Doreen Kupke

Destination Branding: An Analysis of the
Swedish Destination Image Representation
and the Perception on the German Market

G [RIINS



YOUR KNOWLEDGE HAS VALUE

- We will publish your bachelor’s and
master’'s thesis, essays and papers

- Your own eBook and book -
sold worldwide in all relevant shops

- Earn money with each sale

Upload your text at www.GRIN.com
and publish for free

GIRINIS



Bibliographic information published by the German National Library:

The German National Library lists this publication in the National Bibliography;
detailed bibliographic data are available on the Internet at http://dnb.dnb.de .

This book is copyright material and must not be copied, reproduced, transferred,
distributed, leased, licensed or publicly performed or used in any way except as
specifically permitted in writing by the publishers, as allowed under the terms and
conditions under which it was purchased or as strictly permitted by applicable
copyright law. Any unauthorized distribution or use of this text may be a direct
infringement of the author s and publisher s rights and those responsible may be
liable in law accordingly.

Imprint:

Copyright © 2013 GRIN Verlag
ISBN: 9783656677888

This book at GRIN:
https://www.grin.com/document/275507



Doreen Kupke

Destination Branding: An Analysis of the Swedish Des-
tination Image Representation and the Perception on
the German Market

GRIN Verlag



GRIN - Your knowledge has value

Since its foundation in 1998, GRIN has specialized in publishing academic texts by
students, college teachers and other academics as e-book and printed book. The
website www.grin.com is an ideal platform for presenting term papers, final papers,
scientific essays, dissertations and specialist books.

Visit us on the internet:

http://www.grin.com/
http://www.facebook.com/grincom

http://www.twitter.com/grin_com



S

Fachhochschule Westkiiste
University of Applied Sciences

Destination Branding: An Analysis of the
Swedish Destination Image Representation and

the Perception on the German Market

Doreen Kupke

Master Thesis in the Field of International Tourism Management

5" Semester

Due Date 12th November 2013



List of Contents

T o T U 4= \")
List of Tables......cccocuereeiiiic e ——— \'
List of AbBreviations ... Vi
I 1) o T 11T T o 1
1.1 Background and Purpose of the TOPIC...........uueeeiiiiiiiiiicccec e 1
1.2 SHTUCKUIE .ttt e e e e e e e e e e e e e e e eanes 3
LIRS 211, =1 0 ToTo [o] [ Yo | V20 PP 4

2. The Concept of Destination Branding...........ccoovviiiiiiiiiiiincccscsccsc s 5
2.1 Definition Destination Branding............coooooi 5
2.2 Destination Brand Building .........coooiiiiiiiiii 6
2.3 Challenges in Destination Branding...........ccoooiii, 9
2.4 Critical Factors of Success in Destination Branding ...........cccccccc. 12
2.4.1 Strategic Orientation.............eeiiiiiiiiiiiiiiieiiieeeeee e 13

2.4.2 Destination Identity and Image ... 13

2.4.3 Stakeholder Involvement ... 14

2.4.4 Brand Implementation, Monitoring and Review ..............ccccceivivviiiienne, 15

2.5 Benefits of a strong Destination Brand ..., 16
Y240 S I W] o1 (o @70 o Lex [0 F- L] o NP 17

3. Destination IMage ... 19
3.1 Destination Image Definition ... 19
3.2 Characterizing the Nature of Destination Image ............cccoco 20
3.3 Components of the Destination Image..............ooooiiiiiiiiiiiiicce e, 21
3.4 Destination Image Formation................ooeiiiiiii i 23
3.4.1 Different Phases of the Travel Experience .............cccoovvviiiiiciiiiieeninnnnn, 24

3.4.2 Three States of Image Formation.............cooviiiiiiiic e, 25

3.5 Effects of the Destination Image on the Travel Behavior ..............c.cccoovvnnennn.t. 26



3.6 The Relationship between Destination Image and Destination Brand ............ 29

. Current Situation of the Swedish Tourism Industry ..........ccommmiiicccciiiiiinnnns 31
4.1 Traveler Profile ... 31
4.2 Attractions and Touristic Offers...........cccuviiiiiiiiii e 37

4.2.1 Natural Attractiveness Factors .............cccuviiiiiiiiiiiiiiieee 39
4.2.2 Anthropogenic Attractiveness Factors...........cccooevveiiiiiiiiiiccieeeee 41
4.3 Priority Source Markets and Target Groups ..........ccooovviiiiiiiiiieiiieeiceeee e, 42
4.3.1 Germany as an important Source Market for Sweden..............ccc.......... 44
4.3.2 Target Groups on the German Market...............cccoovviiiieiiiiieiicieiin, 45
4.4 Swedish Nation Branding Strategy ...........oouviiiiiiiiiiiiiicccee e 46
4.4.1 Creating an holistic Nation Brand ..., 47
4.4.2 Image Presentation ... 48
4.4.3 IMplementation .........cooo o 52
Tl 0] o o1 [V 11 o] o PP PPPPPPPPPPPPP 54

. Survey: The Image of Sweden ... 55

5.1 MethOdOlOgY .....cooeeieeeiee e 55
5.1.1 Conception and Circumstances of the Survey.................ccoco. 55
5.1.2 Characterization of the Spot ChecK...........oooiiiiiii i, 57

5.2 Image Perceplion..........coooo 62

5.3 Conclusion and critical Reflection ... 91

. Evaluation of the Hypotheses and Needs for Improvement.........cccccccceeiiirnnnns 93
g Y o o o Y= T o P 93

6.2 Hypothesis 1: The Swedish Image is coined by outmoded
SHEIEOLYPES ...ttt a e e aaaaa 94

6.3 Hypothesis 2: The Image Perception of Sweden is hard to control
and affecCt..........oo 98

6.4 Hypothesis 3: Sweden has the Image Potential to become an

attractive Travel Destination for young People............cccco, 102



6.5 Chapter CONCIUSION ...

7. Future OUutlook and CONCIUSION ....e.ceuiieiiiiieirireermrearmrenssnrsnssnssnnssnssnnssnnrnnns

List of References

Appendix ..............



List of Figures

Figure 1:
Figure 2:
Figure 3:
Figure 4:
Figure 5:
Figure 6:
Figure 7:
Figure 8:
Figure 9:
Figure 10
Figure 11
Figure 12
Figure 13

Figure 14:
Figure 15:
Figure 16:
Figure 17:
Figure 18:
Figure 19:
Figure 20:
Figure 21:
Figure 22:
Figure 23:
Figure 24:
Figure 25:
Figure 26:
Figure 27:
Figure 28:
Figure 29:
Figure 30:
Figure 31:
Figure 32:

The Destination Brand Building Process............cccooeiiiiiiiiiiiiiiiiieccees 6
Multiple Destination Layers..........coouiiiiiiiiiiiieicie e, 10
Stakeholder Interrelation, Interests and Beliefs ..............ccccccoi. 14
The Destination Image three-continuum Model ............................... 22
Travelers DY AQe.....o e 31
Foreign Markets..........ooooiiiiiii e 32
Types of Accommodation ..............eiiiiiiiiiiiiiceeeee 34
Types of TranSPOrt........ccoeeiiiiiieeeee e 35
Traveler Satisfaction ..........coooiiiiiiiii e 36
: The Disposition of TOUFISES .........ccooviiiiiiiiiiiie e, 38
: Gender Distribution .........ooooiiiiiii e 57
s Age Distribution ... 57
: Distribution by Federal States.............ccoooeeiiiiiiiii e, 58
Income ResSpoNdentsS.........coooiiiiiiiiiiii e 60
Holidays in Sweden ... 61
Amount of Sweden Holidays........ccoooeeiiiiiiiiiiiccie e 61
Top 20 Sweden ASSOCIAtIONS.........coiiiiieiiiieecee e 63
Top 15 Associations by Sweden Experience.............cccooveeeevennnnnn.n. 64
Top 15 Associations by No Sweden Experience ...........cccccceeeeeeeen.. 65
Top 15 Sweden Associations by Group Young.........cccceevvvvceeeeeenn.. 67
Top 15 Sweden Associations by Group OId ..........ccccceeiiiiiiiiiinnnnnns 67
Reasons for not traveling to Sweden again Group Old .................... 68
Reasons for not traveling to Sweden again Group Young ............... 68
Liked Best during Holidays in Sweden..............ooooiiiiiiiiiiiiccie 69
Liked Best during Holidays in Sweden Group Young ...................... 69
Liked Best during Holidays in Sweden Group Old .......................... 70
Reasons for not visiting Sweden Group Old ............coviiiiiiiiiiiinnnnn, 71
Reasons for not visiting Sweden Group Young ........ccccceeeeeeeeveeeennne. 71
Most important Criteria for Travel Country ..............ccccc. 72
Most unimportant Criteria for Travel Country ............ccccceeiiiiieiiieennn, 73
Most important Criteria for Travel Country by analyzed Groups ...... 74

Most unimportant Criteria for Travel Country by analyzed Groups ..74

v



Figure 33:
Figure 34:
Figure 35:
Figure 36:
Figure 37:
Figure 38:
Figure 39:
Figure 40:
Figure 41:
Figure 42:
Figure 43:
Figure 44
Figure 45:
Figure 46:
Figure 47:
Figure 48:
Figure 49:
Figure 50:
Figure 51:

List of Tables

Table 1: Analyzed Groups

Perception of Sweden by certain Attributes "Sweden is" ................. 75
Perception of Sweden by certain Attributes "Sweden is not" ........... 76
Perception of "Sweden is not" by Travel Experience ...................... 77
Perception of Sweden by analyzed Groups ..........ccooevvviiiiiiieerenennns 78
Perception of Sweden by Sweden Experience .............ccccceeeevveennnn. 78
Comparison of Travel Country and Sweden Perception .................. 80
Top 3 Image IMPaCt.........ooooiiii e 81
Top 3 Image Impact by Sweden Experience ..........ccccceeeeiiiiiiiiinnnns 82
Top 3 Image Influence by Age ... 83
Weak Image Influence by Sweden Experience...........ccccovvveeeeenn.n. 84
Weak Image Influence by Age ......cooeeeiiiiiiiiie e 84
Mean-Value Image Influence by Age ........cceeeeiiiiiiiiiiiiiiieeieeeeeee, 85
Mean-Value Image Influence by Sweden Experience...................... 85
Individual given Answers Image Influence ...............cccccciiiiiinnnnns 86
Top 15 Reasons for traveling to Sweden ............ccoooooiiiiiiiceeneeen. 87
Top 15 Reasons for traveling to Sweden by Sweden Experience ...88
Top 15 Reasons for traveling to Sweden by Age..........cccccuvviiinnnnes 89
Four most important analyzed Themes.............ccc 90
Three-continuum Image Model of Sweden ... 95

................................................................................ 62



List of Abbreviations

UNWTO United Nations World Tourism Organization

IBIS Inkommande Besotkare | Sverige (Incoming Visitors to
Sweden)

DINK Double Income No Kids

WHOP Wealthy Healthy Older People

e.g. for example

etc. et cetera

DI Destination Image

SMTE Small and Medium Tourism Enterprises

DMO Destination Marketing Organizations

BAT British American Tobacco

\



1. Introduction

1.1 Background and Purpose of the Topic

Destinations are one of the tourism industries biggest brands. Nowadays, trav-
elers are overwhelmed with places, which fit in their holiday scheme. The tour-
ism market is crowded by destinations and the outcome is the substitutability of
places. (Pike, 2005) Destination branding is a way to differentiate a destination
from its existing competitors. Branding a country is a complex and multilevel
business. One of the core aspects in destination branding is to identify and dif-
ferentiate a destination through to a positive destination image. The destination
image is a crucial part in the travelers' decision making process and verifiable
influence the tourist behavior. Therefore the destination image has become one
of the major concepts in destination marketing. Special focus is given to the
destination image theory, which is a major aspect in destination branding.
(Echtner & Ritchie, 2003; Qu et al., 2011; Wang & Pizam, 2011)

Just as product brands, destination brands are living entities. They have to be
managed continuously and changed over time, to ensure a fit to environmental
changes. (Wang & Pizam, 2011) Sweden has therefore developed a national
branding and sales strategy for the tourism industry to implement until 2020 and
fully launched in 2013. (GalRmann, 2013) A part of this strategy is the creation
of special themes to present a holistic Sweden image and destination brand.
(Communication Guide, 2013) Among others, this strategy will be used to com-
pare the presented and advertised Sweden image with the image perception on
the German source market, to analyze compliance or incongruity. Germany is
an interesting and important source market for the Swedish tourism industry.
According to the research of the UNWTO, Germany is one of the biggest
spenders in the tourism industry in 2011 (UNWTO, 2012). Based to the results
from IBIS, the Swedish Border Survey about foreign visitors in Sweden, Ger-
many hold the fourth place, after Norway, Finland and Denmark considering the
amount of travelers to the country in 2011, with 1.796.016 visitors (IBIS, 2012).
Taking this into account, presenting a positive, fitting and attractive country im-

age has to be one of Sweden's main aims.



On these grounds it is important to ask, if the implemented image meets the
expectations of German travelers to Sweden. What is Sweden from a German

point of view? How do Germans perceive the image of Sweden?
Therefore three Hypotheses have been constructed.
Hypothesis 1: The Swedish Image is coined by outmoded Stereotypes

Many studies, (Image of the North, 2009; Image Study Germany, 2011) show
that the German association with the country is based on stereotypes like Elks,
Nature or Lakes. The author wants to find out if this image of Sweden is still

consisting.

Hypothesis 2: The Image Perception of Sweden is hard to control and af-

fect

Country images are hard to affect and often influenced by cultural transmitted
information, e.g. from family and friends or school education. Only little infor-
mation, which are admitted by the tourists, are under the direct or indirect sur-
veillance of destination marketing organizations. (Hennig, 1998 cited in Kliem,
2003; Wang & Pizam, 2011)

Hypothesis 3: Sweden has the Image Potential to become an attractive

Travel Destination for young People

By now, the target groups for Germany are according to Visit Sweden (2013)
mainly described as Whops (Wealthy Healthy Older People) and Active Fami-
lies. Younger people or students are not included as direct target groups.
(Communication Guide, 2013) But, the study Image of the North (2009) has an-
alyzed Sweden as a stylish, modern and likeable country from a young German
point of view (the interviewees have been young German students). The author
wants to find out if the current image presentation of Sweden is interesting and
appealing for young Germans. Furthermore it should be analyzed if there is a

tendency and willingness of young Germans to travel to Sweden.



The overall aim is to analyze the congruity of the presented Sweden Image with
the perceived destination image in Germany. The author wants to find out, if the
destination image fits to the overall imagination of Sweden from a German trav-

elers point of view.

1.2 Structure

The first chapter gives an introduction into the chosen topic and the evaluated
hypothesis. The aim of the thesis is lined out and the methodology for the pro-
cessing is described. Chapter 2 deals with the concept of destination branding,
a definition of the term is given in chapter 2.1. The phases of brand building,
challenges in destination branding and critical factors of success and benefits of
destination brands are presented in the chapters 2.2-2.5.

Chapter 3 addresses the second big theoretical part, the destination image. A
definition is given in chapter 3.1 followed by the characterizing and nature of the
destination image in chapter 3.2. The respective chapters deal with the compo-
nents of the destination image as well as the formation and the effects it can
have on certain tourism selection processes. The connection of destination
branding and the destination image is done in chapter 3.6, connecting the two
big theoretical parts and describe the coherences of the theories.

The chapter Current Situation of the Swedish Tourism Industry presents the
chosen country Sweden and its actual situation on the tourism market. Inside
the subchapters is the traveler profile drone, attractions and touristic offers de-
scribed and the priority source markets as well as target groups depicted.
Thereby a special focus is given on the German source market. Within chapter
4.4, the Swedish nation branding strategy, especially the development of a ho-
listic nation brand and the current image presentation of the destination is indi-
cated. The implementation of the branding strategy within the certain regions of
Sweden is outlined in chapter 4.4.3 and described on real cases.

Chapter 5 is the main part of the thesis and considers the executed survey The
Image of Sweden. The methodology, conceptions and circumstances of the
survey are pointed out in chapter 5.1.1. Chapter 5.1.2 characterizes the spot
check of the survey to give more exact information about the survey respond-

ents. The biggest and most important part of the survey is presented in chapter
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5.2, which deals with the survey outcomes of the image perception of Sweden.
Within this chapter the survey outcomes are presented, analyzed and via graph-
ical illustrations, tables etc. represented.

Chapter 6 evaluates the developed hypotheses regarding their confirmation or
disconfirmation. Needs for improvement are given at the end of each hypothesis
chapter, to optimize the Swedish branding strategy within the German market.
The last chapter, chapter 7, sums up the findings of the work, gives a future out-

look of this field of work and a critical view at the chosen topic.

1.3 Methodology

Firstly, as a theoretical framework, the destination branding and destination im-
age theory will be described. The author will analyze relevant models, concepts
and the purpose of these theories on basis of a literature analysis.

Secondly, a short illustration of the current situation of the Swedish tourism in-
dustry and its present destination image presentation will be done via the usage
of different studies, data samples, internet based research and tourism bro-
chures.

Thirdly, the perceived country image of Sweden will be analyzed via an own
data collection. Primary data is gained via a quantitative and qualitative online
questionnaire, published on various internet portals and social media pages. To
verify the outcomes, a literature analysis will be done and different studies, e.g.
the Image of the North from the University of Wurzburg (2009) will be incorpo-
rated. Furthermore, secondary data samples and professional articles will be
used to illustrate a more detailed picture of the German perception of Sweden
as a destination. The outcomes are the base for the evaluation of the developed
hypothesis.

Lastly, individual needs for improvement and a future outlook will be given to
optimize and ensure a strong and congruent Swedish country brand on the

German market.



2. The Concept of Destination Branding

2.1 Definition Destination Branding

For a better understanding of the topic, the terms destination and branding need
to be defined. Destinations are “geographic locations with resources, attrac-
tions, infrastructure, superstructure and facilities that attract people to visit and
stay temporarily for diverse reasons” (Pike, 2004, cited in Wang & Pizam, 2011,
p. 115). Destinations are complex buildings consist of various pieces and in-
cluding different stakeholder, which makes them different to convenient prod-
ucts. (Wang & Pizam, 2011)

Branding is considered as one of the major tools to market a product, by the
definition of the American Marketing Association (n.d.) a brand is a "name, term,
sign, symbol, or design, or a combination of them intended to identify the goods
and services of one seller or group of sellers and to differentiate them from
those of competition” (cited in Kotler & Gertner, 2002, p. 249). Making clear,
that differentiation to competitors is in the focus of branding.

Combining the two terms, Morrison and Anderson (2002) defining destination
branding as "a way to communicate a destination’s unique identity by differenti-
ating a destination from its competitors” (cited in Qu, et al., 2011, p. 466). This
definition outlines the importance of the actions that have to be done, like the
right communication or advertisement, to establish a unique destination brand.
The most detailed definition is given by Ritchie and Crouch (2003) who define a
destination brand as "a name, symbol, logo, trademark or other graphic that
both identifies and differentiates the destination; furthermore, it conveys the
promise of a memorable travel experience that is uniquely associated with the
destination. It also serves to consolidate and reinforce the post-travel recollec-
tion of pleasurable memories of the destination experience"” (Ritchie & Crouch,
2003, p. 196). Taking this into account, the destination brand is far more as just
a logo, name and symbol; it also includes historical and cultural elements like
heritage, language, myths and legends. It is a memorable experience for the
traveler. The author will take the definition from Ritchie and Crouch (2003) as
base for the analysis of destination branding, because it is the most complex

and holistic one. Destination brands shall give the tourist a security and assur-
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