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Abstract 
Background: It has become easy for tourists to visit different countries and cities for 
vacation due to the globalized world one live in today. Because of the consumers desire to 
travel and the tough competition among cities, emphasis have been put on city branding with 
the aim of making a consumer chose a specific city to visit instead of competing ones. In 
order to create a strong city brand it is important to look at the tourists’ expectations of a city, 
to get an understanding of what is expected from the consumer and what a city brand should 
work on in order to get satisfied visitors.  
Purpose: The purpose of this study is to explain what attributes of a city brand that impact 
the overall expectation of a potential consumer.  
Methodology: This is a quantitative study analyzing the 313 answers of conducted 
questionnaire. The authors have used both a simple and a multiple linear regression to test 
seven different hypotheses.   
Conclusion: This research shows that there are six attributes that has a positive impact, these 
six can explain 77,7% of the overall expectations towards a city brand of a consumer. These 
attributes are; infrastructure, attraction, uniqueness, expected enjoyment, value for money 
and word-of-mouth. Expected enjoyment and value for money were the most important 
attributes when people decide on a trip. 
Key Words: City branding, destination branding, place branding, expectations, tourism.  
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1. Introduction 
This introductory chapter gives the reader a background to the topic of city branding. The 
problem discussion gives a problematization of the phenomenon and an explanation of the 
relevance of this study. The purpose of this study is presented in the end of this chapter. 
1.1 Background 
Traveling has increased rapidly during the 21st century due to globalization (Nallathiga, 
2011), and along with this the interest for tourism has grown (Dinnie, 2011). Dinnie (2011) 
argues that the increased popularity for traveling to different cities is a result of the great 
access to low cost flights and the Internet. Today, half of the European tourists are easily 
arranging their trip on their own through the usage of the Internet, and the numbers of 
different travel destinations available for the traveler are extensive (Dinnie, 2011). Statistics 
show that the residents within Europe in 2014 spent around 2.6 billion nights abroad in the 
purpose of tourism and in the same year around 581 million international tourists visited 
Europe (Statista, 2014). According to Dinnie (2011) there is also a lot of money spent on 
traveling, it is estimated that around 6.5 trillion U.S. dollars is spent on travels worldwide 
every year (Statista, 2016). The result of globalization and the possibility for people to travel 
have created competition not only among countries; cities have also started to compete 
against each other in order to attract tourists (Dinne, 2011; Nallathiga, 2011). Therefore, it is 
not only important to brand a product or service, but even cities (Armstrong et al., 2012). 
Branding, which is a part of marketing (Armstrong et al., 2012), has the aim of making 
consumers chose a specific product and service instead of competing ones (Rosenbaum-
Elliott et al., 2011). Due to consumers’ desire to travel and the tough competition among 
cities, emphasis have been put on city branding (Lucarelli and Berg, 2011). Even city 
marketing has been in focus for the last couple of years and rather many studies have been 
done within this research field (Lucarelli and Berg, 2011).  
City marketing, which is a part of city branding, is according to Smyth (1994) the process of 
promoting a city in order to encourage tourism, attract new residents and companies to the 
city. He argues, that another crucial part of city marketing is the aim of developing new 
landmarks and improve buildings and structures. City marketing even plays an important 
economic role for the whole nation since a strong city can generate investments to the 
country, which will strengthen the nation (Dinnie, 2011; Rondinelli et al., 1998). 
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The concept of branding in relation to destinations, places and cities is still rather new. 
Therefore there are some confusion within this area, as a result many different concepts are 
used to describe the same phenomena (Chen, 2012; Gilboa et al. 2015; Kavaratzis 2004; 
Moilanen and Rainsisto, 2009; Nallathiga, 2011; Zenker and Braun, 2010). In city branding 
one promote the city's tangible and intangible attributes, meaning that one is promoting the 
attributes and characteristics of the city (Gilboa et al. 2015; Nallathiga, 2011). In place 
branding Chen (2012) and Zenker and Braun (2010) explain that it is an attempt to 
communicate what is unique for the place by defining and promote its characteristics. As one 
can see, these concepts are closely related and it is hard to define a distinct difference. Cities 
and tourism destinations are according to Moilanen and Rainisto (2009) also two overlapping 
concepts where destinations could be seen as cities and vice versa. 
Branding through the creation of social and emotional values is a way to differentiate a 
certain city from all the available cities in the world and create a unique place that people 
wants to visit (Kotler and Gertner, 2002). Tayebi (2006) argues that cities are competing to 
get awareness from future tourists. He further states that cities are striving to be ranked as the 
best places to visit, invest and to live in and this could be done through creating a strong city 
brand. To create a strong city brand, the brand should be built on the city's inherent strengths 
(Nallathiga, 2011). Parkerson and Saunders (2005) argue that the aim of city branding is to 
increase the number of tourists of the city through improving the city's attractiveness, 
energize business investments and increase the number of people living in the city. When this 
is made successfully it will result in strong associations in the tourists' mind and when a city's 
name is mention they will immediately connect it with different characteristics of the city 
(Kavaratzis, 2004). Furthermore Kavaratzis (2004) states that these associations created in 
the tourists' minds are created through the usage of city branding. New York, Paris and Hong 
Kong are examples of cities that have succeeded with the task of creating a strong brand and 
association in the mind of the consumer (Salman, 2008). They have manage to brand the city, 
hence promote the cities tangible and intangible attributes in a good manner and have manage 
to attract tourists from all around the world (Gilboa et al., 2015).  
1.2 Problem Discussion  
Thousands of cities all over the world have since the end of the 20th century been focusing on 
city branding (Moilanen, 2015). Branding a city has been shown to be a more challenging 
process than branding products, since a place tend to be more complex and containing a 
larger group of stakeholders, target markets and consumer segments (Dinnie, 2011; Kemp et 
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al., 2012; Pike, 2009). When branding a city one has to start with the city image (Gilboa et 
al., 2015), an image that is based on a consumer’s expectations towards an object Grönroos, 
2007; Kotler et al., 1993), for example a city (Gilboa et al., 2015). If a city has a positive 
image, it will result in the attraction of more tourists (Gilboa et al., 2015).  
In order for a city to get a positive image, the tourism industry needs to target the tourists’ 
expectations, and then deliver the service accordingly (Atilgan et al., 2003). Kandampully 
(2000) argues that tourism can be seen as a service business and that service packaging in 
tourism will provide firms to project a clear message to the prospective consumer. He argues 
that, providing a superior service will affect consumers’ loyalty, word-of-mouth (WOM) and 
image of the city. It also gives the tourism organization a variety of options to enhance the 
quality of the stay and service offering (Kandampully, 2000). This goes back to how 
expectations play a key role in the perceived quality of a service, which relate to the 
satisfaction of the consumer (Grönroos, 2007) and satisfaction is highly influenced by 
expectations concerning all aspects of the attributes and the quality (Solomon et al., 2013). 
To gain knowledge about the overall perspective within the field of city branding and what 
has been proven to be important attributes one has to go to the studies regarding tourists' 
experiences.       
To understand what attributes that have an influence on the tourist is to investigate the 
experience and image of a city from previous studies, which has been done through the 
creation of an experience scale (Byon and Zhang, 2010; Gilboa et al., 2015). Byon and Zhang 
(2010) found through their extensive research that infrastructure, attractions, value for 
money, and enjoyment were the factors that are the most influential of a tourist's experience. 
Gilboa et al. (2015) found that three of their important attributes; caring, security and tourism 
and recreation, which they argued corresponded well with Byon and Zang (2015) attributes of 
infrastructure and attraction. Another interesting attribute Gilboa et al. (2015) found was 
uniqueness, which is both tangible and intangible. Both Gilboa et al. (2015) and Qu et al. 
(2011) argue that there is a need for diversity and uniqueness in the experience.  
Looking at the studies regarding expectations Wang et al. (2015) investigated the 
expectations formation from both a cognitive and affective perspective and found that WOM 
and marketing communication were two main attributes that influenced the participants. This 
is also supported by Grönroos (2007), who argues that these attributes are important for the 
expectations of a service. Another study regarding the expectations in tourism is a case study 
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of cultural tourism in Havana, Cuba (Kline et al., 2016). This study investigated the 
correlation between the expectations and the actual experience, however the study only 
included different cultural experiences (Kline et al., 2015). Additionally there is another 
study made within the field of tourist's expectations by Ye and Tussyadiah (2011). They 
investigated how visual imagery in the communication had an impact on the expectations of 
potential tourists, and established that the communication is depended on the target group in 
order to generate the expectations. All these different studies contribute with something to the 
field of city branding and how to work with the expectations of potential tourists. As 
mentioned earlier in this paragraph Wang et al. (2015) made a study with focus on the 
attributes of WOM and marketing communication, while the study by Kline et al. (2016) 
focused on the cultural attribute. Both of these studies argue for the importance of further 
research concerning expectations, since it would result in new insights within this research 
field. Wang et al. (2015) also suggest for further researches to include more attributes when 
studying the tourists’ formation of expectation importance, since their study is limited in that 
aspect. The attributes mention above are measurements from an experienced perspective, still 
as of right now these attributes have not been tested in the regard of expectations of a city 
brand. Gilboa et al (2015), further emphasize that there is a need for further investigation 
regarding the potential outcome of satisfaction and the intentions of a tourist. Therefore one 
can see that there is a gap concerning the overall expectations of the tourist  
One wants satisfied consumers since it will influence future behavioral intentions when going 
on vacation (Solomon et al., 2013). Therefore to get satisfied customers, the customers’ 
expectations need to be fulfilled through the experience (Grönroos, 2007). Both Grönroos 
(2007) and Kline et al. (2016), emphasize that the expectations a tourist holds towards a 
service or city and its brand is of importance since it can be a good way to discover if the city 
is branded in the way it wants to be and impact the consumers perception of an experience. 
As of today studies have been looking into how different attributes have different importance 
to the tourists' experience (Byon and Zhang, 2010; Gilboa et al., 2015; Qu et al., 2011), 
though less focus have been put on the overall expectation (Kline et al., 2016; Wang et al., 
2015), which is the combination of different expectancy attributes (Rosenbaum-Elliot et al., 
2011). There are suggestions from previous studies to make a further investigation on how 
different attributes, combined, influence the visitor’s expectation of a city brand (Kline et al., 
2016; Li et al., 2011; Wang et al., 2015).  
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1.3 Purpose  
The purpose of this study is to explain what attributes of a city brand that impact the overall 
expectation of a potential consumer.  
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2. Literature Review 
In this chapter the authors dig deeper into each attribute presented earlier in the problem 
discussion. The literature review starts with an overview of the overall expectations and then 
move forward to the seven attributes; infrastructure, attractions, uniqueness, expected 
enjoyment, value for money, word-of-mouth and marketing communication (Byon and Zhang, 
2010; Gilboa et al., 2015; Qu et al., 2011; Wang et al., 2015). Each of the seven attributes is 
made into a concept and for each concept a hypothesis is formulated. In the end of this 
chapter the conceptual model for the study is presented.   
2.1 Overall Expectation  
In a brand image Grönroos (2007) argues that the expectations is particularly important, 
expectations play a crucial role in the perceived quality of a service which relate to the 
satisfaction of the consumer. It is important to stress that expectations in the consumer’s mind 
are made prior to the actual experience (Olson and Dover, 1979). The more information the 
consumer has, the clearer the expectation will be (Zeithaml et al., 1993). Solomon et al. 
(2013) argue that when it comes to expectations it is important to understand that is not only 
about the function of the product/service, but also about the hedonic performance of it. 
Hirschman and Holbrook (1982) and Jones et al. (2006) explain that hedonic consumption 
reflects an emotional and psychological aspect of shopping. Hedonic consumption is when 
the consumer wants more than just the simple product or service, they want more meaning in 
their consumption, they want to have what they desire to be real (Hirschman and Holbrook, 
1982). This means that satisfaction is highly influenced by these hedonic expectations 
concerning all aspects of the attributes and the quality (Solomon et al., 2013). According to 
Rosenbaum-Elliot et al. (2011) people have expectations towards different attributes within a 
product/service or a brand. They argue that combining the expectations of the different 
attributes and its importance influence the overall expectation of the brand and its position in 
the consumers mind.  
2.2 Infrastructure  
When it comes to city branding and what seems to be important for a consumers’ experience 
there are some tangible attributes that stands out. Tangible attributes are according to Zenker 
(2011) and Qu et al. (2011) physical sites, places or institutions in a city. Infrastructure which 
is a tangible attribute was a part of both Byon and Zang (2010) and Gilboa et al. (2015) 
studies and they emphasize the importance of a functioning infrastructure, such as; roads, 
airports, accommodations, safety and a good network of tourist information for a satisfactory 
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experience of the consumer. When it comes to infrastructure and city branding it was clear 
already in the 1960s’ that it was an important part of it. Lynch (1960) explained it as paths 
that could be the different traveling channels such as streets and trails which is one of the 
main aspects that helps to create the city image. 
Previous studies have noticed the importance of infrastructure in relation to choice of 
vacation (Fakeye and Crompton, 1991; Beerli and Martin, 2004; Bitmonte et al., 2016; 
Martin and Bosque, 2008). Fakeye and Crompton (1991) saw that infrastructure was related 
to the length of the stay, both first-timers and repeaters stay longer with good infrastructure. 
Bitmonte et al. (2016) argue that infrastructure is a major component of destination 
competitiveness and that infrastructure in the mean of transportation needs to be easy, cheap, 
comfortable and fast. Also, the infrastructure needs to be accessible and the ground 
connections to regional airports need to be efficient for tourism development. Martin and 
Bosque (2008) concluded that infrastructure plays a part in the image formation of a 
destination since it has an impact on the cognitive structure of the destination. Additionally, 
Wang et al. (2015) concluded in their study that infrastructure was one out of two dominant 
factors when it comes to the expectations and the cognitive image of a destination making it 
important in the evaluation process prior to the experience.  
Infrastructure seems to play a crucial role both practical (Bitmonte et al., 2016) and in a 
cognitive way, both before and after an experience (Martin and Bosque, 2008; Wang et al., 
2015). According to Grönroos (2007) it is important to consider the expectations of service in 
order to give the consumer a positive experience and hence satisfy the consumer. 
Furthermore, in the scales developed by Byon and Zang (2010) and Gilboa et al. (2015), 
infrastructure was one of the main positive attribute which impact the overall experience and 
therefore the importance of infrastructure will be a concept tested towards the overall 
expectation of a city brand.   

H1: The perceived importance of a city’s infrastructure has a positive impact 
on the overall expectations of a city  

2.3 Attraction 
Attraction is, as well as infrastructure, an actual physical attribute of a city, which in 
accordance with Zenker and Braun (2010) and Qu et al. (2011) is a tangible attribute that 
could contain historical sites, beaches and other physical objects specific to the city. Lynch 
(1960) described it as landmarks, which could be buildings, signs, sculptures or even trees 
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that are symbols for a city. Attraction was also a part of both Byon and Zang (2010) and 
Gilboa et al. (2015) studies and they both argue that it is important for the experience.  
In the study by Fakeye and Crompton (1991), attraction was as well as the infrastructure 
related to the length of the stay. Both first-timer travelers and repeaters stay longer with 
satisfactory attractions. In both Li et al. (2011) and Wang et al. (2016) the tourists thought 
that it was important with good attractions. Attractions could be both historical sites and good 
shopping venues (Li et al., 2011), however, attractions are also important from a cognitive 
perspective (Wang et al., 2016). Wang et al. (2016) argue that there is a need for both must 
see attractions and novel feature attractions to get a favorable cognitive image.  Kline et al. 
(2016) saw that there were specific expectations on different attractions and that those 
expectations need to be meet by the actual experience. Some attractions that had a high 
importance were sporting events, local shopping, special events, the ocean, historical sight 
and authentic cafes and restaurants (Kline et al., 2016). When it comes to the imagery of a 
destination Ye and Tussyadiah (2011) found that attractions play an important role to present 
the right feeling. They found that for example historic and cultural aspects of the city, 
shopping, nightlife and an energetic city, and the diversity in the dining environment had an 
impact on the recipient of the image.  
Attractions seem to have a positive impact when it comes to a city brand and the image of a 
destination. Both Byon and Zang (2010) and Gilboa et al. (2015) together with Fakeye and 
Crompton (1991) argue that it is important for the overall experience. It also seems to be 
important for the overall expectations (Kline et al., 2016; Li et al., 2011; Wang et al., 2016; 
Ye and Tussyadiah, 2011). Therefore the concept of attraction will be tested towards the 
overall expectation of city brand.  

H2: The perceived importance of a city’s attractions has a positive impact on 
the overall expectations of a city 

2.4 Uniqueness 
The next set of attributes that are in the model are less tangible then the previous ones. For a 
positive experience there seems to be a need for something more than physical attributes. 
Previous studies are discussing the importance of diversity, uniqueness, and positive surprises 
(Gilboa et al., 2015; Hosany et al., 2015; Qu et al., 2011). Gilboa et al. (2015) and Qu et al. 
(2011) argue for the importance of diversity and uniqueness of the city for the positive 
experience.  Blain et al. (2005) and Pike (2009) confirm this by arguing that the city branding 
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should emphasize a unique and differential image from competing cities. They say that city 
branding should communicate the things that are uniquely associated with the city. Both 
Klein et al. (2016) and Ye and Tussyadiah (2011) emphasize the importance of showing the 
unique destination features in the communication in order to attract the consumers. Ye and 
Tussyadiah (2011) also connect this back to the previous construct attraction and argue that 
in visual imagery the uniqueness and localized attractions and products are important. This 
means that the uniqueness can be seen as both the originality and feeling of the city, but also 
the unique buildings and historical sights one might discover (Klein et al., 2016; Ye and 
Tussyadiah, 2011). The positive surprise was in Hosany et al. (2015) measured through 
amazement, astonishment, fascination, inspiration and surprise, which are closely related to 
the uniqueness of something.  
Looking at traveling as a service it is almost impossible not to examine the uniqueness. Both 
Armstrong et al. (2012) and Grönroos (2007) argue that every service is unique for the 
consumer. These authors make it clear that uniqueness has a positive impact on both the 
already experienced cities (Gilboa et al., 2015; Hosany et al., 2015; Qu et al. 2011) and it has 
a positive impact on the expectations one has on the experience (Klein et al. 2016; Ye and 
Tussyadiah, 2011).  Therefore uniqueness will be a concept that will be tested towards the 
overall expectation of city brand.  

H3: The perceived importance of a city’s uniqueness has a positive impact on 
the overall expectations of a city  

2.5 Expected Enjoyment 
Emotions are something that have an impact on the experience of a tourist (Byon and Zang, 
2010; Hosany et al., 2015; Qu et al., 2011). Both Byon and Zang (2010) and Qu et al. (2011) 
argue that joy and enjoyment have an impact on the experience. In Byon and Zang (2010) the 
affective and intangible factors pleasure and enjoyment were combined in the study since it 
has been proven to be closely related in previous studies (Baloglu and McCleary, 1999; Lee 
et al., 2005). The three variables in the affective domain; good, pleasant, and nice can be seen 
as a unidimensional of affect (Baloglu and McCleary, 1999; Lee et al., 2005).  Hosany et al. 
(2015) argue that there is a need for affection, which is a positive feeling towards the city. 
They found that the emotional responses from an experience influences decisions to purchase 
a tourism experience and leisure service (Chuang 2007; Goossens 2000; Kwonrtnik and Ross, 
2007). Hosany and Gilbert (2010), created the destination emotional scale (DES), as 
mentioned in the problem discussion and it has the dimension of joy, love and positive 
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surprise. They limited the DES to only capture the positive emotions since a vacation is 
characterized as a set of positive experiential processes (Nawijn, 2011). Hosany et al. (2015), 
tested these dimensions and could distinguish an overwhelming support for the validity of the 
DES in an experience of a tourist. Tourists seek enjoyment in their experience according to 
Malone et al. (2014) and they argue that this is closely related to hedonic consumption. 
Hirschman and Holbrook (1982), argue that hedonic consumption often can be seen as an 
imaginative creation of reality, meaning, not what a consumer knows to be real but rather 
what they desire to be real. Meaning the consumer build up their own expectations and 
wishes of their consumption. Putting this hedonic consumption together with the importance 
of enjoyment and the emotional aspects of the experience the concept of expected enjoyment 
will be tested towards the overall expectation of city brand.  

H4: The perceived importance of a city’s expected enjoyment has a positive 
impact on the overall expectations of a city  

2.6 Value for Money 
One attribute that originates both from the experienced city brand and the theory of 
expectaion is the value for money.  In the study by Byon and Zang (2010) value for money is 
one of the attributes they derive as one of the attributes that stayed even after their revision. 
Also in the study by Li et al. (2011) they found that the participants are sensitive to the price-
value relationship. In Byon and Zang (2010) they also saw that the perceived value is 
important and it can have positive impact on the consumers’ perception on service quality. 
Grönroos (2007) argue that in a service the price and how it is perceived has an impact on the 
consumers’ expectations. He argues that a higher price of a service will increase the 
expectations. If the expectations increase it is still important to fulfill these. Both Kotler 
(2000) and Caruana (2002) argue that fulfilling the expectations of a consumer will lead to 
satisfaction and loyalty. It is important to know them to be able to fulfill them (Kotler, 2000). 
Since a service is intangible, Bitner (1990) and Parasuraman et al. (1994), argue that 
consumer tend to search for tangible cues, in this case the price. They further argue that a 
tangible attribute will make it easier for the consumer to create expectations. Therefore, 
according to Grönroos (2007) and Toncar et al. (2010), consumers are in general more price-
sensitive when it comes to buying a service. Both Grönroos (2007) and Robledo (2001) 
further argue that, in the mind of the consumers a higher price will result in a higher quality 
of the service, which means that expectations are increased. Therefore value for money will 
be a concept that will be tested towards the overall expectation of city brand. 
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H5: The perceived importance of a city’s value for money has a positive impact 
on the overall expectations of a city 

2.7 Word-of-Mouth 
Word-of-mouth (WOM) is described by Solomon et al. (2013) as information communicated 
by individuals on a non-formal basis and he argue that it is also a source of information that 
has a high degree of influencing the consumers’ choice. WOM is the reason behind a lot of 
purchase decisions (Bughin et al., 2010; Nielsen, 2013), even up to 50% (Bughin et al., 
2010). The reason for this is that costumer finds a positive WOM as a more credible source 
than for example marketing communication (East et al., 2007; Harrison-Walker, 2001), 
especially when it comes to the purchase of a service (Murray, 1991). Since WOM is a 
powerful tool, consumers tend to put importance on it before purchase (Liu, 2006; Solomon 
et al., 2013). Grönroos (2007) and Robledo (2001) argue that, when it comes to expectations, 
WOM makes a difference; it is one of the most powerful sources on expectations in a service. 
Service products have a higher level of perceived risk than manufactured products; therefore 
a positive WOM pre-purchase is a way for a potential tourist to reduce that feeling (Murray, 
1991). In Wang et al.'s (2015) study in the expectation on a destination, WOM significantly 
influenced the tourist and their prior image of a destination. Knowing how much WOM 
influence the overall expectations on a service (Grönroos, 2007; Robledo, 2001) together 
with the notion that it influences a tourist image of a destination (Wang et al., 2105) shows 
the importance of this. Therefore the concept of word-of-mouth will be tested towards the 
overall expectation of city brand.  

H6: The perceived importance of the word-of-mouth of a city has a positive 
impact on the overall expectations of a city  

2.8 Marketing Communication 
Marketing communications and advertisment from formal channels is a way for the service 
provider to communicate with their current and future consumers and build a strong 
relationship with them (Tismonis and Dimitriadis 2014). Grönroos (2007) and Wang et al. 
(2015), argue that this is an important way of communicating in relation to a service. They 
say that one’s expectations and the cognitive image one create is highly influenced by the 
advertisment one can see. Marketing communications is a tool one can use to create message 
about a brand or a service, which could help to deliver a favorable image of a city and create 
a positive overall expectation (Tismonis and Dimitriadis, 2014). To use social media channels 
when sending out an advertising or some sort of marketing communication might be 
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preferable in some cases since it goes beyond the traditional advertising settings and reach 
consumer in a different way (Tismonis and Dimitriadis, 2014; Valos et al., 2016).  
When it comes to marketing communications and expectations Ye and Tussyadiah (2011), 
argue that each target market respond differently to a visual message and that one need to 
consider this when attracting people. Also, they found that it is important for a 
city/destination to convey an effective personal visual message by understanding the diverse 
aspects of the tourist. Robledo (2001), also argue that formal recommendations from travel 
agenesis or quality assessments found in different publications such as a travel magazine 
influence the expectations on a service. As this literature review shows, marketing 
communication for a service is of importance, therefore marketing communication will be 
tested towards the overall expectation of city brand.  

H7: The perceived importance of a city’s existing marketing communication has 
a positive impact on the overall expectations of a city   

2.9 Summary of Literature Review 
In table 2.9 below one can see a summary of the theoretical chapter in order to understand the 
conceptual model presented in 2.9.1. Each construct has different measurement that comes 
from the theory. In the table, each measurement also presents its original source/sources in 
order to know where it comes from.   

Table 2.9 Summary of the Literature Review 
Construct Measurement Reference 

Overall 
Experience 

Decision process Grönroos, (2007) 
Motivation Grönroos, (2007) 
Evaluation process Grönroos, (2007); Hirschman and Holbrook, 1982; Rosenbaum-

Elliot et al., (2011); Solomon et al., (2013) 
Satisfaction  Hirschman and Holbrook, 1982; Solomon et al., (2013) 

Infrastructure 
Infrastructure Byon and Zang, (2010) 
Transportation Byon and Zang, (2010); Bitmonte et al., (2016) 
Accommodation Byon and Zang, (2010) 
Safety Byon and Zang, (2010) 

Attraction 

Historical attraction Byon and Zang, (2010); Kline et al., (2016); Li et al., (2011) 
Cultural attraction Byon and Zang, (2010); Kline et al., (2016); Li et al., (2011) 
Shopping opportunities Byon and Zang, (2010); Kline et al., (2016); Li et al., (2011) 
Authentic cafe/restaurants  Kline et al., (2016); Ye and Tussyadiah, (2011) 
Natural attraction Byon and Zang, (2010); Kline et al., (2016) 
Special events Kline et al., (2016) 

Uniqueness 
Local experience Gilboa et al., (2015); Klein et al., (2016); Ye and Tussyadiah, (2011) 
Unique experience Gilboa et al., (2015) 
Inspiration Hosany et al., (2015); Hosany and Gilbert, (2010) 
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Expected 
Enjoyment 

Emotions Byon and Zang, (2010); Hosany et al., (2015); Qu et al., (2011) 
Excitement Hosany et al., (2015); Hosany and Gilbert, (2010) 
Affection 

Baloglu and McCleary, (1999); Byon and Zang, (2010); Lee et al., 
(2005) 

Inner image Hirshman and Holbrook, (1982); Malone et al., (2014) 

Value for Money 
Price level Byon and Zang, (2010); Toncar et al. (2010) 
Value for budget Byon and Zang, (2010) 
Balance between price and quality Bitner, (1990); Grönroos, (2007); Parasuraman et al., (1994) 

Word-of-Mouth 
Recommendations East et al., (2007); Harrison-Walker, (2001) 
People's experience Grönroos, (2007); Robledo, (2001); Wang et al., (2015) 

People's reviews 
East et al., (2007); Grönroos, (2007); Harrison-Walker, (2001); 
Robledo, (2001) 

Marketing 
Recommendations 

Advertisement Grönroos, (2007); Wang et al., (2015) 
Recommendations from travel 
magazines Robledo, (2001) 
Recommendations from travel agencies Robledo, (2001) 
Messages Tismonis and Dimitriadis, (2014); Valos et al., (2016) 
Available information Ye and Tussyadiah, (2011) 

2.9.1 Conceptual Model 
Seven hypotheses are tested in this research, and they are presented in the conceptual model 
below. The constructs of infrastructure, attraction, uniqueness, expected enjoyment, value for 
money, word-of-mouth, and marketing communication represent the independent variables 
that will be tested towards the dependent variable of overall expectations of a city brand. 
Each construct in the model has different measurements presented in table 2.9.  A detailed 
version of the constructs measurements, containing the specific questions, is presented in the 
operationalization table shown in chapter 3.4.1.1.  

 Figure 2.9. Conceptual model based on literature review for testing.  
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3. Methodology  
This chapter discusses different kinds of research approaches, with a main focus on the 
quantitative design. Both data collection and sampling are examined. Later on the quality 
criteria are presented, in order to create reliability and validity. Lastly, the authors look into 
the importance of ethical considerations within the research. 
3.1 Research Approach  
Bryman and Bell (2011) state that there are two types of research approaches; inductive and 
deductive. They argue that an inductive study is most commonly used for qualitative 
research, where the researcher theory emerges from the collected data. A deductive approach 
is on the other hand, most used for quantitative studies where one start in the existing theory 
to investigate the specific research topic. Then one can test if the hypothesis, derived from the 
theory, is valid (Bryman and Bell, 2011). 
3.1.1 Deductive Research 
In a deductive research, the gathered theory is the foundation of the whole research, and the 
hypothesis that will be tested later on derives from it (Bryman and Bell, 2011; Trochim, 
2006). When the hypothesis are clearly stated, Bryman and Bell (2011) argue that one should 
start collecting data, through questionnaires, which is the most common way in a deductive 
research. Due to the findings, Bryman and Bell (2011) further state that it is then possible to 
examine whether to accept or reject the stated hypothesis. According to Hyde (2000) the aim 
of a deductive approach is to seek after falsify the initial finding through looking for support 
for an alternative explanation, furthermore this is done through the usage of hypothesis. 
Based on the acceptation or rejection of the hypothesis, the theory can then be modified 
(Bryman and Bell, 2011).   
3.1.1.2 Quantitative Research 
There are two major types of researches; qualitative and quantitative (Bryman and Bell, 
2011), both with the aim of connecting theory with social reality (Olsson and Sörensen, 
2011). Qualitative research, which is often treated as an inductive method, is closely related 
to a constructionist perspective where the theory emerges from the data collected (Bryman 
and Bell, 2011; Creswell, 2003). A quantitative research on the other hand is often used as a 
deductive research strategy that first focuses on the theory that already exist and then the 
researcher deduce hypothesis from that which is then either accepted or rejected (Bryman and 
Bell, 2011; Creswell, 2003). When applying a quantitative research method one can for 
example use questionnaires, structured interviews or structured observation to collect the data 
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from a sample (Bryman and Bell, 2011; Creswell, 2003). The aim with this data collection in 
quantitative research is then to verify data and generalize it onto the population from with the 
sample is drawn (Creswell, 2003; Ghauri and Grønhaug, 2005). 
3.1.2 The Chosen Research Approach 
The purpose of this study is to explain what attributes of a city brand that impact the overall 
expectation of a potential consumer. To do this a literature review has been conducted to 
develop the conceptual model with the seven hypotheses. To test these hypotheses a 
questionnaire has been made from an operationalization and the hypotheses have been either 
accepted or rejected through a multiple linear regression. This study is therefore of 
quantitative nature with a deductive research approach. The authors want to gather 
quantitative data, to be able to do a statistical comparison, and do not want to observe needs, 
patterns or behavior. The authors focus on the already existing theory, and from this they 
have conducted their seven hypotheses (see chapter 2. Literature Review).   
3.2 Research Design 
There are five major research designs according to Bryman and Bell (2011). These are 
experimental, cross-sectional, longitudinal, case study and comparative designs. All of them 
can be used in both a quantitative and qualitative study, except for experimental studies that 
is highly associated with quantitative studies examining cause and effect (Bryman and Bell, 
2011). 
3.2.1 Different Research Designs  
Bryman and Bell (2011) explain that experimental design is rarely used in business 
researches, because of its complexity, it can for example be if one change something in the 
environment and see how the subjects react to it. However, to measure this, one also need to 
have a control group without any manipulations. In cross-sectional design Bryman and Bell 
(2011) say that it is known for simultaneously data collection, and the relationship between 
variables. It is a good design when one wants to examine different variables and detect 
patterns between them. They further argue that longitudinal design is similar to cross-
sectional, though the main difference between them is that longitudinal measures over time, 
and not at one single occasion. Case study design is when the focus is put on a single case; it 
can be a specific organization or event (Bryman and Bell, 2011). Comparative design is when 
highly similar methods are used in order to compare two or more cases; it is common to use 
this design for cross-cultural or intercultural approaches (Bryman and Bell, 2011). 
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3.2.2 The Chosen Research Design  
Using cross-sectional design in a quantitative manner, gives the researcher a tool to examine 
variables and detect patterns in the collected data (Bryman and Bell, 2011; Creswell, 2003). It 
is favorable used when one want to examine more than one variable in more than one case to 
give a picture of the current situation (Bryman and Bell, 2011). This study examines seven 
different independent variables towards one dependent variable making connections and 
conclusion based on multiple and simple linear regression. The data collection in this 
research took place during a short specific period of time, explaining how it is at that point in 
time. Creswell (2003) further argues that it is a suitable research design when using 
questionnaires to collect the data with the intent to generalizing from the sample to the 
population, which is the intent of this study. 
3.3 Data Sources 
All researchers need to carefully think about what kind of data sources they are going to use, 
since it can be crucial for their findings (Christensen et al., 2001). According to Christensen 
et al. 2001, there are two different kinds of data sources; primary and secondary sources. 
Primary sources are the original sources, meaning that the information is collected directly by 
someone who has explored the phenomenon (Svenning, 2003). Secondary sources on the 
other hand are sources, which already exist for others to use but they are conducted by 
someone else for another purpose (Christensen et al., 2001; Saunders, 2009). 
3.3.1 The Chosen Data Source  
In this study, only primary sources are used. Svenning (2003) argues that primary data 
sources are the original sources, meaning that the information is collected directly by the ones 
conducting the research. Furthermore, primary data sources could be obtain by the 
respondents of a questionnaire or through the usage of interviews or focus groups. The 
positive outcomes of the usage of primary data sources is the fact that the obtain knowledge 
is gained in order to understand the problem of the specific study and research area 
(Christensen, 2003). Primary data sources were collected through the conducted 
questionnaire, were the respondents’ feelings towards different statements were collected to 
explain what attributes that had an impact on the overall expectation. This information also 
made it possible for the researchers to test the hypotheses.  
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3.4 Data Collection; Method and Instrument   
Data collection is described by Bryman and Bell (2011) as the process when researchers 
measure and gather information. They further state that this can be made through the usage of 
several of methods. If having a qualitative study, interviews, focus groups and observations 
would be preferable (Bryman and Bell, 2011). In the case of a quantitative study, like this 
one, where one want to explain what attributes of a city brand that impact the overall 
expectation a questionnaire would be most beneficial, since that is known to reach a larger 
sample size in a shorter amount of time (Bryman and Bell, 2011).  
3.4.1 Questionnaire 
In this paper the authors are going to use questionnaire, which is a research design that 
according to Bryman and Bell (2011) is cheap and fast to manage, especially when having a 
larger sample size. They state that a questionnaire does not contain any variation when it 
comes to the wording of questions. They further argue that on one side that can be good, 
since compared to for example interviews where the interviewer may formulate the questions 
in different ways, which could have an impact on the answers. Though, it might be negative 
too if the respondent have a problem with the interpretation of the questions, and not have 
anyone to ask (Bryman and Bell, 2011). Some other negative aspects to consider when doing 
a questionnaire, is that there are no security in who is answering the questions, also one can 
predict a greater loss than when conducting an interview (Bryman and Bell, 2011).  
A questionnaire is constructed through the operationalization. The point with the 
operationalization is to define the unclear concepts and make them measurable. Bryman and 
Bell (2011) describe the process of making an operationalization in a four-step model: 

1. Gain theoretical knowledge 
2. List potential variables 
3. List the included variables 
4. Start the data collection 

After the made operationalization, the choice of what measurement scale to use should be 
created. Last but not least, the questions should be made. Focus should be put on the format 
and sequencing, with the aim of using the correct wording (Bryman and Bell, 2011; Couper 
et al., 2001). One should also be aware of the fact that the layout can either hurt or help the 
quality of the data that is collected through the questionnaire (Bryman and Bell, 2011; 
Couper et al., 2001). 
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3.4.1.1 Operationalization and Measurement of Variables  
Here the operationalization is presented with the conceptual definition from the literature 
review where each construct in the conceptual model is defined. The operational definition 
has been made into questions based on the literature and it is the foundation for the 
questionnaire. In the measurement one can see how each construct is measured and where the 
questions in the operational definition has been motivated from. In the operationalization the 
constructs comes in the same order as the questions in the questionnaire.  
Table 3.4.1.1, Operationalization of the Constructs, Tested in the Conceptual Model 

Construct Conceptual Definition Operational Definition/ 
Question(s) 

Measurement  
Infrastructure Infrastructure is an important tangible 

attribute of the experience of a city 
(Byon and Zang, 2010; Gilboa et al. 
2015) Bitmonte et al. (2016) argue that 
infrastructure is a major component of 
competitiveness meaning that 
transportation needs to be easy, cheap, 
comfortable, and fast. Infrastructure 
needs to be accessible and the ground 
connections to regional airports need to 
be efficient for tourist development.  

1. When I choose a city for vacation 
its local transportation system is important.  
2. When I choose a city for vacation 
its good transportation system to the airport is important.  
3. When I choose a city for vacation 
its suitable accommodation is important. 
4. When I choose a city for vacation safety of the city is important.  

Five-point Likert scale  1 = strongly disagree  
5 = strongly agree  
Measurement:  
1. Infrastructure (Byon and Zang, 
2010) 
2. Transportation (Byon and Zang, 
2010; Bitmonte et al., 2016) 
3. Accommodation (Byon and Zang, 
2010) 
4. Safety (Byon and Zang, 2010) 

Attraction Attraction was a part of both Byon and 
Zang (2010) and Gilboa et al. (2015) 
studies and they both argue that 
attraction is important for the 
experience. Both Li et al. (2011) and 
Wang et al. (2016) argue that the tourist 
thought good attractions were 
important. Attractions could be both 
historical sites and good shopping 
venues (Li et al., 2011), however, 
attraction is also important from a 
cognitive perspective (Wang et al., 
2016).  
 

5. When I choose a city for vacation its historical attractions are important.   
6. When I choose a city for vacation 
its cultural attractions e.g. museums, theaters and concerts are important. 
7. When I choose a city for vacation 
its good shopping opportunities are important.   
8. When I choose a city for vacation 
its interesting and authentic cafes and 
restaurants are important.  
9. When I choose a city for vacation 
its natural attractions such as parks, lakes, ocean and canals are important.   
10. When I choose a city for vacation 
its special events such as festivals, 
soccer games and concerts, are 
important. 

Five-point Likert scale   1 = strongly disagree   
5 = strongly agree 
 
Measurement:  5. Historical attractions (Byon and 
Zang, 2010; Li et al., 2011; Kline et 
al., 2016) 
6. Cultural attractions (Byon and 
Zang, 2010; Li et al., 2011;  Kline et 
al., 2016) 
7. Shopping opportunities (Byon 
and Zang, 2010; Kline et al., 2016; 
Li et al., 2011) 
8. Authentic cafe/restaurants (Kline 
et al., 2016; Ye and Tussyadiah, 
2011) 
9. Natural attraction (Byon and 
Zang, 2010; Kline et al., 2016) 
10. Special events (Kline et al., 
2016) 
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Uniqueness For a positive experience there is a 
need for something more than physical 
attributes. Gilboa et al. (2015), Hosany 
et al. (2015) and Qu et al. (2011) all 
discuss the importance of diversity and 
uniqueness in the city. Blain et al. 
(2005) and Pike (2009) confirm this by 
arguing that the city branding should 
emphasize a unique and differential 
image from competing cities. Both 
Klein et al. (2016) and Ye and 
Tussyadiah (2011) emphasize the 
importance of showing the unique 
destination features in the 
communication in order to attract the 
consumers.  

11. When I choose a city for vacation 
its unique local experience is important.   
12. When I choose a city for vacation 
the fact that the city offers a unique experience is important to me.  
13. When I choose a city for vacation 
it is important to be inspired from the unique experience I get. 

Five-point Likert scale   1 = strongly disagree  
5 = strongly agree 
 
Measurement:  11. Local experience (Gilboa et al., 
2015; Klein et al., 2016; Ye and 
Tussyadiah, 2011)   
12. Unique experience (Gilboa et al., 
2015) 
13. Inspiration (Hosany et al., 2015; 
Hosany and Gilbert, 2010) 
 

Expected 
Enjoyment  

Emotions have an impact on the 
experience for a tourist (Byon and 
Zang, 2010; Hosany et al., 2015; Qu et 
al. 2011). Both Byon and Zang (2010) 
and Qu et al. (2011) argue that joy and 
enjoyment have an impact on the 
experience. Tourists seek enjoyment in 
their experience according to Malone et 
al. (2014) and they argue that this is 
closely related to hedonic consumption. 
Meaning the consumer build up their 
own expectations and wishes of their 
consumption. 

14. When I choose a city for vacation 
my emotions (positive or negative) towards the city are important. 
15. When I choose a city for vacation 
the excitement towards exploring the city is important.  
16. When I choose a city for vacation 
the affection I feel towards the city is important.   
17. When I choose a city for vacation, 
it is important that I believe the city 
matches up to my inner image of the city.  
 

Five-point Likert scale   1 = strongly disagree   
5 = strongly agree 
 
Measurement:  14. Emotions (Byon and Zang, 
2010; Hosany et al., 2015; Qu et al., 2011) 
15. Excitement (Hosany et al., 2015; Hosany and Gilbert, 2010) 
16. Affection (Baloglu and 
McCleary, 1999; Byon and Zang, 2010; Lee et al., 2005) 
17. Inner image (Hirshman and 
Holbrook, 1982; Malone et al., 
2014) 

Value of Money The value for money is important for 
the both the experience and the 
expectations. Li et al. (2011) argue that 
people are sensitive to the price-value 
relationship and Byon and Zang (2010) 
argue that the perceived value is 
important for the positive or negative 
experience and the perception of 
quality. Service is an intangible 
attribute (Bitner, 1990; Parasuraman et 
al., 1994), and the price can make it 
more tangible and comprehendible for 
the consumer. It is also easier to create 
expectations depending on the price 
(Grönroos, 2007; Toncar et al., 2010).  

18. When I choose a city for vacation 
reasonable price level within the city 
(e.g. accommodation, food, shopping) is important 
19. When I choose a city for vacation, 
good value for my budget is important. 
20. When I choose a city for vacation 
the balance between price and quality 
is important.  
 
 

Five-point Likert scale   1 = strongly disagree   
5 = strongly agree 
 
Measurement:  18. Price level (Byon and Zang, 
2010, Toncar et al. 2010) 
19. Value for the budget (Byon and Zang, 2010) 
20. Balance between price and 
quality (Bitner, 1990; Grönroos, 2007; Parasuraman et al., 1994) 
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Word-of-Mouth 
(WOM) 

Word-of-mouth (WOM) is described 
by Solomon et al. (2013) as 
information communicated by 
individuals on a non-formal basis and 
as a source of information that has a 
high degree of influencing the 
consumers’ choice and is behind up to 
50% of all purchase decisions (Bughin 
et al., 2010). Consumers find WOM as 
more credible then for example 
marketing communication (East et al., 
2007; Harrison-Walker, 2001). 
Grönroos (2007) and Robledo (2001) 
argue that WOM is one of the most 
powerful sources on expectations in a 
service. Service product has a higher 
level of perceived risk than 
manufactured products; therefore 
WOM is one way for a potential tourist 
to reduce that feeling (Murray, 1991).  

21. When I choose a city for vacation, 
recommendations from friends and acquaintances are important.  
22. When I choose a city for vacation, 
other people’s experiences are important.  
23. When I choose a city for vacation, 
people’s reviews on the internet (e.g. 
TripAdvisor, Facebook) are 
important.  
 

Five-point Likert scale   1 = strongly disagree   
5 = strongly agree 
 
Measurement:  21. Recommendations (East et al., 2007; Harrison-Walker, 2001) 
22. People's experiences (Grönroos, 
2007; Robledo, 2001; Wang et al., 2015) 
23. People's reviews (East et al., 
2007; Grönroos, 2007;  Harrison-
Walker, 2001; Robledo, 2001) 

Marketing 
Communication 

Marketing communications and 
advertisment from formal channels is a 
way for the service provider to 
communicate with their customers and 
build a strong relationship (Tismonis 
and Dimitriadia, 2014). Grönroos 
(2007) and Wang et al (2015) argue 
that this is an important way of 
communicating in relation to a service 
and that one’s expectations and the 
cognitive image one create is highly 
influenced by the advertisement one 
see. Ye and Tussyadiah (2011), argue 
that visual imagery is important and 
that each target market responds 
different to a visual message and that 
one needs to consider this when 
attracting people.  

24. When I choose a city for vacation, 
advertisement about the city is important. 
25. When I choose a city for vacation, 
recommendations from travel magazines are important.  
26. When I choose a city for vacation, 
recommendations from travel 
agencies are important.   
27. When I choose a city for vacation, 
I find messages from a city's official 
social media (e.g. YouTube videos) 
important.   
28. When I choose a city for vacation 
the amount of info available about the 
city is important.   

Five-point Likert scale   1 = strongly disagree  
5 = strongly agree 
 
Measurement:  24. Advertisement (Grönroos, 2007; Wang et al., 2015) 
25. Recommendation from travel magazines (Robledo, 2001) 
26. Recommendations from travel agencies (Robledo, 2001) 
27. Messages (Tismonis and 
Dimitriadis, 2014; Valos et al., 2016) 

28. Available information (Ye and 
Tussyadiah, 2011) 

Overall 
Expectations 

In a brand image Grönroos (2007) 
argues that the expectations are 
particularly important, expectations 
play a crucial role in the perceived 
quality of a service which relate to the 
satisfaction of the consumer. Solomon 
et al. (2013) argue that when it comes 
to expectations it is important to 
understand that is not only about the 
function of the product/service, but also 
about the hedonic performance of it. 
This means that satisfaction is highly 
influenced by expectations concerning 
all aspects of the attributes and the 
quality.  

29. My overall expectations of a city  
influence my decision of which city I 
choose to travel to  
30. My overall expectations of a city 
motivates me to travel to a certain city  
31. My overall expectations of a city 
are a part of my evaluation process in 
my decision to choose it as my 
vacation destination.   
32. My overall expectations of a city 
need to be met in order for me to feel satisfied. 

Five-point Likert scale   1 = strongly disagree  
5 = strongly agree 
 
Measurement:  29. Overall expectations: decision (Grönroos, 2007) 
30. Overall expectations: motivation 
(Grönroos, 2007) 
31. Overall expectations: evolution 
process (Grönroos, 2007; Hirschman 
and Holbrook, 1982; Rosenbaum-
Elliot et al., 2011; Solomon et al., 
2013)  
32. Overall excitations: satisfaction 
(Hirschman and Holbrook, 1982; Solomon et al., 2013) 
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3.4.1.1 Questionnaire Design and application 
The questionnaire was done in Google Survey, which is an online application one can create 
and design a questionnaire. The first page of the questionnaire is an opening letter from the 
authors introducing themselves and the study. The questions are formulated from the 
operationalization and presented as statements followed by a horizontal 5-point Likert scale. 
1 represented strongly disagree and 5 represented strongly agree. Nardi, (2003) explains that 
having a scale give the respondents some room of not just saying yes or no, the intensity of 
the importance might vary. He also states that the five-point scale is the most common scale. 
The authors decided to have the questionnaire in both English and Swedish to not discourage 
anyone who was not comfortable with either language. Nardi (2003) argues that one need to 
consider that some might have limited English language skills, and therefore a translation 
might be needed. 
3.4.2 Pre-testing 
According to Bryman and Bell (2011) there are different steps one need to consider when 
conducting a questionnaire, one aspect to consider in this research is the need of translate the 
questionnaire from an original language in to a second language. They argue that in that case 
one need to take usage of a professional who is fluent in both languages and have the 
knowledge to translate the original questionnaire. Furthermore, the next step is to use a 
second translator, which will translate the English version back to the original Swedish 
version. Next step the researchers have to take is to make a comparison between the two 
different versions in order to establish if they have the same meaning (Bryman and Bell, 
2011).  
The importance of testing the questionnaire is to figure out how well the respondents 
understand the asked questions (Hair et al., 2010). Hair et al. (2010) further state that by 
conducting a pre-test, it will help to establish the clarity of instructions, by knowing if the 
respondents understood all the questions and if it was easy to fulfill. They say that a pre-test 
will also indicate a likely response rate, the amount of time a respondent need to finish the 
questionnaire and it will also help to understand the reliability and validity of the asked 
questions. Furthermore they state that the respondents for the pre-testing should be 
individuals with special knowledge in the topic and it should even be respondents that are 
representing the members of the population group.  
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3.4.2.1 The Actual Pre-test   
Before the questionnaire was sent out to the respondents it was translated twice; from English 
to Swedish and then from Swedish back to English. The first time the authors translated the 
questions from English into Swedish, next step was to use help from a native Swedish 
speaker with a degree in languages. She translated the question from Swedish into English. 
After this test some changes were made to the questionnaire in order for the questions, in the 
different versions, to correlate better. The third person to test the questionnaire was a 
university lecturer that is an expert in the field of marketing and branding. The lecturer 
checked the translations again and checked that the terminology in both languages were used 
correctly in order to make better sense of the questions. Then a senior professor within the 
field of marketing and in particular an expert in quantitative research method went through 
the questions before it was sent out to the respondents.  After the experts' comments 
additional changes were made to the questionnaire. 
After the help of the experts an additional pre-test was conducted on twelve respondents from 
the sample population and they were in the ages 21-65. The pre-test was conducted with 
individuals with different nationalities in order to test both the English and Swedish version 
of the questionnaire equally. The respondents in the pre-test were asked to take some of the 
questions under extra consideration, in order to give feedback on their understanding of it. 
The pre-test did provide the authors with valuable knowledge of improvements of the asked 
questions in order to make it easier to understand and the whole questionnaire easier to 
complete. It also helped to estimate the time each respondent need to spend on completing the 
questionnaire. Based on the feedback from the respondents the questions were, once again, 
redesigned in order to be easier to understand. Next step was to use the help of the experts 
again, and make sure the changes were correct and would provide with enough of data before 
it could be sent out. The final version of the questionnaire could be found in the Appendix I.  
3.5 Sampling 
A selected sample is, according to Bryman and Bell (2011) the people chosen from the 
population to take part in a research. They further describe the population as all units of a 
selected group, whereas a selected group can be based on age, origin, employees, etc. 
Through a questionnaire one wants to reach a larger sample, while stress the importance of 
the sample being representative for the population and non-biased (Bryman and Bell, 2011; 
Heerwegh et al., 2005). Uprichard (2013) stress how important it is to choose the right 
sample, and carefully consider the choice. There are two kinds of samples; non-probability 
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and probability samples (Bryman and Bell, 2011; Ghauri and Grønhaug, 2010; Zikmund et 
al., 2010). Probability samples are described by Bryman and Bell (2011), as a random 
selection, where every unit of a population has the same chance of being chosen. Even if 
probability sample is a safer way to generalize data and minimize sampling errors (Bryman 
and Bell, 2011; Ghauri and Grønhaug, 2010; Zikmund et al., 2010), non-probability samples 
are more used due to its convenience (Trochim, 2006). Non-probability sample is non-
randomly selected sample, meaning that some units are more likely to be chosen then others 
(Bryman and Bell, 2011; Ghauri and Grønhaug, 2010; Zikmund et al., 2010). There are 
different kinds of non-probability samples (Bryman and Bell, 2011; Ghauri and Grønhaug, 
2010; Zikmund et al., 2010). 
3.5.1 The Chosen Sampling Approach 
The sample used in this paper was a non-probability sample, meaning that not every part of 
the population had the same possibility of being chosen to participate in the questionnaire. 
The participants were chosen through convenience sampling, where the sample group was 
selected because of its availability to the researcher (Bryman and Bell, 2011). The authors 
created an event on Facebook, where they invited all their friends to participate in the 
questionnaire. In the invitation it was highly appreciated for the participants to invite other 
friends, so called snowball sampling (Bryman and Bell, 2011). Facebook was a good choice 
of communication channel since 87% of everyone between the age 18-29, and 73% of 
everyone between the ages of 30-45 is regular users (Duggan et al., 2015). Although, there 
were less people in the age group of 50-64 and over 65 that were frequent users of Facebook, 
only 63% and 56% (Duggan et al., 2015). Therefore, in order to reach these segments too, the 
authors went to a gym where they have senior-classes. After the class the seniors were asked 
to participate in the research by answering the conducted questionnaire. 30 people decided to 
participate, which they could do right on spot, through the brought iPads and computers.  
3.6 Data Analysis Method  
After the data is collected through the questionnaire, which is the chosen data source for this 
research, the next step is to analyze the data. Bryman and Bell (2011) argue that data analysis 
is all about inspecting, cleaning and coding the data, when coding the data one transforms the 
respondents answer into numbers and putting labels on them in order to make conclusions. 
To facilitate the statistical analyzing and comparison of the conducted questionnaire, Byman 
and Bell (2011), argue about the importance of coding.   
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The analysis methods used in this study, after the descriptive statistics was analyzed, was 
reliability testing of Cronbach’s alpha, Pearson’s r correlation test, and finally both simple 
and multiple linear regression was done to test the hypotheses. Each analysis method is 
further discussed in the following chapters.   
3.6.1 Data Coding 
According to Hair et al. (2010) when evaluating the collected data a code book has to be 
developed, which gives the variables names and helps to create values and labels. Coding the 
answers helps in the data analysis process, both with the descriptive analysis and hypotheses 
testing (Bryman and Bell, 2011). As said before, the conducted questionnaire in this study 
was asked in a Likert scale format from 1-5. Each answer and statement was coded in a way 
that allowed the researcher to quickly assess which question the answers belonged to. As 
each concept had more than one question, these questions were put together with the help of 
testing Cronbach-alpha of the construct, which according to Hair et al. (2010) is a measure to 
test the reliability of the construct (this is further explained in chapter 3.7.2). However, to 
reach the independent variables, tested in the Pearson’s r correlation test and in the regression 
analysis, the combined average of the construct was put together after clearing the reliability 
test and then used for the analysis.  
3.6.2 Descriptive Statistics 
Descriptive statistics are a statistical method used to summarize, organize, and simplify data 
(Garvetter and Wallnau, 2013). It is made from the data collected in the research and it can 
for example show the median, mode and mean of the data from the conducted questionnaire 
(Bryman and Bell, 2011). Furthermore Bryman and Bell (2011) and Garvetter and Wallnau 
(2013) argue that it makes the raw material more manageable. By using a descriptive statistic 
one could make tables, diagrams and different graphs in order to get a clearer picture of the 
data, to see the correlations and make conclusions (Bryman and Bell, 2011; Garvetter and 
Wallnau, 2013). Three of those statistical methods are; standard deviation, skewness and 
kurtosis. 
Standard deviation is a measurement that according to Malhotra and Birks (2006) measures a 
set of data values, in order to quantify the variability/scatter/spread or variation. If the 
standard deviation is low, Malhotra and Birks (2006) argue that one can conclude that the 
data (points) is close to the mean/expected value. They further state that if the standard 
deviation on the other hand would be high, it means that the data has different values and is 
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spread out. In other words, Malhotra and Birks (2006) say that standard deviation is the 
square root of the variance, which is the difference between the observed value and the mean. 
The standard deviation is not presented in square units, but in the same units as the data 
(Malhotra and Birks, 2006). 
The unevenness of the probability distribution of its mean is measured by the skewness 
(Malhotra and Birks, 2006). In simpler words skewness is described by Malhotra and Birks 
(2006), as the tendency of a tail to have a heavier distribution on one side.  They further argue 
that there are both a positive and negative skew. They say that a positive skew is when the 
tail is longer on the right side, and a negative skew is the direct opposite, a skew can also be 
undefined (Malhotra and Birks, 2006). 
Another way to describe the probability distribution is according to Malhotra and Birks 
(2006) through the kurtosis. A statistical measurement that they state measures the lightness 
or heaviness of a tail. They further state that if the kurtosis is zero, the distribution is normal. 
If the kurtosis is light-tailed it means that it is negative, if the tail would be heavy that is an 
indication of a positive value (Malhotra and Birks, 2006). 
3.6.3 Correlation Analysis 
In order to make a conclusion whether the conducted variable of the study correlate or not, 
one needs to measure the relationship between them (Bryman and Bell, 2011). Bryman and 
Bell (2011) argue that this is done with the purpose to know that the variables are measuring 
the same thing or not. The method to measure this used in this study is the Pearson’s r 
correlation test. If the correlation coefficient is close to 1, it indicates a strong relationship 
and if it closer to 0 it indicates a weak relationship (Bryman and Bell, 2011; Nardi, 2003). 
The correlation coefficient need to be in-between .3 and .9 in order to indicate a relationship 
which is neither to weak or to strong (Dancey and Reidy, 2007; Hair et al., 2010). To be sure 
this is statistical significant one need to examine the P-value (Nardi, 2003). In social science 
it is common to have a P-value of .05 which means it has a significant level of 95% 
(Malhotra and Birks, 2006). 
3.6.4 Regression Analysis 
A regression analysis is crucial to conduct in order to estimate the effect an independent 
variable has on the dependent variable (Bryman & Bell, 2011). A dependent variable is the 
variable the researcher aim to understand through the conducted research (Bryman and Bell, 
2011; Malhotra and Birks, 2006). According to Neuman (2003) a regression analysis even 
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measure the variation among the dependent variables, furthermore it could also establish the 
beta value which indicates how much the independent variable will influence the dependent 
variable (Bryman and Bell, 2011, Nardi, 2003).  
The calculation measuring the relationship in a regression analysis is called R square (R2) and 
illustrated by a value between -1 and +1, where 0 represents no relationship between the 
variables (Malhotra and Birks, 2006). The closer the value is to ±1 the stronger the 
relationship is. A value of R squared = 1 represents a positive relationship. This means that if 
the independent variable increases so does the dependent. The authors looked at the adjusted 
R square in the hypotheses testing determining the relationship between the dependent and 
independent variable. This since it has been adjusted for the numbers of independent 
variables and sample size to account for the diminishing returns in the model (Malhotra and 
Birks, 2006). The authors will also examine the beta in order to know how much an 
independent variable will change the dependent variable (Nardi, 2003), which in this study is 
the overall expectation. The F-value and the degree of freedom is also presented in the 
regression analysis which examines the overall difference in means and how many 
independent values that can be assigned to statistical distribution (Malhotra and Birks, 2006; 
Nardi, 2003).  Furthermore, the regression analysis measurements significance must also be 
tested by the authors in order for the hypothesis to be supported. In marketing research it is 
recommended to use a significance of at least 95% that is represented by a value of .05, 
(Nardi, 2003).  
3.6.5 The Chosen Data Analysis  
In this study the authors used the statistical analysis program SPSS. With this program each 
method earlier mentioned in chapter 3.6 is tested. All the control variables, including gender, 
age, and travel frequency are presented in percentage, frequency and the cumulative 
percentage to give both the reader and the researcher a clear overview of the sample 
population. Then descriptive analysis included the mean, the standard deviation’s maximum 
and minimum, skewness and kurtosis to give an overview of the data. To be able to do the 
descriptive data, the reliability test of Cronbach’s alpha was done at the same time in order to 
accept the constructs as independent variables as explained in chapter 3.7.2. Then the validity 
tests of Pearson’s r correlation test was done in order to make sure that the operationalization 
was done correctly and that the different constructs did not measure the same thing, but rather 
measure what they were supposed to measure. Finally the regression analysis was done to test 
the hypotheses. In order to meet the purpose of this study both a simple linear regression and 
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a multiple linear regression were conducted. This was done to test both the independent 
variables on their own towards the dependable variable and also for testing them together 
towards the dependable variable.  
 3.7 Quality Criteria 
Patton (2002) argues that when one is doing a quantitative research it is of importance to 
think about the validity and reliability in order to create a study of high quality with a result 
that is worth paying attention to. Furthermore, he states that it is important that one thinks 
about these factors when designing the study but also when analyzing the findings and its 
results. Researchers even need to think about these aspects when critically check the quality 
of the study (Patton, 2002).   
3.7.1 Validity of Quantitative Research 
In quantitative research, validity refers to the extent to which a variable or a construct 
measures what it is supposed to measure (Bryman and Bell, 2011; Rubin and Babbie, 2012). 
According to Bryman and Bell (2011) there are three main types of validity measures in 
quantitative research, these are; content (face), construct and criterion validity. They argue 
that content validity refers to how well a measurement construct actually represents all sides 
of that construct. This can be controlled by allowing experts assess the measurement before 
the main data collection takes place. The construct validity refers to what extent the construct 
measure what it is supposed to. Here Bryman and Bell (2011) encourage the researcher to 
deduce from theory what is relevant for the concept. Last but not least there is the validity 
criterion. A criterion is any other measurement that measures the same variable and 
correlations can be conducted to determine to what extent the two or more instruments are 
measuring the same thing (Bryman and Bell, 2011; Rubin and Babbie, 2012).  
3.7.1.1 Justification of the Validity of the Study  
Before the data collection was conducted the questions were derived from the theory by the 
operationalization to increase the construct validity. Then two experts were used in order to 
meet the content validity. A senior lecturer and a lecturer at the marketing department at 
Linnaeus University assessed the measurements before the main data collection took place. 
The lecturer who is an expert in the field of marketing and in branding gave his opinion on 
the conducted hypotheses and whether the planed research would provide with useful data in 
order to make a valid decision if the hypotheses should be rejected or accepted. The senior 
lecturer, an expert in marketing and in quantitative research method, was asked to help to 
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establish if the questions constructed for each construct were valid and would measure what it 
intend to measure. Then after the data collection, as mentioned above, a correlation test 
(Pearson’s r) was used to strengthen the criterion validity. 
3.7.2 Reliability of Quantitative Research 
Reliability is about evaluating the stability of a measurement used in a study. Bryman and 
Bell (2011) and Joppe (2000) in Golafshani (2003) argue that reliability is about establish that 
the study will be stable overtime and the result would not vary if the same sample of 
respondents would answer the same questioner again. Joppe (2000) in Golafshani (2003) 
argues that the study will have a high reliability if one choose an accurate sample 
representation of the population. Kirk and Miller (1986) also acknowledged the importance 
that the same result should be provided if the study was made under the same measurements 
circumstances. A quantitative study with a high stability will result in a high reliability 
(Bryman and Bell, 2011).  
One way to make sure that the measurement and that each concept measure what it is 
supposed to, is to test the Cronbach’s Alpha (Hair et al., 2010). This test assess each concept 
and the questions within it and present the correlation between the questions (Hair et al., 
2010). This means that the questions used in the questionnaire measure the same thing and 
can be combined into the independent or dependent variable in the hypotheses testing.  
3.7.2.1 Justification of the Reliability of the Study 
For this study the authors aimed for a broad sample in order to answer the questions and 
make it generalizable. This decision makes the research possible to replicate, since it will not 
make the sample too specific and narrow. In order to affirm the stability of the questions 
within the construct, a reliability test was done. The authors tested the Cronbach’s Alpha and 
the lowest limit accepted for this study was pre-set at .7 as according to Hair et al. (2010). 
3.8 Ethical Considerations 
When conducting a research it is important to think about the ethical aspect, according to 
Bryman and Bell (2011) there are four different aspects to consider in the context of ethics. 
3.8.1 Aspects of Ethical Considerations 
Firstly a researcher needs to be aware of the risk of potential harm to the participants 
(Bryman and Bell, 2011; Nardi, 2003). It could be physical harm or harm of self-esteem, the 
research could lead to stress for the participant etc., it is the researcher's task to make sure 
that the harm to the participants is reduced (Bryman and Bell, 2011; Merriam, 2009).  
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Secondly, according to Bryman and Bell (2011) it is important to think about if there could 
be any lack of informed consent. With that they mean that the participants of a study should 
not feel that they are not given any chance to refuse to be in the study, they should not be 
denied information beforehand in order to make an informative decision whether they want to 
participate or not. Thirdly the same authors argue that another important ethical aspect to 
consider is whether there is an invasion of privacy, privacy is very important for people and it 
is important to respect participants right to privacy and their wish to remain anonymous. The 
fourth ethical consideration is whether there is any deception involved, meaning if there is 
fraud involved in the research which could arise if the researcher present their research to be 
something else than what it actually is (Bryman and Bell, 2011). 
3.8.1.1 Justification of the Ethical Consideration  
The ethical approach of the study was under consideration during the whole process. The 
questionnaire was anonymous meaning that no one, not even the researcher, could know who 
gave the exact answer. This information was also stated in the beginning of the questionnaire, 
to ensure the respondents that their information would not be tracked back to them and 
through that get more participants to participate.  
All participants of the questionnaire were over the age of 18. It was stated on the 
questionnaire that one needed to be over 18 years old to participate. This was due to Lagen 
om Etikprövning (English translation; The Law of Ethical Consideration), which states that 
children form the age of 15 years old and above can participate in questionnaires as long as 
they are well informed about the project and clearly understands their role (Codex, 2016). 
Though, it is also described to complicate the process when choosing to integrate children 
under the age of 18 years old in a research, especially since the researcher in most cases 
wants the parent(s) approval (Codex, 2016). It is also important to mention that even though 
the respondents were asked to participate in the research, all participants still had the chance 
to decline, no one was forced. If the respondents had any questions, the researchers email 
addresses were provided.  
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4 Result  
This chapter presents the collected data from the questionnaire. The chapter starts with 
descriptive information about the sample, moving on to average variables and a reliability 
and validity test. The chapter ends with the hypotheses testing. 
4.1 Descriptive Sample Information 
Table 4.1.1 and 4.1.2 show the distribution of gender and age of the respondents of the 
conducted questionnaire. In total there were 313 respondents, 62 % (194) of the respondents 
were women and 38 % (119) were men. As one can see in the table 4.1.2 31,9 % (100) of the 
respondents were in the age group 18-24, 23 % (72) were in the age 25-34, 12,8 % (40) were 
in the age 35-44, 10,2 % (32) were in the age 45-54, 13,1 % (41) were in the age 55-64 and a 
total of 8,9% (28) were over 65. The respondents of the questionnaire were asked how often 
they are travel to a city for vacation, in table 4.1.3 the respondents travel frequency is 
presented. 9.9 % (31) answered that they travel less than once a year, 66.1 % (207) travel 1-4 
times a year, 21.7 % (68) travel 5-10 times a year, .6 % (2) travel 11-15 times a year and 1.6 
% (5) travel more than 15 times a year.  
Table 4.1.1 Gender of the Respondents        Table 4.1.2 Age of the Respondents 

Gender Frequency Percent Cumulative 
Percent 

Female 194 62,0 62,0 
Male 119 38,0 100,0 
Total 313 100,0   

 
 
 
Table 4.1.3 How Many Times a Year the Respondents Travel to Another City For Vacation 

How often they travel Frequency Percent Cumulative 
Percent 

Less than once a year 31 9.9 9.9 
1-4 times a year 207 66.1 76 
5-10 times a year 68 21.7 97.8 
11-15 times a year 2 .6 98.4 
More than 15 times a year 5 1.6 100 
Total 313 100,0   

 

Age Frequency Percent Cumulative 
Percent 

18-24 100 31,9 31,9 
25-34 72 23,0 55,0 
35-44 40 12,8 67,7 
45-54 32 10,2 78,0 
55-64 41 13,1 91,1 
65+ 28 8,9 100,0 
Total 313 100,0   
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4.2 Descriptive Data 
Table 4.2 shows the mean, standard deviation, skewness, kurtosis, minimum and maximum 
of the eight different constructs (infrastructure, attraction, uniqueness, expected enjoyment, 
value for money, word-of-mouth, marketing communication, overall expectation). The values 
in the table were based on the 313 answers from the respondents in the conducted 
questionnaire, the answers were based on a scale from 1-5 where number 1 indicates that the 
respondents strongly disagrees and the 5 indicates that the respondents strongly agree with 
the asked statement.  
 As one could see in chapter 3, the criteria for kurtosis are between  ±1 and two of the 
constructs are shown to be slightly kurtosis, as one can see in the table these constructs are 
expected enjoyment (-1,02) and overall expectation (-1, 47).  
Table 4.2 Average Variables  

  Infrastructure Attraction Uniqueness  Expected 
Enjoyment 

Value for 
Money  

Word-of-
Mouth 

Marketing 
Communication  

Overall 
Expectation  

Mean  3,62 3,5 3,9 3,8 4,1 3,87 2,93 3,94 
Std. 
Deviation 0,82 0,75 0,82 0,75 0,85 0,854 0,86 0,83 
Skewness  -0,84 -0,9 -0,81 -1,02 -0,51 -0,51 -0,28 -1,47 
Kurtosis 0,77 1,15 0,37 1,14 1,42 -0,144 -0,53 2,52 
Minimum 1 1 1,33 1,5 1 1,33 1 1 
Maximum 5 5 5 5 5 5 5 5 
4.3 Reliability and Validity  
Here the reliability and validity testing of the measure is presented. The reliability testing 
was conducted measuring the Cronbach’s Alpha and the validity with a Pearson’s r 
Correlation test. 
4.3.1 Reliability Testing 
The reliability test was conducted in order to ensure that the questions in each construct 
measured the same thing.  As mentioned in chapter 3, a Cronbach Alpha of .7 was decided 
for this study and is required to ensure the stability accordingly to Hair et al. (2010). Looking 
at table 4.3.1 all of the constructs have a value above .7 and is stable in its measures 
measuring the same thing.   
Table. 4.3.1 Reliability Testing  

Variable Infrastructure Attraction Uniqueness Expected 
Enjoyment 

Value for 
Money 

Word-Of-
Mouth 

Marketing 
Communication 

Overall 
Expectation 

Cronbach’s 
Alpha .766 .791 .863 .813 .881 .814 .869 .872 

Number of 
Question 4 6 3 4 3 3 5 4 
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4.3.2 Validity testing 
In table 4.3.2 is a Pearson’s r Correlation (1-tailed) test presented, it was conducted in order 
to make sure that the different constructs does not measure the same thing. According to 
Dancey and Reidy, (2004) and Hair et al. (2010) the value needs to be in between .3 and .9 to 
neither be to weak nor measure the same thing. The P-value, which can be identified by the 
value on Sig. (1-tailed), was .000 for all the variables and this indicates a significance of over 
95% for all variables. To see a Pearson’s r correlation test for all the separate measurements 
see Appendix III.  
As one can see in the table, none of the constructs measure the same thing with a range 
between .484 (COM and UNI) and .796 (OEX and ENJ). 

Table 4.3.2 Correlation Analysis 
Correlation 

    INF ATT UNI ENJ VAL WOM COM OEX 
INF 

Pearson 
Correlation 1               
Sig. (1-tailed) 

ATT 
Pearson 
Correlation .694** 1             
Sig. (1-tailed) .000 

UNI 
Pearson 
Correlation .532** .675** 1           
Sig. (1-tailed) .000 .000 

ENJ 
Pearson 
Correlation .618** .695** .725** 1         
Sig. (1-tailed) .000 .000 .000 

VAL 
Pearson 
Correlation .626** .655** .684** .746** 1       
Sig. (1-tailed) .000 .000 .000 .000 

WOM 
Pearson 
Correlation .600** .612** .549** .678** .650** 1     
Sig. (1-tailed) .000 .000 .000 .000 .000 

COM 
Pearson 
Correlation .604** .630** .484** .548** .541** .617** 1   
Sig. (1-tailed) .000 .000 .000 .000 .000 .000 

OEX 
Pearson 
Correlation .700** .729** .720** .796** .788** .725** .601** 1 
Sig. (1-tailed) .000 .000 .000 .000 .000 .000 .000 

INF-Infrastructure, ATT – Attraction, UNI – Uniqueness, VAL – Value for Money, WOM – Word-Of-Mouth, 
COM – Marketing Communication, OEX – Overall Expectation 
**Correlation is sig- at .01 level  
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4.4 Hypotheses Testing  
The following table 4.4 shows the hypothesis testing for each construct, model 2-8. Model 9 
is when the whole model is tested and the hypotheses are either accepted or rejected. The 
information included in the table are the B-value and the std. deviation of it. Then the R 
square, adjusted R square, std. error of the estimate, F-value and the degree of freedom (DF). 
The significance level (Sig.) are measured and noted. The seven hypotheses are tested and to 
be accepted each of them need to have a positive B value and a Sig. below .05.  
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4.4.1 Hypothesis 1  
The result of the regression analysis of hypothesis 1 is presented in table 4.4. To be accepted 
the B-value need to be positive and the statistical sig. need to be lower than .05. In model 9 of 
table 4.4 the testing of H1 the B-value is positive and it is statistical significant with a sig-
level at the least .001. Due to this hypothesis 1 will be accepted. The value of the adjusted R 
squared explains how much of the dependent variable, overall expectation, is caused by the 
independent variable infrastructure. When tested independent from the whole model (in 
model 2) the adjusted R square is at .493 meaning that 49.3% of the overall expectations is 
caused by infrastructure. However, in the model the total adjusted R square is at .777 
meaning that all the independent variables together have a 77.7% impact on the overall 
expectation. 
4.4.2 Hypothesis 2  
The result of the regression analysis of hypothesis 2 is presented in table 4.4. To be accepted 
the B-value need to be positive and the statistical sig. need to be lower than .05. In model 9 of 
table 4.4 the testing of H2 the B-value is positive and it is statistical significant with a sig-
level at the least .005. Due to this hypothesis 2 will be accepted. The value of the adjusted R 
squared explains how much of the dependent variable, overall expectation, is caused by the 
independent variable attraction. When tested independent from the whole model (in model 3) 
the adjusted R square is at .533 meaning that 53.3% of the overall expectations is caused by 
attraction. However, in the model the total adjusted R square is at .777 meaning that all the 
independent variables together have a 77.7% impact on the overall expectation. 
4.4.3 Hypothesis 3  
The result of the regression analysis of hypothesis 3 is presented in table 4.4. To be accepted 
the B-value need to be positive and the statistical sig. need to be lower than .05. In model 9 of 
table 4.4 the testing of H3 the B-value is positive and it is statistical significant with a sig-
level at the least .001. Due to this hypothesis 3 will be accepted. The value of the adjusted R 
squared explains how much of the dependent variable, overall expectation, is caused by the 
independent variable uniqueness. When tested independent from the whole model (in model 
4) the adjusted R square is at .515 meaning that 51.5% of the overall expectations is caused 
by uniqueness. However, in the model the total adjusted R square is at .777 meaning that all 
the independent variables together have a 77.7% impact on the overall expectation. 
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4.4.4 Hypothesis 4  
The result of the regression analysis of hypothesis 4 is presented in table 4.4. To be accepted 
the B-value need to be positive and the statistical sig. need to be lower than.05. In model 9 of 
table 4.4 the testing of H4 the B-value is positive and it is statistical significant with a sig-
level at the least .001. Due to this hypothesis 4 will be accepted. The value of the adjusted R 
squared explains how much of the dependent variable, overall expectation, is caused by the 
independent variable expected enjoyment. When tested independent from the whole model 
(in model 5) the adjusted R square is at .629 meaning that 62.9% of the overall expectations 
is caused by expected enjoyment. However, in the model the total adjusted R square is at .777 
meaning that all the independent variables together have a 77.7% impact on the overall 
expectation. 
4.4.5 Hypothesis 5  
The result of the regression analysis of hypothesis 5 is presented in table 4.4. To be accepted 
the B-value need to be positive and the statistical sig. need to be lower than .05. In model 9 of 
table 4.4 the testing of H5 the B-value is positive and it is statistical significant with a sig-
level at the least .001. Due to this hypothesis 5 will be accepted. The value of the adjusted R 
squared explains how much of the dependent variable, overall expectation, is caused by the 
independent variable value for money. When tested independent from the whole model (in 
model 6) the adjusted R square is at .515 meaning that 51.5% of the overall expectations is 
caused by value for money. However, in the model the total adjusted R square is at .777 
meaning that all the independent variables together have a 77.7% impact on the overall 
expectation. 
4.4.6 Hypothesis 6  
The result of the regression analysis of hypothesis 6 is presented in table 4.4. To be accepted 
the B-value need to be positive and the statistical sig. need to be lower than .05. In model 9 of 
table 4.4 the testing of H6 the B-value is positive and it is statistical significant with a sig-
level at the least .001. Due to this hypothesis 6 will be accepted. The value of the adjusted R 
squared explains how much of the dependent variable, overall expectation, is caused by the 
independent variable WOM. When tested independent from the whole model (in model 7) the 
adjusted R square is at .530 meaning that 53.0% of the overall expectations is caused by 
WOM. However, in the model the total adjusted R square is at .777 meaning that all the 
independent variables together have a 77.7% impact on the overall expectation. 
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4.4.7 Hypothesis 7  
The result of the regression analysis of hypothesis 7 is presented in table 4.4. To be accepted 
the B-value need to be positive and the statistical sig. need to be lower than .05. In model 9 of 
table 4.4 the testing of H7 the B-value is positive, however it is not statistical significant not 
meeting the criteria of a sig. level of .05. Due to this hypothesis 7 will be rejected. The value 
of the adjusted R squared explains how much of the dependent variable, overall expectation, 
is caused by the independent variable marketing communication. When tested independent 
from the whole model (in model 8) the adjusted R square is at .384 meaning that 38.4% of the 
overall expectations is caused by marketing communication, and at the individual level it has 
a sig level of .01.  
4.4.8 Summary of Hypotheses Testing  
In table 4.4.8 a summary of the hypotheses is presented and shown if they were either 
accepted or rejected. As one can see it was only H7 who was rejected.  
Table 4.4.8 Summary of the Hypotheses Testing  
Attribute  Hypothesis Accept/Reject  
Infrastructure H1: The perceived importance of a city’s infrastructure has a 

positive impact on the overall expectations of a city Accept  
Attraction  H2: The perceived importance of a city’s attractions has a 

positive impact on the overall expectations of a city Accept  
Uniqueness  H3: The perceived importance of a city’s uniqueness has a 

positive impact on the overall expectations of a city  Accept  
Expected 
Enjoyment  

H4: The perceived importance of a city’s expected enjoyment 
has a positive impact on the overall expectations of a city  Accept  

Value for 
Money  

H5: The perceived importance of a city’s value for money has 
a positive impact on the overall expectations of a city  Accept  

Word-of-Mouth H6: The perceived importance of a city’s word-of-mouth has a 
positive impact on the overall expectations of a city Accept  

Marketing 
Communication  

H7: The perceived importance of a city’s marketing 
communication has a positive impact on the overall 
expectations of a city  

Reject  
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5 Discussion  
Based on the multiple linear regression, six of the attributes explain 77.7% of the positive 
impact on the overall expectations of a city brand. In this chapter a discussion of each 
construct is presented. The result of the questionnaire is discussed and analyzed in relation to 
the literature review.  
5.1 Discussion of Infrastructure  
The findings of this research state that infrastructure has a positive impact on the overall 
expectations of a city, which goes in line with the findings by e.g. Byon and Zang (2010), 
Gilboa et al. (2015), Martin and Bosque, (2008) and Wang (2010). They argue that the 
infrastructure has an impact on tourists and their overall experience of a city they have 
visited. Infrastructure is stated to be a tangible attribute of a city, which builds up the 
experience of a city (Byon and Zang 2010; Qu et. al, 2011), furthermore in this research 
infrastructure is concluded to build up a tourist expectation of a city as well. When tested 
independently from the other attributes, infrastructure has 49.3% positive impact on the 
overall expectations of a city, and since the hypothesis is accepted it is a part of the 77.7% 
positive impact that explain the overall expectation of a city. Hence, infrastructure is a part of 
the tourists’ expectations of the city and therefore it is also a part of the consideration phase 
when choosing what city to visit. Fakeye and Crompton (1991) state that the infrastructure 
even impact the length of stay of the tourist and is seen as a competiveness, this might be 
confirmed with the result of this study as well. It is important for the consumer to expect the 
city to offer a good infrastructure giving the tourist a safe feeling, containing good 
transportation and accommodation options. Their expectation of this will decide where to 
travel and hence maybe decide the length of the stay.  
In relation to city branding and how a city should build a strong brand and promote it in the 
best way, it is important to consider the infrastructure of a city. As Martin and Bosque (2008) 
and Qu et al. (2011) concluded the infrastructure plays a part in the image formation of a 
destination since it build up the physical city which contributes to the consumers’ 
expectations. This research confirm those finding since infrastructure including, 
transportation, accommodation and safeness, impact a tourist expectation of a city.  
5.2 Discussion of Attraction 
Findings from this research shows that attraction has a positive impact on the overall 
expectations, which is in line with Byon and Zang's (2010) and Gilboa et al.'s (2015) studies 
about how an experience is perceived. They argue for the importance of attractions, and after 
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this research one can confirm that 53% of the overall expectation can be explained by 
attraction when tested alone. It is also a part of the 77,7% that can explain the positive impact 
of the overall expectation when tested all together as well. Furthermore, these findings 
support both Li et al. (2011) and Wang et al. (2016), who claim that it is important for the 
expectations. There are many types of attractions as Kline et al. (2016) argue in their study 
and their importance varies from person to person. In this study there were six different 
attractions to choose from, however, combined together they proved to have a positive impact 
on the expectations. Historical sights, cultural experiences or different events provided in the 
city help to create an expectation of the city and are important when deciding on a city 
vacation. Just as with infrastructure, Fakeye and Crompton (1991) argued that attraction has 
an impact on the length of stay. This study confirms that when planning a vacation and when 
creating expectations around it, the amount of attractions and their availability is important 
and people take them into consideration in their decision process.  
When connecting the importance of attraction to city branding, it is important to consider the 
attraction since it has a positive impact on the expectations. Wang et al. (2016) explained that 
attraction is a part of how the consumer perceives the city and Ye and Tussyadiah (2011) 
argue that attraction is an important factor in the image of destination and it is important 
when one want to present the right feeling for the city.  
5.3 Discussion of Uniqueness  
Findings from this research state that the attribute uniqueness has a positive impact on the 
overall expectations of a city, and this is in line with the findings by e.g. Gilboa et al. (2015), 
Hosany et al. (2015) and Qu et al. (2011) which are arguing that the uniqueness of a city has 
an impact on tourists and its overall experience of a city they have visited. They argue for the 
importance of uniqueness of the city in order to increase the experience for the tourist, 
meaning it is important to show the unique attribute of a city compare to other cities to get 
tourist to choose their city to visit. This goes hand in hand with the finding of this study, since 
potential tourist are looking for something unique in the city they are planning to visit. 
Around 51% can be explained by uniqueness when tested alone, and it is a part of the 77.7% 
when tested all together of the total overall expectation. Ye and Tussyadiah (2011) explain 
this fact by stating that the uniqueness of a city will help to create an image about the city in 
the tourist mind. The image includes originality and the feeling about a city and these factors 
are confirmed to be important by this study when the consumers create their expectation 
about the city. The question the respondents got to answer in the questionnaire were related to 



 
 

39 
 

the uniqueness of the city and in particular a local unique experience and with a mean of 3,9 
one could also conclude that it is rather important factor to consider when booking a trip to a 
city.  
Furthermore these findings also indicate that it is important to brand the uniqueness of a city 
in order to create a stronger city brand and attract tourist to visit a city. Focusing on the 
feeling and originality of the city by showing the unique local experience could help the 
tourist to build their expectation of the city and make them travel to a specific destination.  
5.4 Discussion of Expected Enjoyment 
Previous research showed that the emotions towards a city have an important role in the 
perceived experience (Byon and Zang, 2010; Hosany et al., 2015; Qu et al. 2011), this study 
also confirm the importance of the expected enjoyment since it is the attribute which is the 
most important factor for the overall expectations. It shows, just as Hosany et al. (2015) 
study, that it is important to feel affection towards the destination and that one is excited to 
explore the city. Chuang (2007), Goossens (2000) and Kwonrtnik and Ross (2007), saw that 
emotional responses from an experiences had an impact on the decision to purchased tourism 
experience. That is in line with these findings, which confirm that the emotions is important 
in the overall expectations towards a city and will therefore influence the decision where to 
travel. As Malone et al. (2014) argued, tourists seek enjoyment in their experience and 
therefore it is not far to argue that it in ones expectations as well. It is a part of a hedonic 
consumption, which Hirschman and Holbrook (1982) Jones et al. (2006) explained as a 
consumer’s desire. The consumer builds up expectations and desires they want to fulfill.  
To show consumer that they can find enjoyment and pleasure in their experience is important 
when they build up their expectations. This is important to consider when creating and 
building a city brand. As Hosany et al. (2015) stated for the experience, which these findings 
of the expectations confirm, it is important to create an image of an affectionate city where 
the tourist feel excitement of what they will explore. This is important and needs to be 
considered in a city brand.  
5.5 Discussion for Value for Money  
Findings from this research states that the value for money has an positive impact on the 
overall expectations of a city, and this is in line with the findings by e.g. Byon and Zang’s 
(2010) and Lie et al. (2011) which argue that value for money in a city has an impact on 
tourists and its overall experience of a city they have visited. It also confirms by Grönroos’s 
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(2007) theories, which states that value for money is important for service and the perception 
of quality. When tested independently from the full model, the value for money had the 
second highest adjusted R square at .621 and the highest mean which emphasize the 
importance. Price is something a future tourist can relate to and according to the findings 
create expectation about regarding the city. This supports the findings of Bitner (1990) and 
Parasuraman et al. (1994). They argue that price is a tangible cue, making it easier for the 
consumer to know what to expect. Tourism and service are intangible, making the price and 
the value for money important when comparing and contrasting different options against each 
other. The findings support that where the tourist can expect to get the most out of the budget 
is important. Also, what expectations one create from that value is important.   
When creating the city brand it is important to show the potential consumers that they get 
value for their money. That does not necessarily mean that everything is cheap. Something 
can still be expensive but if the consumer perceives that they get a lot of value for that money 
they might consider the city as their next travel destination.   
5.6 Discussion of Word-of-Mouth 
These findings state that WOM has a positive impact on the overall expectations of a city. 
This is in line with the findings by e.g. Solomon et al. (2011), Bughin et al. (2010) and 
Nielsen (2013), which are arguing that WOM has a big impact of a consumer purchase 
decision especially when it comes to purchase a service. The research by Burghin et al. 
(2010) indicates that 50% of all purchase decision can be explained by WOM and this could 
be confirmed in this research since 53% of the overall expectations can be explained WOM 
when tested by itself and it is a part of the 77.7% that can explain the overall expectation of a 
city brand when tested together with the other accepted attributes. These numbers conclude 
that the decision of purchasing a trip increases with the usage of positive WOM. The 
phenomenon WOM is especially important for a service since the consumer tend to listen to 
other consumers instead to marketing messages from a company Liu (2006) and therefore 
one could conclude that this might be the reason why the respondents rated this attribute as 
high as they did. They want to be ensured that they are getting a good trip and that the money 
spent will be worth it just as Murray (1991) is arguing. The WOM also increase the 
expectation of a city in the way that the consumer are making up their mind and picture of the 
city and through that they are creating some kind of expectation of a city just as Wang et al. 
(2015) concluded.  
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When it comes to WOM this study proves that it is important for the city, and to aim for a 
positive WOM for the brand of the city is also important. Both East et al., (2007) and 
Harrison-Walker, (2001) argued that people believe that WOM is a credible source and the 
findings in this study support that it has a positive impact. They further argue that it is more 
credible than marketing communications, which is also supported in this study, since the 
positive impact of marketing communication was rejected. This will be discussed in the next 
section.   
5.7 Discussion of Marketing Communication 
Findings from this research states that marketing communication does not has a positive 
impact on the overall expectation compared to the other attributes since this hypothesis was 
rejected. This is something, which goes against previous studies. As argued by Tismonis and 
Dimitriadis (2014), Grönroos (2007) and Wang et al (2015) marketing communication is an 
important way to build and maintain a strong relationship with the consumer and also to build 
up expectations in the tourists’ mind. They even mention that marketing communication 
would help to build up a city image and hence increase the expectation even more. When 
tested independent from the whole model it did have a positive impact that was statistical 
significant, however it has the lowest positive impact and can only explain 38% of the overall 
expectations. Furthermore it also had the lowest mean at 2.93. One could understand that 
many respondents rated this a 1 or 2 in the scale of importance for them. This could show that 
the other attributes were more important and played a more crucial part in tourist expectation 
of a city. Furthermore, the previous study by Robledo (2001), argued that formal 
recommendations from travel agenesis or quality assessments found in different publications 
such as a travel magazine influence the expectations on a service but in this study the 
majority of the of the respondents did not agree with this fact and rated it low. Ye and 
Tussyadiah (2011), argue that each target market respond different to a visual message and 
that one need to consider this when attracting people and this could be the reason to why 
marketing communication do not have as big impact on the overall expectation.  
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6 Conclusion 
Six out of the seven attributes discovered in the literature review regarding a city brand; 
infrastructure, attraction, uniqueness, expected enjoyment, value for money and word-of-
mouth, have a positive impact on the overall expectation of the consumers. The two attributes 
with the highest impact on the overall expectation were expected enjoyment and value for 
money meaning that when people decide on a trip these two attributes are the most important. 
What one can conclude about the tangible attributes, infrastructure and attraction, is that both 
of them have a positive impact on the expectations. The thing one need to consider regarding 
the attribute attraction is that there are rather many different attractions which makes it harder 
to get an accurate measure. One might like the historical aspect of a city whereas one like if 
there is a big soccer arena for their favorite team. Nevertheless, it is clear that the city needs 
to have something attracting the consumers. The attractions might also have an impact and be 
a part of the uniqueness of the city, which also had a positive impact on the expectations.  
When it comes to the communication and how the consumer creates a picture of the city, 
WOM was the only communication attribute that was accepted and had a positive impact on 
the city brand of the consumer. This study shows that people tend to believe that they listen 
and have more trust in people they know, and consider other people’s real experiences, rather 
than what is said by official communication channels.  
This study contributes and emphasizes the importance of considering the expectations when 
creating a city brand, highlighting which attributes that has an impact on the expectations of a 
consumer.  Examining the field of city branding from an expectancy perspective gives insight 
and understanding of the consumers, but right now it is a research filed that is still rather 
limited in its content. To learn about what attributes that are important before the consumer 
decide where to travel can be beneficial from both a theoretical and practical standpoint.  
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7 Research Implications and Future Research 
This chapter present the implications of the study, both theoretical and managerial. Then the 
suggestion for future research is presented. 
7.1 Theoretical Implication 
The main theoretical implication of this study is to fill the existing gap between how different 
attributes of a city brand can be considered important and be developed based on the 
expectation future tourists have towards a destination. Based on previous studies regarding 
how people experienced a city (Byon and Zhang, 2010; Gilboa et al., 2015), how destinations 
and people have specific expectations (Kline et al., 2016; Wang et al., 2015) and different 
service attributes (Grönroos, 2007) Seven attributes were identified in order to see how they 
had an impact on the overall expectation. Six out of the seven attributes had a positive impact 
on the overall expectations, hence making them important to consider in city branding theory. 
This study contributes with the notion that the most important factors to consider is to show 
that the city is worth its price and that it is appealing in an enjoyable and pleasurable way. 
The study also contribute with the view that in the consumers own mind, marketing 
communication does not play a role on their creation of expectation. Although this is 
something the previous researchers contradict which leads to more questions regarding this 
attribute. This is further discussed in the chapter 7.3 regarding future research. 
7.2 Managerial Implication 
The managerial implications of this study suggest that people working with developing city 
brands need to both be aware of and consider tourists’ expectations of the city. More than 
90% of the respondents travel at least once a year. People are attracted by different attributes 
and of course it is hard to satisfy everyone, but to actively work with them and strengthen 
them seem to be, based on this study, beneficial. To show that the city is worth its money and 
that one can have an enjoyable stay are the most significant attributes to consider.  
If the city has different types of attraction like historical, cultural or other interesting and 
unique things, these need to be highlighted. People do consider them when planning their 
visit, and even though a certain attraction does not attract everyone it has an overall positive 
impact on the expectation, which has an impact on the purchase decision.  
What managers also need to be aware of, is that people do not want to be bombarded with 
advertisement and too much information from official channels. However to develop a city 
brand, the city need to show what they offer. But if this can be done in a subtle more indirect 
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manner it might be more effective. People thought that WOM was more important; therefore 
to make a buzz and to make people talk about the city is more valuable than traditional 
advertising.  
7.3 Future Research 
This study presents seven different attributes in city branding and how they have an impact of 
the overall expectation. However, each attribute has many dimensions that might be 
interesting to dig deeper into to gain more in depth knowledge. For example, expected 
enjoyment was the attribute that proved to have the highest impact on the overall expectation. 
But what are these enjoyable things people associate to this? Could it be the attractions that 
makes it enjoyable? Or, what do people consider valuable and a good value? To do a 
qualitative study to learn more about the reasons and ideas behind the different attributes 
would be interesting and contribute with better understanding for the attributes. 
The concept of marketing communication had no positive impact when measured with the 
other attributes, however, previous literature argued that this is as an important factor for the 
expectations. Investigating this attribute in more depth might be interesting and important 
from a city brand perspective. Knowing why people consider this not to be important can 
increase the knowledge of city branding. To investigate why the respondents do not think that 
this have an impact on them could be interesting and give a better understanding to this 
model and the attributes. Could it be a psychological thing, having a perception that they 
want to be in charge of what to take in, or is it the fact that traditional marketing activities 
have no impact on the expectations? The attribute marketing communication is something the 
authors of this study would like to encourage further research on.  
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8 Reflection 
The authors of this study have reflected on the sample used in this study. Since they used a 
non-probability sample consisting of friends and friends-of-friends. Though they reached a 
large sample size and a broad range of ages and genders, the authors reflect upon the idea that 
maybe the result would have been different if a probability sample would have been used 
instead, and everyone in the population would have had the same possible of being chosen, 
not only because of convenience. They also reflect on the fact that there are other factors that 
could have had an impact on this type of study. These past couple of years there has been a 
lot of different events creating a lot of worries in bigger cities. If these events have an impact 
on the consumers’ expectations is from this study hard to tell since the authors have not asked 
about this in detail. The safety of the city was a part of infrastructure and it had a positive 
impact. Therefore one can see due to this study that it is important for the consumer to feel 
safe. To see what impact a terrorist attack or a natural disaster could have on the expectation 
of the consumer on a city brand would have needed its own study.  
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Appendix I 
Questionnaire  
We are three marketing students at Linnaeus University and we are writing our bachelor thesis about 
city branding. We are investigating what attributes of a city are important for you, as a consumer, 
when you are deciding your next vacation destination.  
(To participate in this survey you need to be of age 18 years or older.)  
We would greatly appreciate your participation in our survey, the answers will be anonymous and the 
survey will approximately take 5 minutes to complete. 
 
Vi är tre marknadsföringsstudenter på Linnéuniverstitetet som skriver vår kandidatuppsats om city 
branding. Vi undersöker vad som är viktigt för dig när du väljer en stad att semestra i.  
(Du måste minst vara 18 år för att delta i denna undersökning.) 
Vi skulle uppskatta om du ville hjälpa oss genom att delta i denna undersökning. Enkäten tar ca 5 
minuter och alla svar kommer att vara anonyma. 
 
If you have any questions regarding the survey, do not hesitate to contact us:  
Vid frågor, tveka inte att höra av dig till oss: 
 
Anna Wessman: Aw222fv@student.lnu.se 
Felicia Norman Sylvendahl: fs222gz@student.lnu.se  
Jennifer Malmgren: Jm222ku@student.lnu.se 
 
Thanks for your participation!  
Stort tack för din medverkan!  

 
Please indicate below to which extent you agree with each following statements regarding different 
attributes of a city 
Vänligen fyll i till vilken grad följande påståenden stämmer överens med dina åsikter. 
 Strongly 

disagree 
 
Instämmer 
inte alls 

 Strongly 
agree 
 
Instämmer 
helt 

1 When I choose a city for vacation its local transportation system is important.  
 
När jag bestämmer resmål för en stadssemester är stadens kollektivtrafiken viktig. 1 2 3 4 5 
2 When I choose a city for vacation its good transportation system to the airport is 
important.  
 
När jag bestämmer resmål för en stadssemester är det viktigt att det är lätt att ta sig 
till och från stadens flygplats.  

1 2 3 4 5 
3 When I choose a city for vacation its suitable accommodation is important. 
  
När jag bestämmer resmål för en stadssemester är det viktigt att hitta ett bra boende 
i staden.  

1 2 3 4 5 

Importance of city attributes / Betydelsen av en stads kännetecken 
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4 When I choose a city for vacation safety of the city is important.  
 
När jag bestämmer resmål för en stadssemester är säkerheten i staden viktig. 1 2 3 4 5 
5 When I choose a city for vacation its historical attractions are important.  
 
När jag bestämmer resmål för en stadssemester är det viktigt att staden erbjuder 
historiska sevärdheter. 

1 2 3 4 5 
6 When I choose a city for vacation its cultural attractions e.g. museums, theaters 
and concerts are important. 
 
När jag bestämmer resmål för en stadssemester är det kulturella utbudet i staden 
viktigt, t.ex. museum, teater och konserter. 

1 2 3 4 5 
7 When I choose a city for vacation its good shopping opportunities are important.  
 
När jag bestämmer resmål för en stadssemester är det viktigt att det finns bra 
shoppingmöjligheter i staden. 

1 2 3 4 5 
8 When I choose a city for vacation its interesting and authentic cafes and 
restaurants are important.  
 
När jag bestämmer resmål för en stadssemester är det viktigt att kunna äta på 
intressanta och autentiska kaféer och restauranger i staden. 

1 2 3 4 5 
9 When I choose a city for vacation its natural attractions such as parks, lakes, 
ocean and canals are important.  
 
När jag bestämmer resmål för en stadssemester är det viktigt att staden har 
naturområden så som parker, hav, sjöar, kanaler etc. 

1 2 3 4 5 
10 When I choose a city for vacation its special events such as festivals, soccer 
games and concerts, are important. 
 
När jag bestämmer resmål för en stadssemester är det viktigt att staden erbjuder 
evenemang, t.ex. festivaler, fotbollsmatcher och konserter. 

1 2 3 4 5 
11 When I choose a city for vacation its unique local experience is important.  
 
När jag bestämmer resmål för en stadssemester är det viktigt att få en lokal 
upplevelse i staden. 

1 2 3 4 5 
12 When I choose a city for vacation the fact that the city offers a unique 
experience is important to me.   
När jag bestämmer resmål för en stadssemester är det viktigt att staden erbjuder en 
unik upplevelse.  

1 2 3 4 5 
13 When I choose a city for vacation it is important to be inspired from the unique 
experience I get.   
När jag bestämmer resmål för en stadssemester är det viktigt att jag kommer bli 
inspirerande av den unika upplevelsen. 

1 2 3 4 5 

14 When I choose a city for vacation my emotions (positive or negative) towards 
the city are important. 
 
När jag bestämmer resmål för en stadssemester är mina positiva eller negativa 
känslor till staden viktiga.  

1 2 3 4 5 
15 When I choose a city for vacation the excitement towards exploring the city is 
important.   
När jag bestämmer resmål för en stadssemester är det viktigt att jag känner mig 
förväntansfull.  

1 2 3 4 5 
16 When I choose a city for vacation the affection I feel towards the city is 
important.  
 
När jag bestämmer resmål för en stadssemester är det viktigt att jag känner 
hängivenhet för staden. 

1 2 3 4 5 
17 When I choose a city for vacation, it is important that I believe the city matches 
up to my inner image of the city.  
 
När jag bestämmer resmål för en stadssemester är det viktigt att jag tror att min inre 
bild av staden kommer uppfyllas 

1 2 3 4 5 
18 When I choose a city for vacation reasonable price level within the city (e.g. 
accommodation, food, shopping) is important 
 
När jag bestämmer resmål för en stadssemester är det viktigt att priserna (på t.ex. 
boende, mat, shopping) i staden är rimliga  

1 2 3 4 5 
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19 When I choose a city for vacation, good value for my budget is important.  
När jag bestämmer resmål för en stadssemester är det viktigt att jag får valuta för 
pengarna. 

1 2 3 4 5 
20. When I choose a city for vacation the balance between price and quality is 
important.  
 
När jag bestämmer resmål för en stadssemester är det viktigt att det är balans 
mellan kvalitén och priset i staden.  

1 2 3 4 5 
21. When I choose a city for vacation, recommendations from friends and 
acquaintances are important.  
 
När jag bestämmer resmål för en stadssemester är rekommendationer från vänner 
och bekanta viktiga. 

1 2 3 4 5 
22. When I choose a city for vacation, other people’s experiences are important.  
 
När jag bestämmer resmål för en stadssemester är andra människors tidigare 
upplevelser viktiga. 

1 2 3 4 5 
23. When I choose a city for vacation, people’s reviews on the internet (e.g. 
TripAdvisor, Facebook) are important.  
 
När jag bestämmer resmål för en stadssemester är recensioner på internet (t.ex. 
TripAdvisor, Facebook) viktiga.  

1 2 3 4 5 

24. When I choose a city for vacation, advertisement about the city is important.  
 
När jag bestämmer resmål för en stadssemester är reklam jag sett om staden viktig. 1 2 3 4 5 
25. When I choose a city for vacation, recommendations from travel magazines are 
important.  
 
När jag bestämmer resmål för en stadssemester är rekommendationer från 
resetidningar viktiga. 

1 2 3 4 5 
26. When I choose a city for vacation, recommendations from travel agencies are 
important.  
 
När jag bestämmer resmål för en stadssemester är rekommendationer från 
resebyråer viktiga. 

1 2 3 4 5 
27. When I choose a city for vacation, I find messages from a city's official social 
media (e.g. YouTube videos) important.  
 
När jag bestämmer resmål för en stadssemester är meddelanden levererade från 
stadens officiella sociala medier (t.ex. YouTube videor) viktiga  

1 2 3 4 5 
28. When I choose a city for vacation the amount of info available about the city is 
important.  
 
När jag bestämmer resmål för en stadssemester är den tillgängliga information om 
staden viktig.  

1 2 3 4 5 
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Future intentions– Framtids avsikter   
 
Please indicate below to which extent you agree with each following statements regarding different 
attributes of a city 
Vänligen fyll i till vilken grad följande påståenden stämmer överens med dina åsikter. 
 Strongly 

disagree 
 
Instämmer 

inte alls 
 

Strongly 
agree 
 
Instämmer 

helt 
1. My overall expectations of a city  influence my decision of which city I choose to 
travel to  
 
Mina förväntningar på en stad påverkar mitt val av resmål 

1 2 3 4 5 
2. My overall expectations of a city motivates me to travel to a certain city 
 
Mina förväntningar på en stad kan motivera mig att resa dit 1 2 3 4 5 
3. My overall expectations of a city are a part of my evaluation process in my 
decision to choose it as my vacation destination.  
 
Mina förväntningar på en stad är en del av beslutsfasen när jag bestämmer vilket 
resmål jag ska åka till.  

1 2 3 4 5 
4. My overall expectations of a city need to be met in order for me to feel satisfied. 
 
Mina förväntningar av en stad måste bli uppfyllda för att jag ska känna mig nöjd 
med resan. 

1 2 3 4 5 
 
 
 
Background information / Allmän information  
We would like to ask for a little information about yourself and your background, this information is important in the overall analysis (all info remains 
anonymous): 
 
Vi skulle vilja ha lite allmän information om dig, denna information är för att kunna sammanställa analysen. All information är anonym 1.I am/Jag är □ Man/Man 

□ Woman/Kvinna 
2. I am/ Jag är □ 18-24 years/år 

□ 25-34 years/år 
□ 35-44 years/år 
□ 45-54 years/år 
□ 55-64 years/år 
□ 65+ years/år 

3. I am from/Jag kommer från □ Sweden/Sverige 
□ : _____________  

4. I travel to other cities for vacation/Jag besöker 
andra städer för semester 

□ Less than once a year/Mindre än 1 gång per år 
□ 1-4 times a year/gånger per år 
□ 5-10 times a year/gånger per år 
□ 10-15 times a year/gånger per år 
□ More than 15 times a yearMer än 15 gånger per år 
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Appendix II 
Source criticism 
Source criticism is described by Thurén (2005) as a tool used when evaluating the credibility 
of a source in order to select trustworthy sources. Furthermore he states that it is essential to 
evaluate a source and its trustworthiness in order to get credible information from all the 
available content. According to Hjørland (2012) when evaluating a source one should think 
about some different aspects. Firstly it is important to check if the information is peer 
reviewed since it indicates that several of experts in the field have read, evaluate and then 
approved the information. Secondly he argues about the importance of author credentials, 
meaning it is important to check the authors behind the information. Make sure that the 
author has enough credibility, and is well educated in the field he/she writes about. These are 
important points to consider when evaluating the credibility of a source. Lastly, he argues that 
it is important to check the publisher reputation; this is done by checking in what journal the 
information is published. Is the journal well respected, is it published by a well-respected 
publisher etc. are some of the criteria to look for (Hjørland, 2012). 
This article that was used in the literature review was evaluated with an extra critical 
approach using the source criticism. 
Bughin, J., Doogan, J., and Vetvik, O. J. (2010). A New Way to Measure Word-of-
Mouth Marketing. McKinsey Quarterly, April (2), 113–116 
This article comes from McKinsey’s Quarterly, a business publication that informs and 
designs senior-management. It is noted that this article neither is scientific, nor peer-
reviewed, but since it is used in accordance with another source (Nielsen, 2013) the authors 
felt that they could still use it. At one place in the Literature Review (Chapter 2) this article is 
used by itself, and it is only to point out to what extend WOM actually influences the 
purchase decisions. 
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Appendix III 
Here, a Pearson’s r correlation test is presented; the items are in the same order as in the 
operationalization.  

 


