean 

Job Computer Science/IT 2.91 

  Cultural Studies and Social Sciences 1.79 

  Social and Behavioural Sciences 3.56 

Satisfaction Technology and Engineering 2.76 

  Social and Behavioural Sciences 5 

Intention to Switch Technology and Engineering 3.48 

  Business and Economics 3.07 

  Social and Behavioural Sciences 1.42 

Table 13. Mean results from ANOVA test for Field of Studies/Job, Satisfaction and Intention to 

Switch (Owned by authors)  
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