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Abstract 
 
The increasing communication options in recent years have contributed to the clutter the 
world is experiencing today. This has made it important for marketers to integrate their 
marketing communication and break through the barrier of noise to reach the target market. 
Furthermore, the heavy competition within the tourism industry has made it necessary for 
organizations to focus more on marketing and in particular communication. In 1993 a new 
concept called Integrated Marketing Communication (IMC) was introduced. This new concept 
has generated a great interest among academics and practitioners, although research 
concerning its implementation is limited. The purpose of this thesis is to gain a better 
understanding of Integrated Marketing Communication in the Swedish Tourism Industry. A 
case study of Icehotel has been conducted to investigate how the IMC strategy and use of 
communication tools can be described. Furthermore, this study shows that Icehotel is 
successful with the integrated communication strategy, as the message is kept consistent 
throughout all the communication, reflecting the image of Icehotel. This study also shows that 
in the use of the communication tools, traditional advertising has been replaced to a great 
extent and emphasis lies mainly on public relations and product placement. To let the product, 
ice, speak for it has lead to a lot of publicity for Icehotel all over the world. The ice follows as 
a read thread throughout all of the communication of Icehotel. Finally, Icehotel has built a 
strong brand identity and image through their choices of cooperators with similar brand 
images. 



 

  

Sammanfattning 
 
Den ökade kommunikationsmöjligheten de senaste åren har bidragit till störningar i 
informationsflödet. Detta har medfört att den integrerade marknadskommunikationen blivit 
allt mer viktig för marknadsförare för att bryta barriärerna av störningar och nå ut till mål 
marknaden. Den hårda konkurrensen inom turism industrin har gjort det nödvändigt för 
organisationer att fokusera mer på marknadsföring och speciellt marknads kommunikation.  
Ett nytt koncept, Integrerad Marknadskommunikation (IMC) som introducerades 1993, har 
genererat ett stort intresse bland akademiker och utövare, även om begränsningar finns inom 
detta forskningsområde om hur man implementerar detta. Syftet med denna uppsats är att öka 
förståelsen för Integrerad marknadskommunikation inom den svenska turism industrin. En 
fallstudie av Icehotel har utförts för att undersöka hur IMC strategin och användandet av 
kommunikations verktyg kan beskrivas. Dessutom, visar denna studie att Icehotel är 
framgångsrik med IMC strategin, på grund av att meddelandet är konsistent genom all 
kommunikation, reflekterande Icehotels image. Studien belyser även att i användandet av 
kommunikations verktyg, så har traditionell reklam blivit ersatt i en större utsträckning och 
tyngdpunkten ligger på publika relationer och produkt placering. Publiciteten för Icehotel har 
ökat i hela världen, mycket på grund av att produkten (isen) fått tala för sig själv. Isen är den 
röda tråden i all kommunikation som Icehotel utövar. Slutligen har Icehotel byggt en stark 
varumärkes identitet och image genom valen av samarbetspartners med liknande varumärken. 
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1. Introduction 
 
Chapter one is intended to provide a background to the area of research. First, some brief 
background information will be provided regarding Tourism and Marketing Communication, 
followed by Integrated Marketing Communication. Moreover, the problem discussion leading 
to the purpose and research questions will be presented. Finally, demarcations and the 
outline of the thesis will be put forth. 
 
1.1 Background 
 
According to the World Travel and Tourism Council (2003), the economic significance of the 
travel and tourism industry plays a major role in the world economy and has clearly attracted 
the attention of government and travel organizations worldwide. Tourism is expected to 
become even more important in the years ahead with marked impact on employment, the 
balance of payments and economic stability for both developing and developed countries 
(Ibid). 
 
Tourism is, defined by Goeldner, Ritchie and McIntosh (2000), “the interaction of tourists, 
business suppliers, host governments, and host communities. In addition, tourism is a 
combination of activities, services, and industries delivering a travel experience: 
transportation, accommodations, eating and drinking establishments, shops, entertainment 
and activity facilities, plus other hospitality services” (p.5)(Ibid). 
 
Furthermore, people who travel and stay in countries other than their normal country of 
residence for less than a year, are by Middleton and Clarke (2001) described as international 
tourists. They are usually treated as the most important market sector of tourism compared to 
domestic tourists due to their ability to spend money, stay longer at the destination, use more 
expensive transport and accommodation, and bring in foreign currency to the destination 
country (Ibid). 
 
According to the World Tourism Organization almost 715 million international tourists 
arrivals were registered in 2002, which is a 3.1 percent increase from the year before. Along 
with the opening of boarders and international travel boundaries continuing to shrink, WTO’s 
Tourism 2020 Vision forecasts that international tourist arrivals will be expected to reach over 
1.56 billion by the year 2020. Furthermore, tourism is expected to generate US $4.5 trillion of 
economic activity in 2003, surpassing all other international trade categories. However, 
according to Haathi and Yavas (1983), the importance of travel goes beyond purely economic 
considerations. Non-economic benefits also accrue to those who engage in international 
travel. These benefits include social, political and educational exchanges among people all 
over the world (Ibid). 
 
Recognizing the importance of economic and non-economic benefits, tourist marketers of 
many nations are competing to attract larger numbers of tourists to their countries. To gain 
competitive advantage, it is becoming increasingly important for tourist marketers to discern 
how travelers perceive a competing set of choice of alternatives (destinations) and to their 
offerings of travel and tourism activities, attractions and amenities. (Javalgi, Thomas & Rao, 
1992) To ensure that the tourism product is recognized and accepted by the public, Eccles 
(1995) emphasizes the need for organizations to spend more of their business time focusing 
on marketing and in particular promotion. 
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Promotion is, according to Pickton and Broderick (2001), usually replaced by the term 
marketing communication that also describes one of the key areas of marketing. Furthermore, 
“marketing communication is a conversation between a brand and its audience and it is the 
collective term for all the communication functions used in marketing a product or service” 
(p.165)(Ibid). Keller (2001) further defines marketing communication as: “the means by 
which firms attempt to inform, persuade, incite, and remind consumers-directly or indirectly-
about the brands they sell” (p.819). Furthermore, as can be interpreted in all definitions, 
communicating a message is the heart activity in marketing communication (Ibid). 
 
The marketing communication activity to create and send a message to a receiver through 
different channels is referred, by Duncan (2002), as the interactive communication process. 
However, this process occurs in an environment where disturbances, called noise, might affect 
the message and its transmission to be received differently than intended by the sender (Ibid). 
This process is illustrated in figure 1.1 below. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure. 1.1. An Interactive Marketing Communication Model 
Source: Duncan, 2002, p.127. 
 
As illustrated in figure 1.1, a company’s mission is to encode a message that describes the 
brand and its benefits in a comprehensible and persuasive way, in order to attract attention 
from the target group receiving the message. (Duncan, 2002) The message is the information 
transmitted through a communication channel, also recognized as the medium. When the 
medium reaches a broad audience in a variety of geographic areas, it is called mass media, 
such as, TV, radio and newspapers. These can also be recognized as one-way communication, 
as the message travels only from company to customer. In contrast, the medium that allows 
two-way communication, to both send and receive a message, is referred to as interactive 
media, such as the Internet and telephone. However, products and services may also act as a 
medium, due to their ability to carry brand messages. As the figure shows, the message is 
subject to noise such as, inconsistency and broken promises of the brand, conflicting 
messages from competitors and other stakeholders as well as message clutter in general. The 
feedback from the target audience, in form of purchase or not, reveals whether the message 
was decoded as intended or disturbed by the noise. (Ibid) 

Source 
(Encodes) 
Company/ 
Brand, 
agency 

Noise 
Clutter, message conflict and inconsistency 

Message 
Brand messages 
(planned, 
unplanned, 
product, 
service) 

Channel 
Newspaper, mail, 
magazine, e-mail, 
TV, radio, package, 
salesperson, 
customer service, 

Receiver 
(Decodes) 
Target 
audience 

Feedback 
Buy/not buy, request information, visit store, 

sample product, repeat sample product 
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There has been a change in the communication environment as can be seen for example, in the 
U.S during the 1970’s, when a placement of a commercial during prime time on the three 
major networks, could make a brand reach nearly two-thirds of U.S households compared to 
present when a similar placement would reach half that many. Today we live in a message 
cocoon where the average person, for example, watches TV four hours a day, has a choice of 
over 50 channels, and is exposed to 42,000 TV commercials every year. In addition, we are 
exposed to message clutter from commercials on rented videotapes, radio commercials, ads in 
newspaper and magazines, ads on packages, billboards, junk mail, telemarketing calls, and 
commercial e-mail. (Duncan, 2002) 
 
According to Pickton and Broderick (1995), due to the clutter the world is experiencing today, 
marketers need to integrate their marketing communication in order to break through the 
barrier of noise to reach the target market. This was recognized by Schultz, Tannebaum and 
Lautherborn and resulted in the introduction of a new concept in 1993, called Integrated 
Marketing Communication (IMC). (Ibid) Furthermore, Duncan (2002) defines the concept 
Integrated Marketing Communication: “IMC is a process for managing the customer 
relationships that drive brand value. In addition, it is a cross-functional process for creating 
and nourishing profitable relationships with customers and other stakeholders by 
strategically controlling or influencing all messages sent to these groups and encouraging 
data-driven, purposeful dialogue with them” (p.8). 
 
1.2 Problem Discussion 
 
According to Keller (2001), the recent years of heavy increased media clutter, has made it 
more difficult and expensive for companies to reach and influence target groups through 
traditional media, such as television, radio and press. Furthermore, Behrer and Larsson (1998) 
state that, as companies increasingly are trying to compete through communication, new ways 
of doing so are developed in order to differentiate the message to communicate. Another way 
to approach this is presented by Keller (2001): “marketing overload is forcing corporations to 
shout even louder”(p.866). Thus, the role of IMC and the need for greater integration and 
interaction between companies, customers, and other stakeholders are needed (Duncan, 2002).  
 
Furthermore, customers in industrialized countries are sophisticated selectors of products and 
services, and many in less developed markets are catching up fast. Due to the fact that 
customers are smarter, more demanding and distrusting, increasing the perception of a brand’s 
integrity is a definite advantage. Integration produces integrity because an organization that is 
seen as a “whole” rather than pieces and parts is perceived as being more sound and 
trustworthy. (Ibid) 
 
Grove, Carlson and Dorsch (2002) state that IMC further produces a uniform message that 
may be capable of addressing the problems that service organizations face when they must 
market an intangible product. Thus, IMC has the potential to produce a strong focus for an 
offering and seems to be an attractive tool for marketers to accommodate the intangibility 
present in services, such as, tourism offerings. (Ibid) 
 
As companies within the tourism industry are operating in a sector where the competition is 
extremely fierce, the bargaining power of customers is very high. Therefore, the techniques 
and strategies to communicate a message are of vital importance. Communication strategies 
introduce the product offering, attempt to confirm and reinforce positive attitudes towards the 
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product, extend and deepen consumer awareness of the product, and attempt to change 
attitudes and behavior towards purchasing the offering. In addition, communication does not 
end with the purchase. The customer service and feedback are essential elements of 
communication in order to ensure repeat purchasing. (Middleton & Clarke, 2001) 
 
In order to communicate a marketing message, Integrated Marketing Communication offers 
several tools. According to Aronsson and Tengling (1995), tools used most frequently within 
the tourism industry are: advertising, direct marketing, personal selling, public relations, sales 
promotion and trade shows. In addition, Smith, Perry and Pulford (1998), propose several 
other tools such as, the Internet, sponsorships, packaging, point-of-purchase, word-of-mouth 
and corporate identity. 
 
According to Weilbacher (2001) integrated marketing communications should have one single 
strategy for all communications, directed toward the customer by the marketer, and not 
different strategies for each individual communication tool. Furthermore, the importance lies 
in how to combine the marketing communication tools to most effective deliver a single 
message (Ibid). 
 
The new concept IMC has, according to Grove et al. (2002), generated a great deal of interest 
among academics and practitioners, although, research regarding its frequency and application 
has not been applied to a great extent. Furthermore, there is little evidence of the occurrence 
of the exact nature of IMC in different marketing contexts. Moreover, evidence suggests that 
there appears to be a lack of strong coordination among the major media and message delivery 
elements comprising an integrated approach. Therefore, further investigations of IMC and 
marketers’ activities to design it are needed. (Ibid) 
 
1.3 Purpose and Research Questions 
 
The purpose of this study is to gain a better understanding of Integrated Marketing 
Communication in the Swedish tourism industry.  
 
In order to reach this purpose we will answer the following research questions: 
 
1. How can the Integrated Marketing Communication Strategy be described? 
2. How can the Integrated Marketing Communication tools be described? 
 
1.4 Demarcations 
 
Due to limited time the thesis is written from the tourism industry perspective, not the 
customer perspective. In addition, we will focus on the Integrated Marketing Communication 
strategy and the overall use of the tools offered by IMC. Sweden was the focus of this thesis 
as we live in Sweden and therfore simplifies the research in geographic and time distance.  
 



 

 5 

1.5 Outline of the Thesis 
 
As can be seen in figure 1.2, this thesis consists of six chapters. In this first chapter we have 
provided insight to what this thesis is about and also what the purpose and research for the 
thesis are. In chapter two, an overview of previous research related to each research question 
is provided, followed by a frame of reference where a conceptualization of the research 
question is put forth. Chapter three describes the methodology that has been used throughout 
this thesis. In chapter four the collected data from the case studies will be presented. In 
chapter five a data analysis of the findings will be presented. Finally, in chapter six the 
findings and conclusions will be put forth. 
 
 
 
 
 
 
 
 
 
 
 
 
Figure. 1.2. Outline of the Study 
Source: Authors  

Chapter One: 
Introduction 

Chapter Six: 
Findings and 
Conclusions 

Chapter Two: 
Literature Review and 

Conceptualization 

Chapter Three: 
Methodology 

 

Chapter Five: 
Data Analysis 

Chapter Four: 
Empirical Data 
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2. Literature Review 
 
In chapter two earlier studies connected to the problem area, and more specifically to the 
research questions will be reviewed. 
 
2.1 Communication Strategy 
 
A strategic communication plan is one of the key elements in IMC. It allows marketers to 
build a synchronized communication strategy that reaches every market segment with a 
single, unified message. (Tri-Media, 1999) The objectives of any promotional strategy can be 
drawn from an appropriate mixture of the roles of promotion; to increase sales, maintain or 
improve market share, create or improve brand recognition, create a favourable climate for 
future sales, inform and educate the market, create a competitive advantage relative to 
competitor’s products or market position and to improve promotional efficiency. In this 
section two different communication strategy models are presented. The first model is Stages 
in Designing Communication Strategies introduced by Rowley (1998) and the second model 
is Steps in Formulating Marketing Communication Strategy by Czinkota and Ronkainen 
(2001). In addition, in the  communication objectives stage input by Wells, Burnett and 
Moriarty (2001), is presented. 
 

2.1.1 Stages in Designing Communication Strategies 
 
The stages in the design of communication strategies supporting the realisation of promotional 
objectives suggested by Rowley (1998) are summarised in the list below. These stages form 
the steps in the design of a promotional campaign when it comes to the launch of a new or re-
designed or re-branded product. However, many organizations are interested in maintaining 
awareness and positive attitude to their product or service as well. In these cases, each stage 
remains important; however, they will not necessarily follow the same order as shown below. 
(Ibid) 
 

• Identify target audience 
• Determine communication objectives 
• Design the message 
• Select communication channels 
• Establish promotional budget 
• Decide on promotion mix 
• Measure results 

(Rowley, 1998) 
 
The purpose of each of the stages is described in further detail in the following sections. 
 
Identification of target audience 
 
The first stage is to characterize the target audience. This target audience may include the 
complete market segment for the product or the organization, or a specific promotional 
strategy may be targeted more narrowly at a niche within the broader segment. Accordingly 
the messages and channels may be selected, although with caution not to alienate other groups 
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in the market with the message associated with a niche strategy. In order to create the right 
message it is important to understand the characteristics of the audience. That is, the type of 
message likely to be disposed by the audience( for example, customers’ priorities concerning 
quality or price), as well as the awareness of the audience’s current image of the company and 
its product or service. (Rowley, 1998)  
 
Determining communication objectives 
 
The objectives of the communication strategy are derived from the objectives of the 
promotional strategy. The objectives can further be categorised based on the model of 
communication process. Four different models of the communication process with different 
stages are illustrated in the figure 2.1 below. Each model can be identified as having three 
different stages: the cognitive stage during which potential customers become aware of the 
products, the affective stage during which customers form opinions and attitudes concerning 
products, and the behaviour stage when the customer take action, such as making the purchase 
on the basis of their experience in the first two stages. (Rowley, 1998) 
 
Stages “AIDA” 

Model  
(a) 

“Hierarchy -of -Effects” 
Model (b) 

“Innovation- 
Adoption” 
Model (c) 

“Communications” 
Model (d) 
 

 
 
Cognitive  
Stage 
(Knowledge) 

 
 

Attention 

Awareness 
 
 
 
 

Knowledge 

 
 
Awareness 

Exposure 
 
 

Reception 
 
 

Cognitive response 

 
 
 
Affective  
Stage 
(Feelings) 

Interest 
 
 
 
 

Desire 

Liking 
 
 
 

Preference 
 
 

Conviction 

Interest 
 
 
 
 

Evaluation 

Attitude 
 
 
 
 

Intention 
 
 

 
Behaviour 
Stage 
(Motivation to 
action) 

 
 
 
 

Action 

 
 
 
 

Purchase 

Trial 
 
 
 

Adoption 

 
 
 
 

Behaviour 
Figure 2.1. Communication objectives  
Source: Rowley, 1998, p.6.  
 
As can be viewed in the figure 2.1, communication objectives typically refer to how the 
communication should affect the mind of the target audience that is, generate awareness, 
attitudes, interest or trial. The most used of these models is the AIDA model, which includes 
four stages. These stages are: attention; where the customer becomes aware of the product, 
interest; where an interest in the product develops, desire; where the customer has developed a 
sense of wanting the product, and finally action; where a purchase is made. When designing 
communication strategies it is important to identify whether the objective is to draw attention, 
develop interest, stimulate desire or provoke action. (Rowley, 1998) Furthermore, Wells et al. 
(2000) state that communication objectives should be quantified in terms of success/failure 
and timescale. This to ease the control as actual results can be measured against quantified 
objectives. Moreover, the previous year’s objectives, and corresponding results, help to make 
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the planning job a little easier, as previous experience provides a better idea of what are 
realistic objectives for the future. Objectives should be S.M.A.R.T: Specific, Measurable, 
Actionable, Realistic and Time Specific. In addition, establishing clear objectives is necessary 
to give a focus to the organisation. Clear objectives also give direction to the following 
creative efforts. (Ibid) 
 
Designing the message  
 
According to Rowley (1998), a message that is consistent with its communication objectives 
is important in each communication strategy. Moreover, the Unique Selling Proposition 
(USP) is the unique set of benefits, which the producer believes are provided by their product, 
and often strongly reflects the products message. In addition, promotion that focuses on brand  
or corporate image or identity form the basis of the marketing message. Furthermore, the 
message consistency between different campaigns must be taken under consideration in order 
to promote a consistent image through all of its separate campaigns. In order to achieve a 
consistent message the content; what to say, the structure; how to say it logically and 
symbolically is significant. In addition, the format and the source; that should say it and who 
should act as the spokesperson, are all of major importance. (Ibid) 
 
Selecting communication channels 
 
According to Rowley (1998), communication channels can be divided into personal and non-
personal communications. Personal communication channels are those in which two or more 
people communicate with one another. Word of mouth is the primary way of communication, 
although other media, such as e-mail are growing in significance. Personal communication 
channels can be divided into three types: 
 

• Advocate channels, such as exhibitions where company sales people can interact with 
customers, often supplemented by  leaflets, posters and possibly videos and samples. 

• Expert channels, such as independent experts. 
• Social channels and consultants, such as friends, professional colleagues and 

professional networks. 
 
Non-personal communication channels occur through some other medium other than person-
to-person. These include: 
 

• The press including national and regional newspapers and magazines, although most 
significantly for the information industry, trade, professional and technical journals. 

• Television, including satellite and cable television. This medium is expensive, 
therefore only an option for major advertisers. 

• Radio offers a wide range of competitively priced promotional options. This medium 
usually has less potential impact than television due to the lack of visual image. 

• Posters can be placed in many different environments from billboards at the roadside 
to the underground and other public places. 

• Leaflets and publicity are important “takeaways” and can act as a reminder of products 
and contact points. 

Rowley (1998) 
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Establishing promotional budget 
 
The calculation of a promotional budget has different potential approaches. To establish the 
promotional budget considerations of what is affordable and that the budget is set as a 
percentage of sales are to be noticed. Furthermore, the budget can be set on the basis of 
seeking to achieve “share-of-voice” parity with competitors and set as the result of an analysis 
of the desired objectives and tasks required to achieve those objectives. (Rowley, 1998) 
 
Deciding on the promotional mix 
 
When establishing an appropriate promotional mix, which consists of a selection of strategies 
from more than one of the communication tools, Rowley (1998) proposes issues to be taken 
under consideration, such as the available budget, the marketing message, the complexity of 
the product or service, distribution of the product, the stage in the product life-cycle, and 
competition. Furthermore, the communication mix is composed differently depend ing on the 
focus of promotional activities. It can be focused directly on end users, also known as pull 
strategy or focused on intermediates, recognised as push strategy. The appropriate channels of 
communication are very different and the decision to use push or pull strategy determines the 
focus on business-to-business marketing or end user consumer marketing. (Ibid) 
 
Measuring promotional results 
 
When measuring promotional results it can be difficult to differentiate between the effect of 
promotion and the other elements of the marketing mix. However, it is important to observe 
the effects of promotion, by looking at sales figures and any measures of reputation available. 
(Ibid) 
 

2.1.2 Steps in Formulating Marketing Communication Strategy 
 
The formulation of a communication strategy for the promotion of the company and its 
products and services can, suggested by Czinkota and Ronkainen (2001), follow a five basic 
step model. This can be illustrated in figure 2.2 below. 
 
 
Step one 
 
 
Step two 
 
 
Step three 
 
 
Step four 
 
 
Step five  
 
Figure 2.2: Steps in Formulating Marketing Communication Strategy 
Source: Czinkota and Ronkainen (2001), p. 366 

Assess Marketing Communications Opportunities 

Analyze Marketing Communication Resources 

Set Marketing Communications Objectives 

Develop/Evaluate Alternative Strategies 

Assign Specific Marketing Communications Tasks 
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When developing a communication strategy, according to Czinkota and Ronkainen (2001), a 
marketer should access what a company or product characteristics and benefits should be 
communicated to the market. This requires constant monitoring of the various environments 
and target audience characteristics. In evaluating resources to be allocated for communication 
efforts, certain things can be taken under considerations. A sufficient commitment is 
necessary which means a relatively large amount of money. The company has to operate 
according to the rules of the market place due to monetary constraints most companies face 
and promotional efforts should be concentrated on key markets. (Ibid) 
 
Czinkota and Ronkainen (2001) further state that if a company goes international, the 
campaigns needs cautious investment and the market has to advance through awareness, 
knowledge, liking, preference, and positive purchase intentions. Even though markets can be 
different, there is an importance of having common themes and common objectives that needs 
to be integrated into the individual campaign. Concerning the strategies, the importances of 
alternatives are needed in order for the company to show how their resources can be combined 
and modified to the opportunities of the market. (Ibid) 
 
According to Czinkota and Ronkainen (2001), the international marketer has to form a 
communication program using the tools shown below. 
 

• Advertising which consists of print, broadcast, electronic media, direct 
communication. 

• Personal selling with person-to-person communication with intermediaries and/or final 
customer 

• Publicity that is any form of non-paid, commercial news or editorial comment about 
products, ideas. 

• Sales promotion, providing extra value to the product or gives incentive to the 
salespeople, intermediaries, or ultimate consumers. 

• Sponsorship which is promoting the company’s interest by associating it with a for 
example sport event or charity/ social interest. 

 
Packaging of a product in some companies or some cases serves as a promotional role, for 
example, when it is distinctive and unique. The tools used by each company vary depending 
on the situation and the choices of an either pull or push strategy that is emphasized in 
marketing communications. Moreover, a push strategy focuses on the personal selling, while 
pull strategy depends mainly on advertising appropriate for consumer-oriented products with 
large target audiences. Finally, no promotional tool should be used alone or without taking 
notice of the other tools. Therefore, the trend towards integrated marketing communication is 
occurring. (Cinkota & Ronkainen, 2001 ) 
 
2.2 Integrated Marketing Communication Tools 
 
Integrated marketing communication tools should be designed to support the same overall 
objectives for a company. This to avoid the creation of separate messages for each medium 
without regard for what is expressed through other channels. (Dwyer & Tanner, 2001) 
Aronsson and Tengling (1995), state that the most important marketing communication tools 
within the tourism industry are; advertising, direct marketing, personal selling, public 
relations, sales promotions and trade shows. In addition, several other marketing 
communication tools exist, such as; the Internet, events and sponsorships, packaging, point of 
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purchase, word of mouth and corporate identity (Smith et al, 1998 ). All these tools are further 
examined in the following sections below. 
 
Advertising 
 
According to Dwyer and Tanner (2002), advertising is related and begins with a base of 
creating awareness and strengthening a company’s position or image. It is advertising that 
makes the companies known. The second role is to create favourable climate for salespeople. 
In some instances, customers will order directly from the advertising, so the final purpose of 
advertising is to generate sales (Ibid). In addition, Dwyer and Tanner (2002) define mass 
media advertising as “non-personal, paid announcements by an identified sponsor to reach 
large audiences, create brand awareness, help position brands, and build brand images”. 
According to Aronsson and Tengling (1995), the choice of the medium channel depends on 
what type of product is offered, target market, and the budget. 
 
Middleton and Clarke (2001) define advertising within the tourism industry as “one classic 
communication tool used by marketing managers as part of marketing campaigns to develop 
awareness, understanding, interest and motivation amongst a targeted audience”. 
Furthermore, advertising includes television, press, radio, outdoors as well as tourist board 
and other travel guides and brochures. Moreover, tourism organizations are constantly 
communicating, whether intentionally or not intentionally, through each personal and non-
personal interaction with the public. In addition, advertising enables businesses to reach 
people in their homes or other places away from the places of production and delivery and to 
communicate to them messages intended to influence their purchasing behaviour. (Ibid) 
According to Shimp (1997), cooperative advertising used amongst companies are a great 
advantage due to the advertising support, cost savings and the access to 
local/national/international media. 
 
A few examples of advertising media and their advantage and disadvantages are shown 
below; 
 
TV  
 
TV both presents an audio, visual message requiring minimal exertion and is very adaptable. 
Although advertising is expensive, many tourism companies are using TV and find it very 
cost effective. (Witt & Moutinho, 1995) 
 
Radio  
 
According to Witt and Moutinho (1995), radio has outstanding flexibility and relatively low 
costs although it only presents an audio message. Duncan (2002) states that radio had low 
attention, low reach with only sound and that the message is short- lived. 
 
Newspapers  
 
Newspapers give a comprehensive coverage of a local market area with low cost, although 
low printing quality and short life. In addition, the advantage with using newspapers is that it 
is a selective medium with a production cost that could be very low and the frequent 
publications and geographical selectivity made possible. (Witt & Moutinho, 1995)  
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Magazines  
 
According to Witt and Moutinho (1995), the advantage with using magazines is that it is 
highly selective and that the production costs can be low. In addition, the print and graphic 
quality and large reach out to specialized market segments. Magazines are also actively read 
and some titles have high prestige and credibility. The disadvantage is the limited geographic 
options in key titles and the long lead-time for some titles. In addition, the impact is limited to 
visual sense. (Ibid) 
 
Directories 
 
According to Rogers (1995), directories are defined as the space where advertising is sold. It 
could be for example yellow pages, association member lists, and the like. The long life and 
that directories are actively searched and read is an advantage. In addition, the low production 
cost, the high selectivity and the high information content possible are great advantages. 
However, the low impact and the long lead times can be disadvantages. In addition, limited 
visual presentation and creative flexibility in most titles are disadvantages with using 
directories. (Ibid) 
 
Outdoor 
 
Rogers (1995) defines visual outdoor as sandwich boards, skywriting, blimps and the like. 
According to Shimp (1997), outdoor advertisement includes billboards situated by the 
roadside, stations, and venues. In addition, inside for example buses as well as outside 
includes taxis, poster vans, shopping centres, underground trains, and public toilets. 
According to Duncan (2002), outdoor advertising is a localized, frequency builder with a 
directional signage and has low attention, low reputation and claimed to be visual pollution. 
 
Direct marketing 
 
According to Shimp (1997), direct mail/direct marketing includes letters, catalogues, price 
lists, booklets, circulars, newsletters, cards and samples. The advantages of using direct 
mail/direct marketing is that the audience is highly selective, the message can be personalized, 
circulation can be limited to what is affordable and it can be used to encourage action/direct 
response and sales. The disadvantage is that it can be associated with junk mail and that each 
exposure is expensive.  
 
The Internet including web pages and e-mail has advantages with for example that a message 
can be changed quickly and easily, interactivity is possible and the cost are very low. The 
disadvantages with Interne t are that the visual presentation is limited, an audience is not 
guaranteed and that “hits” may not represent interest. In addition, a large number of target 
groups may not use the Internet yet. (Ibid) According to Witt and Moutinho (1995), direct 
mail is one of the most important advertising methods for tourism enterprises, however, hard 
to obtain right mailing lists and the tourism industry; previous visitors contain the most 
important mailing list sources (Ibid). The primary objective with direct marketing is to 
achieve more cost-effective use of marketing budgets based on a deep and evolving 
knowledge of customers and their behaviour, and direct communication with them (Middleton 
& Clarke, 2001). 
 



 

 13 

Personal selling 
 
According to Czinkota and Ronkainen (2001), personal selling is the most effective of the 
communication tools available to the marketer; however, its costs per contact are high. 
Duncan (2002) defines personal selling as “real-time, two-way personal communication 
between a salesperson and a prospective buyer and is the most persuasive of all marketing 
communication methods, to identify buyers’ needs to the firm’s product offerings, and to 
allow seller to immediately respond to buyer’s questions and objection”. Furthermore, 
personal selling uses person-to-person communication with intermediaries and/or final 
customer (Ibid). Wells et al. (2000) state that personal selling is of outmost importance when 
it comes to businesses that sell products that need to be explained, demonstrated and in need 
of service. In addition, the different types of personal selling include sales calls at the place of 
business by a field representative, assistance at outlet stores by a sales clerk and home calls by 
representatives (Ibid).  
 
Public relations  
 
According to Kotler (1994), several tools are used in today’s public relations such as product 
publicity, press relations, corporate communications, lobbying and  counselling. Wells et al. 
(2000), include news conferences, company-sponsored events, open houses, plant tours and 
donations as well. Duncan (2002) defines public relations as “programs that focus on opinions 
of significant publics, and manage corporate communication and reputation. In addition, 
public relations are used to handle relationships with company’s diverse publics to create and 
maintain goodwill, and to observe public opinion and advise top management”.(Ibid) 
 
Middleton and Clarke (2001) state that to market public relations, product publicity; non-paid 
stories or brand mentions in the mass media can be used, to build credibility and make news 
announcements as well as to communicate with hard-to-reach audiences. There is a trend 
towards an increase in public relations expenditure relative to advertising expenditure as 
organizations become aware of the merits of a formal public relations programme. All media 
exposure achieved as editorial matter and other forms of influence achieved over target 
groups-customers and stakeholders. (Ibid) 
 
According to Duncan (2002), internal marketing, which is a form of public relations, is of 
major importance when selling marketing programs to the employees whose support is needed 
in order to make the program successful. In addition, to inform employees, to motivate them 
and create buy- in is necessary to be successful (Ibid).  
 
Sales promotion 
 
Duncan (2002) states that sales promotion is tangible incentives such as coupons or 
discounted prices to give sense of closeness and encourage behaviour. In addition, sales 
promotion is techniques primarily designed to stimulate consumer purchasing, dealer and 
sales- force effectiveness in the short-term, through temporary incentives and displays (Ibid).  
 
Middleton and Clarke (2001), define sales promotion within the tourism industry “with short-
term incentives offered as inducements to purchase, including temporary product 
augmentation, which covers sales force and distribution network as well as consumers”. 
Furthermore, sales promotion of tourism products means that marketing managers are 
constantly distant with the need to manipulate demand in response to unexpected events as 
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well as the normal daily, weekly or seasonal fluctuations. Furthermore, sales promotions are 
especially suitable for such short-run demand adjustments and they are vital weapons in the 
marketing armoury of most travel and tourism businesses. Moreover, concerning extra 
products offered is a value added incentive to purchase. (Ibid) 
 
Trade shows/exhibitions  
 
Trade shows can be recogniszed as periodic gatherings where manufacturers, suppliers, and 
distributors in a particular industry display their products and provide information to potential 
buyers, to provide information, demonstrate and sample product, as well as engaging in one-
to-one dialogue with current and potential customers (Duncan, 2002). According to Dwyer 
and Tanner (2002), trade shows are very cost effective, bringing many buyers together with a 
sales staff, buyers who often have not had any prior contact with the selling firm. Trade shows 
or exhibitions/shows and workshops plays an important role and is an alternative form of 
distribution and display for reaching retail, wholesale and consumer target groups of 
consumers. Furthermore, tradeshows, exhibitions/shows or workshops are important 
alternative forms of distribution and display for reaching retail, wholesale and consumer target 
groups of consumers. ( Middleton & Clarke, 2001) 
 
The Internet 
 
Middleton and Clarke (2001) include web sites and links to other sites in the Internet part. To 
sell directly to the customer through the Internet, providing customer- initiated marketing is 
knows as E-commerce (Duncan, 2002). According to Czinkota and Ronkainen (2001), having 
a website is seen as necessary for no other reason than building a positive image and lack of it 
may convey a negative image. The website should be linked to the overall marketing strategy 
and not just be there for appearance’s sake. The web page can further act as web forum, for 
customers to exchange news and views on the product, as it will build loyalty among 
customers. (Ibid) Furthermore, according to Middleton and Clarke (2001), Internet is turning 
business upside down and inside out. It is fundamentally changing the way that companies 
operate and the most profound development in travel and tourism in the last decade have been 
the impact of change in the capabilities and potential of the Internet. If it is too soon to be 
certain to what extent the Internet will dominate tourism marketing, it is at least clear that its 
impact will be a major influence on nearly every aspect of services marketing. (Ibid) 
 
Events and sponsorships  
 
According to Dwyer and Tanner (2002), events and sponsorships are highly targeted brand 
associations that personally involve prospects, to help position a brand by associating it with 
certain causes of activities. Furthermore, Smith (1998) defines sponsorship as “a kind of 
promotion where a product or a company is associated with an entity, event or activity. In 
exchange for its contribution the sponsor is hoping to be exposed in the media coverage”.  
 
According to Middleton and Clarke (2001) sponsorship is big business, used to attract 
potential sponsors by producing appropriate packages, achieving increased business through 
improved awareness that public relation coverage brings. Finding examples of sponsorships is 
not hard today since every sports team, music concert, and cultural program is using 
sponsoring as a way to finance their activities. The sponsoring company is of course hoping to 
get some good publicity out of sponsoring but problems may occur for the company if the 
activities they are sponsoring are failing or turning out in a less favourable way. (Ibid)  
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Packaging 
 
Packaging is one of the most innovative areas in modern marketing and since packaging plays 
such a vital part on brand image and product identity, a coordinated communication program 
is of major importance. (Kotler, 1997) According to Duncan (2002), both a container and a 
communication medium gives a reminder message, which is the last message, delivered at the 
point of sale. Furthermore, packaging is an important part of a brand’s identity. A package is 
first of all a container and it also delivers a complex message about the product category and 
the brands’ selling point, as well as the brand identity and image. (Ibid) 
 
Point of purchase materials/merchandising 
 
Duncan (2002) defines point of purchase as “displays in the interior of stores where a product 
is sold, to serve as a brand reminder and motivate trial and extra purchases”. Middleton and 
Clarke (2001), define point of purchase materials as “point of sale displays and 
merchandising within the tourism industry”. In addition, posters, window dressing, displays 
of brochures and other materials both of a regular and temporary incentive kind are included 
as well. Moreover, point of purchase is designed to stimulate consumer purchasing and dealer 
and sales- force effectiveness in the short-term, through temporary incentives and 
displays.(Ibid) According to Duncan (2002), merchandising is in store promotional materials, 
activities and messages to promote in store and create promotional ambiance. 
 
Word of mouth 
 
Word of mouth is seen as the most potential one-to-one communication in the communication 
mix. A company can help the creation and spread of word of mouth. In addition, in times 
when a company is facing bad publicity and maybe also decreasing sales, publicity stunts, 
clever mailings, creative promotions, and challenging advertising can efficiently help turn this 
trend around. (Wells et al, 2000) According to Smith (1998), people talk about organizations, 
their products, services, and staff. Companies and their offerings are often sources of 
conversation, whether it is a complaint or admiration, and today it is not only the products or 
services that are discussed but also their promotional efforts, such as television 
advertisements, special offers, and publicity stunts (Ibid). 
 
Corporate identity 
 
According to Wells et al. (2000) corporate identity is used to signal a corporate image of 
personality. The use of corporate identity as a type of communication can be strategically used 
in order to enhance or maintain company reputation or establish a level of awareness of the 
company’s name and nature of business. In addition, some examples of corporate identity are 
the company name, its logo, and their nature of business. (Ibid) 
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2.2.1 The Sources of Messages 
 
The tools that can be used in order to communicate a message to and with the stakeholder 
audiences in a consistent way are recognized by Wells et al. (2000) to include other areas of 
the marketing mix than the traditional marketing communication tools. The message sources 
include all different interfaces between a company and its customers and should be managed 
to work together in order to build a consistent brand or company image. Wells et al. (2000) 
further divide these tools or sources of messages into three different groups, shown in figure 
2.3 below: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.3. Sources of Messages  
Source: Wells, Burnett & Moriarty, 2001, p. 507 
 
As shown in figure 2.2 Wells et al. (2000) are categorizing all the sources of messages that 
communicate with the customers into planned, unplanned and often unconsidered tools. The 
planned are almost always used or at least considered, while the unplanned and often 
unconsidered are less frequently used. 
 

• The planned tools include the traditional marketing tools such as advertising and sales 
promotion, and are controllable by the company itself. 

• The unplanned tools consist of media that are mostly uncontrolled by the company, 
such as gossip and chat groups. These are often not considered to be important in the 
coordination of marketing communication tools, although they may be of vital 
importance when it comes to the publicity of a company. 

• The often-unconsidered tools are messages delivered by other aspects of the marketing 
mix, such as price, product, and distribution. The price of a product signals a level of 
quality. The product itself and the distribution of it communicate reliability and can 
together with price build up a good image for the company. 

 
It is undeniable that the recognition of these various sources of messages is important to take 
under consideration in order to coordinate them in a consistent and integrated way (Ibid). 

Planned (Controlled) 
 
-Advertising 
-Sales Promotion 
-Marketing Public 
 Relations 
-Direct Marketing 
-Personal Selling 
-Point-of-Purchase and  
 Merchandising Materials  
-Packaging 
-Specialties 
-Events 
-Sponsorships 
-Licensing 
-Customer Service 
-Internal Marketing 
-Web Site 
 

Message 
Source 

Unplanned (uncontrolled) 
 
-Employee Gossip and   
  Behavior 
-Word of Mouth 
-Media Investigations 
-Consumer Group 
  Investigations    
-Chat Groups 
-Guerrilla sites 

Often Unconsidered 
 
-Facilities 
-Service 
-Distribution 
-Product Design 
-Product Performance 
-Price 
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2.3 Conceptualization and Frame of Reference 
 
After having reviewed the literature within the field of study we have conceptualised the 
theory to explain the main dimensions, factors or variables of our research questions that will 
be studied, as suggested by Miles and Huberman (1994). 
 

2.3.1 Communication Strategy Process 
 
In the previous section two different authors describe various steps in designing a 
communication strategy. These authors, Rowley (1998) and Czinkota and Ronkainen (2001), 
are both discussing a step-wise process that can be used in order to carefully plan a successful 
integrated marketing communication strategy. These researchers explain the same process but 
to various extents of it. However, the seven-stage strategy process presented by Rowley 
(1998) is a journal article and more detailed in description. Therefore this theory is more 
relevant to our work and we choose it as our main theory for this thesis. The section of the 
communication objectives is complemented with a perspective from Wells et al. (2000) to 
broaden the perspectives of communication objectives. The seven-step process will be shown 
in an eclectic list below: 
 

• Identify target audience 
• Determine communication objectives (Wells et al, 2000) 
• Design the message 
• Select communication channels 
• Establish promotional budget 
• Decide on promotional mix 
• Measure results 

 
(Rowley, 1998) 
 

2.3.2 Integrated Marketing Communication Tools 
 
In order to describe and to get an extensive picture of the different marketing communication 
tools that can be used in IMC strategies, we will use an eclectic list, composed of all elements 
drawn from various sources. We will have our starting point in Aronsson and Tengling (1995) 
view that there are six different tools of outmost importance to the tourist marketer. These are 
also the most frequently used within the tourism industry. These tools are further defined and 
complemented with six additional marketing communication tools that can be used, by Smith 
et al. (1998), Dwyer and Tanner (2002), Middleton and Clarke (2001), Duncan (2002), 
Czinkota and Ronkainen (2001), Wells et al. (2000), Kotler (1997), Witt and Mouthino (1995) 
Shimp (1997) and Rogers (1995). The tools that can be used are presented in the list below: 
 

• Advertising 
According to Middleton and Clarke (2001), advertising is often seen as TV commercials, 
radio commercials, and print ads in magazines, newspapers, books and brochures. In addition, 
advertising is also seen as tourist boards, travel guides, telephone directory, third party and 
outdoor advertising. 
 



 

 18 

 
• Direct Marketing 

Dwyer and Tanner (2002) include direct mail, catalogue marketing, and telemarketing in the 
direct marketing. 

 
• Personal Selling 

According to Wells et al. (2000), personal selling is direct sale contact face to face or 
telephone sales. 
 

• Public Relations  
The definition of public relations according to Kotler (1997), Wells et al. (2000) and 
Middleton and Clarke (2001), is that public relations are often seen as product publicities, 
press relations, internal communications, product placements, open houses and information 
packages.  
 

• Sales Promotion 
Middleton and Clarke (2001) include items such as discounted prices and extra product 
offered within the sales promotion. 
 

• Trade Shows 
Trade shows are according to Middleton and Clarke (2001), usually composed by periodic 
gatherings with potential groups of buyers such as, workshops and exhibitions. 
 

• The Internet 
Middleton and Clarke (2001) define Internet as communication through banners, Chat rooms 
and booking on the Internet.  
 

• Sponsorship 
Sponsorship is a communication tool including sponsors to sports teams, cultural programs 
and art according to Smith (1998). 
 

• Packaging 
According to Kotler (1997), packaging could include specific design and improvement of 
packaging. 

 
• Point-of-Purchase 

Middleton and Clarke (2001) include design and improvement of packaging, posters and other 
materials in point-of-purchase. 
 

• Word-of-Mouth 
According to Wells et al (2000) is word of mouth for example, messages spread via rumours 
or friendly recommendations.  
 

• Corporate Identity 
According to Wells et al (2000), corporate identity advertising is communicated via the 
company name, logo, and their nature of business. 
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Regarding the tools described in the previous page, they can further be divided into clusters. 
We have earlier described one theory; the sources of messages according to Wells et. al 
(2000) and we will use this theory due to its capability to view a broad scope. In their theory 
Wells et al. (2000) divides the marketing communication tools into three different groups. As 
seen on the next page, these groups are: 

 
• Planned (controlled) 

Advertising, Sales Promotion, Public Relations, Direct Marketing, Personal Selling, Point-of 
Purchase and merchandising materials, Packaging, Specialties, Events, Sponsorships, 
Customer Service, Internal marketing and Websites. 
 

• Unplanned (uncontrolled) 
Employee gossip, Word-of-Mouth, Media Investigations, Government Investigations, 
Consumer Groups Investigations, Chat groups and Guerrilla Sites. 
 

• Often Unconsidered 
Facilities, Service, Distribution, Product Design, Product Performance and Price. 
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3. Methodology 
 
In this chapter the methodological approach of the study is presented, that is, how we have 
gone about when conducting our research. The figure 3.1 below, gives an overview of the 
headings of the chapter and how these fit together. 
 
 
 
 
 
 
 
 
 
Figure 3.1. Methodology Overview 
Source: Adapted from Foster, 1998, p.81 
 
3.1 Purpose of the Research 
 
According to Yin (1994), research can be classified into one of the following three different 
purposes: exploratory, descriptive or explanatory research. Furthermore, these classifications 
can be based on how much knowledge the researcher has in the initial state of the research, in 
addition to what kind of information that is required in order to deal with the purpose of the 
thesis. (Reynolds, 1971) 
 
Exploratory research aims to formulate and define a problem, often expressed as a 
hypothesis. It is useful when the problem is difficult to demarcate, when the perception of 
which model to use is unclear and what qualities and relations that are important are diffuse 
(Wiedersheim-Paul & Eriksson, 1997). Therefore, the purpose of exploratory study, according 
to Patel and Tebelius (1987), is to collect as much information as possible about a specific 
problem. Furthermore, Reynolds (1971) claims that in an exploratory study the researcher 
gains a better understanding of the research area. 
 
Descriptive research is usable when the problem is relatively clear and structured. The 
purpose is to describe phenomenon of different kinds. These could be events, actions or a 
condition. The description can be conducted from a chosen perspective, aspect, classification, 
or interpretation, in order to explain, understand, predict, or decide. Thus, to state what the 
description is used for and what knowledge it aims to achieve. (Wiedersheim-Paul & 
Eriksson, 1997) 
 
Explanatory research is employed to analyse causes and relationships, explaining which 
causes produces which relationships. (Yin, 1993) Furthermore, according to Wiedersheim-
Paul and Eriksson (1997), this also includes the explanations of a certain purpose, when 
investigating if one specific factor affects another. 
 
In this study we explore, describe and start to explain how Integrated Marketing 
Communication is used within the tour ism industry. The purpose of this thesis is exploratory, 
as we initially had limited knowledge about the area in the field of this study and therefore 
wanted to gain as much information as possible. Thus, aiming to gain a better understanding 
of the research area. We are however also aiming at describing the empirical data we have 
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collected in order to find patterns in the exploratory study. Therefore, this study can also be of 
descriptive purpose. Finally, our research purpose is somewhat explanatory, due to our trial to 
explain the results that we have gained in the two previous stages, by drawing conclusions. 
 
3.2 Research Approach 
 
The research approach refers to the chosen way of treating and analysing the selected data and 
is generally classified as either quantitative or qualitative. (Yin, 1993) According to Holme 
and Solvang (1991) a quantitative approach is formalized and structured. The results from a 
quantitative research are assumed to be measurable and presentable in figures. It aims at 
generalizing by studying few variables on a large number of entities. A qualitative approach 
draws conclusions from non-quantifiable data, such as, attitudes, values, or perceptions. It 
gives the possibility to gather information and investigate several variables from a few 
numbers of entities, thus providing the possibility to gain a deeper understanding of the 
studied area.(Ibid) 
 
As a result of these explanations, the emphasis of this study is qualitative, due to the fact that 
we aim to gain a deeper understanding of Integrated Marketing communication in the 
Swedish tourism industry, which in turn requires a more detailed investigation. Furthermore, 
the conclusions drawn from the results are based on our perceptions and experiences, 
described in chapter six. 
 
3.3 Research Strategy 
 
According to Wiedersheim-Paul and Eriksson (1997) there are three major research strategies 
available in social sciences: experiments, surveys, and case studies. Yin (1994) proposes two 
additional: archival analysis and histories. Furthermore, what distinguishes these strategies 
can be determined by three different conditions: 
 

1. The type of research question posed. 
2. The extent of control an investigator has over actual behavioural events 
3. The degree of focus on contemporary as opposed to his torical events 

 
An outline of the different available research strategies is provided in the table below. 
 
Table 3.1. Relevant Situations for Different Research Strategies 
Research Strategy Form of research 

question 
Requires control over 
behavioural events 

Focuses on 
contemporary events 

Experiment How, Why YES YES 
Survey Who, what, where, how 

many, how much 
  

Archival analysis Who, what, where, how 
many, how much 

NO YES/NO 

History How, why NO NO 
Case study  How, why NO YES 

Source: Yin, 1994, p.6 
 
The type of research questions of our study are formulated as “how” questions. Furthermore, 
our study deals with contemporary events, and we do not need to have control over behavioral 
events. These facts indicate that a case study or survey is the option for our study. However, 
due to limited time, a survey is not relevant for this study. Therefore, based on this, in 
accordance with the reasoning of Yin, we find case studies to be most appropriate as a 
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research strategy for our study. Furthermore, Wiedersheim-Paul and Eriksson (1997), state 
that a case study involves the investigation of few entities with many variables, with the aim 
to increase the understanding of a subject and not a generalization. According to Yin (1994) 
the design of the case study can either be a single-case study or a multiple-case study. A 
single-case study provides the opportunity to investigate one entity in the form of one 
industry, company, or district, in depth. On the other hand, a multiple-case study allows two 
or more entities to be studied and compared. Due to the purpose of gaining a deeper 
understanding within a specific industry and company, our choice is to conduct a single-case 
study. 
 
3.4 Data Collection Methods 
 
Yin (1994) proposes six different sources of evidence when collecting data; documentation, 
archival records, interviews, direct observations, participation-observations and physical 
artifacts. Two of these, documentation and interviews are illustrated in table 3.2 below. 
 
Table 3.2. Two Sources of Evidence: Strengths and Weaknesses  
Sources of Evidence Strengths Weaknesses  
Documentation • Stable: can be reviewed 

repeatedly 
• Unobtrusive: not created as 

a result of the case study 
• Exact: Contains exact 

names, references, and 
details of an event 

• Broad coverage: long span 
of time, many events, and 
many settings 

• Retrievability: can be low 
• Biased selectivity: if 

collection is incomplete 
• Reporting bias: reflects 

(unknown) bias of author 
• Access: may be 

deliberately blocked 

Interviews  • Targeted: focuses directly 
on case study topic 

• Insightful: provides 
perceived causal inference 

• Bias due to poorly 
constructed questionnaires 

• Response bias 
• Inaccuracies due to poor 

recall 
• Reflexivity: interviewee 

gives what interviewer 
wants to hear 

Source: Adapted from Yin, 1994, p. 80 
 
The strengths of gathering different sources of evidence in a case study are portrayed by Yin 
(1994) as “triangulation”. The sources of evidence applied for our data collection are 
Documentation and Interview. Documentary information is likely to be relevant in every case 
study and can take many forms, such as, letters, written reports, memoranda; articles 
presented in mass media an internal document (Ibid). In this study, we use documentation as a 
secondary source of information in the form of articles and websites, to collect information of 
theories relevant for this thesis, as well as background information about the company. They 
possess the quality of being stable as it is possible to re-examine them. However, they are 
unobtrusive, meaning they are not made for the case in question, although they can contain 
accurate names, and other details. (Ibid)  
 
The interview is chosen as our primary data collection method, due to its strength to focus 
directly on the topic of the case study, thus allowing the collection of in-depth information. 
(Yin, 1994) Three different types of interviews are presented by Yin (1994): open-ended, 
focused, and structured. The open-ended interview allows the respondents to answer freely 
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about the topic. The focused interview takes place for a short period of time, and is bound to a 
certain extent, normally following a questionnaire, thus still allowing an informal 
conversation. The structured interview is based on a survey where the questions are pre-
determined without flexibility. (Ibid) 
 
For this study, focused interview was the most appropriate method for the collection of data. 
An interview guide (provided in Appendix A-B) was used in order to discuss a limited 
number of issues connected to the conceptual framework in chapter two. This allowed the 
respondent to respond with flexibility, and to confirm or dismiss certain facts in a 
conversational manner. 
 
In general, a focused interview can, according to Lundahl and Skärvad (1992), be conducted 
by telephone or in person. Telephone interviews are less costly and time consuming, which 
makes them useful when contacting a distant respondent. On the other hand, personal 
interviews can be carried out longer than telephone interviews and include questions that are 
more complex. A face-to-face contact during an interview further allows a better feedback 
from the respondent. (Ibid) Therefore, this study was conducted with an interview in person, 
although within a limited time of two hours.  
 
3.5 Sample Selection 
 
For this study our main purpose is to investigate Integrated Marketing Communication in the 
Swedish tourism industry. Therefore, our natural selection of a sample was within the tourism 
industry. Furthermore, we are conducting a single-case study, which implies the sample 
selection to be of one company. Within the tourism industry we choose to collect information 
from the Swedish tourism company, Icehotel AB, situated in Jukkasjärvi, in the north part of 
Sweden. We found the company well suited for our case study from an international point of 
view as Icehotel attracts tourists from the whole world. Another criterion we also considered it 
favorable for is that Icehotel is a well-known brand.  Furthermore, the object we required for 
the interview should preferably work in connection to the company’s marketing division. Our 
initial contact was made by telephone to the marketing assistant Monica Sansaricq, who 
appointed herself as the best suited person for the interview. 
 
3.6 Analysis of Data 
 
According to Miles and Huberman (1994), the analysis of data consists of three “current flows 
of activity”: data reduction, data display, and conclusion drawing/verification. The data 
reduction is the process of selecting the data to make it sharp, sorted, focused, transformed 
and organized to be able to draw and verify conclusions. The data display is a way to organize 
and compress the reduced data for the purpose of simplifying the drawing of conclusions. 
When it comes to conclusion drawing/verification, the researcher notes regularities, patterns, 
explanations, and possible configurations, casual flows and propositions (Ibid). Yin (1994) 
proposes two techniques that can be implied in the analysis of the collected data, namely 
within-case analysis, comparing data to the theory used, and cross-case analysis, comparing 
data from one case to another. When analyzing the data collected from the interview we 
followed two steps as recommended by Miles and Huberman (1994). First, a data reduction is 
made through a comparison between existent theories according to our conceptualization and 
our empirical data, also referred to as within-case analysis. The respondent answered 
questions in order to provide us with opinions concerning all issues included in the conceptual 
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framework. Finally, after the completion of within-case analysis the conclusions of the 
research are drawn. Based on the findings, each research questions are re-stated and answered. 
 
3.7 Quality Standards of the Research – Validity and Reliability 
 
Validity and reliability are, according to Yin (1994), two useful measures when defining the 
trustworthiness and the quality of a research. When establishing the quality standards of a 
qualitative case study research, Yin (1994) suggests four commonly used tests. These tests 
include: construct validity, internal validity, external validity and reliability. Construct 
validity is the establishing of correct operational measures for the concepts being studied, and 
that objective judgment is used to collect the data. Internal validity means to establish a causal 
relationship and thus eliminates the use of it, considering descriptive or exploratory studies. 
External validity handles the establishing of the field to which the findings can be generalized, 
thus in this single-case study seen as rather low.  
 
Regarding the reliability, it concerns the demonstration that the data collection procedures can 
be repeated with the same results (Ibid). For the purpose of increasing the construct validity in 
this study, we used triangulation in order to obtain evidence from multiple sources, in the 
form of interview and documentation. However, the documentation is not included in the 
analysis. Furthermore, we might have overlooked some literature due to the use of a limited 
number of key words in our search. We also had the interview guide approved by our 
supervisor before conducting the interview to get an objective opinion on the matter. To 
further increase the validity the interview was recorded to be able to double-check the 
answers, along with the utilization of control questions to avoid misinterpretations. However, 
the validity lowered as the interview was conducted in Swedish and thereafter translated to 
English, which includes the risk of translating errors. To enhance the reliability of this study 
we have explained our research process thoroughly. We constructed an interview guide based 
on the conceptualization of our literature review. Furthermore, the respondent received the 
interview guide in advance, thus providing an opportunity for preparation and a decrease of 
possible misunderstandings. Nevertheless, when conducting interviews, personal biases may 
to some extent be present. Therefore, the influence of the respondent’s as well as our own 
attitudes and values can always be questioned. 



 

 25 

4. Data Presentation 
 
In this chapter we provide the empirical findings that have been collected during the interview 
with marketing assisstent Monica Sansaricq and from documentation collected from the 
homepage of Icehotel (www.Icehotel.com). The chapter begins with a presentation of the case 
that has been investigated, Icehotel AB, followed by the collected data relevant to each 
research question. 
 
4.1 Company Presentation Icehotel AB 
 
Icehotel AB was founded in 1983 by Yngve Bergqvist and it was originally owned by 
Jukkasärvi Residents’ Association. In the 1990’s ownership passed on to private and today all 
nine part owners are actively working within the company with the founder Yngve Bergqvist 
as the Manager Director. Icehotel AB has about 30 employees, most of them with many years 
of experience. Furthermore, Icehotel AB is part owner to a selling agency, Destination Kiruna 
AB and Adventure Lapland AB, that operates and develops the winter and summer activities. 
 
The company has long experience in summer and winter adventure tourism and in the 1990’s 
ice production became a vital part of the company’s activities. The actual Icehotel was 
initially measured to 40 square metres compared to present 4000 square metres. 
 
The main objective of the company is to have satisfied guests, as they are their most important 
assets coming from all over the world. To achieve this goal they choose to: 

• Offer open hours all year and continuously develop new attractions. 
• Run profitable business operations. 
• Ensure that the personnel feel pride in their work within the Icehotel AB. 

 
www.Icehotel.com (2003) 
 
The competitors of Icehotel AB, further on refered to as Icehotel, are mainly those who work 
with ice. A competitor in the northern part of Scandinavia is the snow castle in Kemi, Finland. 
However, Icehotel does not consider them as a major threat, as the latter’s target group is 
daily visitors consisting of families with children. Furthermore, Icehotel is in the business of 
art, accommodation and exportation of ice and therefore possesses a unique situation in the 
world. Icehotel is re-designed each year by different artists and also offers ice productions, 
such as, a church of ice, ice art gallery and a theatre. 
 
4.2 The Marketing Communication Strategy 
 
According to Sansaricq, Icehotel represents the core of all strategy decisions and has done that 
for thirteen years. Icehotel stands as an example of what can be created out of ice and snow, 
which creates interest and curiosity, reasons for customers to visit. The second part of the 
company is Icehotel production consisting of all the ice that is produced in Jukkasjärvi by a 
team of constructors and artists. This ice is exported both within and outside of Sweden, for 
example, as accessories for communication tools, advertisements in form of art and 
installation projects. Thus, the ice is also a part to consider of when formulating a strategy. 
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Sansaricq explained that the  communication strategy process develops in connection to and 
as a part of their overall marketing strategy process that is tailor-made and continues to be 
improved in accordance to the unique situation the Icehotel possesses at the moment. 
However, the interviewee further explained that the communication strategy process takes 
place both within and outside the company and consequently differ among various campaigns, 
projects and co-operations. Furthermore, Sansaricq found it difficult to clarify clear steps that 
are consistent for all different communication strategies, as it depends on factors such as, if it 
is a new project or product to launch, the co operating partners’ requirements or simply to 
maintain awareness. Nevertheless, as for what stages they usually implement when designing 
a communication strategy within the company, the respondent stated that the first stage is 
recognized as an initial meeting with the members of the marketing division. In addition, 
meetings take place on several occasions during the year along with the upcoming of 
innovative ideas, specifically from the visionary leader Bergqvist. They discuss and design 
communication strategies in accordance to the decisions taken by the members of the board 
concerning the product and price. 
 
In the stage of defining target groups, the respondent explained that Icehotel’s target groups 
have been developed and screened out from the actual visitors and customers during the 13 
years of business instead of defining target groups based more on their own wishes. Sansaricq 
further explained that in order to identify past and present customers, they analyse statistics 
collected from the new database system Spectra. The market changes from year to year and in 
recent years 25 percent market growth has occured, which has increased this year to 30 
percent. This growth that Icehotel has experienced lays a foundation for further large and 
major development in every aspect of the business including target groups. It was also 
mentioned that the target groups are varying in order to fill up the hotel rooms. Groups of 
tourists can fill the hotel rooms and leave one room available and thus make it suitable for 
individual tourist to fill up the unoccupied room. The aim is to have half of the customers as 
groups, such as conference and wedding groups, and the other half as private individuals. The 
target groups can be divided as follows, in random order; 
 
1. Swedish companies  
2. Local companies 
3. Global companies 
4. Media 
5. Event companies 
6. Wedding guests 
7. Individual guest 
8. Travel operators 
9. Show visitors 
10. Collaborate partners 
11. Daily visitors 
 
Of the current customers, 70 percent are non-Scandinavians and the English customers make 
up 30 percent of these, followed by USA, Germany and Japan. Generally the target groups are 
people who are middle aged and can afford to come. Moreover, as the respondent stated 
earlier, these target characteristics change along time and the ways to communicate and sell 
differ due to the different characteristics the target groups possesses. 
 
Sansaricq stated that the overall objectives with marketing communication are to expand 
their business and generate sales. To do this their aim with communication is to create and 
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maintain awareness of Icehotel to all their target groups in all parts of the world and 
specifically in a few countries where the trend is moving in favour for Icehotel, such as 
France. However, the respondent could not reveal other specific countries, as some campaigns 
aimed at those countries still are secret. Specifically, Icehotel aims to create awareness in 
order to interest the media to visit and further contribute to interest and desire to their public. 
Furthermore, the company aims to communicate in order to get action and have people 
actually buy the offered product and services. Regarding marketing communication objectives 
not much was offered in figures and timescale other than the goal to have all hotel rooms 
rented out during the winter and summer season. However, some examples were given of 
figures from previous year. During winter 2001/2002 12 500 people rented accommodation at 
Icehotel, all 30 cabins were occupied at the same time. Around 37 000 daily visitors was 
counted and the growth has been 25 percent each year, except this years growth of 30 percent. 
In addition, the respondent gave one example of their campaign with Absolut Vodka when 
they manage to reach and create awareness to around one billion people all over the world and 
specifically Europe and the USA. Sansaricq also mentioned the art exhibition of ice, Ice Art 
Nacka Strand 2003 in Stockholm which is calculate to create awareness and interest of around 
10 000 people during four weeks. 
 
After stating the somewhat indistinctive marketing communication objectives, the interviewee 
explained the designing of the message. The brand Icehotel is a registered trademark and is 
considered to be very strong. It is connected to thoughts of art, beauty, nature, water, 
excitement, uniqueness and the genuine with the customers, knowing that when visiting the 
Ice hotel they will have a memory for life. The message can be characterised by four lead 
words shown below; 
 

• Sensuality; to experience the Icehotel with all four senses, hear the silence, even taste 
Icehotel, drink from ice glasses, eat from ice bowls, feel the coldness, see it, to invite 
all the senses. 

• Cleanliness; the clean nature, clean and simple shapes and form of art, to show the 
material, impress with ice portraits, busts, not blend different materials as wood and 
stone in the Icehotel, only snow, ice and water. 

• Genuineness; to acquire a feeling in the stomach, the village Jukkasjärvi, the culture 
with the Sámi represented history of the land one is standing on. Everything that is 
acted is genuine not commercial. 

• Exclusivity; The uniqueness, exclusiveness that is not found anywhere else. What 
Icehotel do is something unique, special and exclusive. 

 
The construction and design of the core message is consistent to all target groups, although 
the offerings slightly differ between groups and individuals. The different ways of 
communicating can be recognized through the written language and message on the material 
depending if the product offering is aimed at conference groups or private customers. 
 
Considering the selection of the communication channels, Sansaricq stated that what 
channels to use depends on the campaign and who they want to target and the decisions are 
taken by Sansaricq and Yngve Bergqvist. Furthermore, the choices of channels are also 
influenced by friends, colleagues, and cooperating partners. Yngve Bergqvist has an extended 
network within the business society and receives a lot of input in form of ideas. Independent 
experts are used in cases, such as the franchising of Icehotel in Canada. Exhibitions and trade 
shows are often attended in co-operation with Swedish Tourist Council or regional tourist 
councils and therefore, Icehotel benefits from having experienced sales people. Regarding 
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what types of channels used, the respondent concluded that both personal, such as exhibitions 
and non-personal communication channels, such as media, are used. The types of channels are 
further explained in research question two concerning the IMC tools used. 
 
Regarding the establishment of the budget, Sansaricq explained that the budget of four 
million crowns is to cover the communication expenses all over the world and is comprised 
by what they can afford. She added that the emphasis is on the profile of Icehotel, to let the ice 
speak.  
 
Turning to the decisions made concerning the communication mix, the interviewee stated that 
they consider several things. The available budget influences the choice between the different 
tools depending on their expenses, as well as how the marketing message can be 
communicated in a most favourable way. The marketing message, consisting of their four lead 
words; sensuality, cleanliness, genuineness and exclusivity, are held  consistent in the mix of 
communication tools. However, Icehotel’s most valuable asset, ice is used foremost as a 
message carrier. The ice is not seen as a complex product and basically speaks for itself. 
Furthermore, the complexity and expensive distribution of the product must be considered 
when used in promotional events. Also the stage in the product life cycle is thought of, as 
Icehotel melts down after five months and is rebuilt in a new design each year. However, 
Icehotel has new projects on continually basis and also offers activities during summer. The 
personal selling is emphasised during the summer period when expansion is possible. As for 
the competition, Sansaricq felt it minor important, as no instant threat from similar 
competitors exists. The choice of communication mix also differ if the activities are aimed to 
the intermediaries, such as travel agencies or the end customer. The communication with 
intermediaries is mainly conducted through personal communication channels. The 
respondent left other considerations available for public analysis. 
 
The final stage in designing a communication strategy was according to Sansaricq, the 
measurement of the communication results. A control of the budget is made, in order to 
investigate if it was held within limits. In addition, a control of expense and revenues is made. 
Furthermore, to investigate if they acquired what they wanted an inspection the statistics from 
the new database system is conducted. The statistics reveal the number of bookings, who the 
customers are, how the national market looks like and how the situation looks at present 
compared to past years. A measurement of the number of hits on the web site is conducted. 
However, due to the heavy growth it is difficult to trace what causes what. The statistics are 
also reviewed with caution, as it is not always the truth. 
 
4.3 The IMC Tools  
 
Starting with advertising, Sansaricq felt that these types of traditional communication tools 
are not preferred due to the expensive cost it brings in order to reach people all over the world 
as well as the difficulty to target individuals. Thus not seen as effective enough as she 
explained that it is more effective to communicate through the ice product in different ways, 
as it create much more media attention. However, considering broadcast advertising, she 
stated that this form is used only on the local TV 4 Norrbotten and has been used the four 
recent years as a way to create awareness among the local audience. It is the only form of TV 
advertisement permitted due to the limited budget and are more likely to target daily visitors. 
 
As for the use of radio advertising, Sansaricq explained that it had not been considered as she 
felt this form of communication as inefficient regarding the description of the complex 
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product. Furthermore, radio does not possess the right image connected to Icehotel’s 
exclusivity. 
 
Asked of the use of print advertising, Sansaricq explained that such form of advertising is 
used locally every third week in the local advertisement paper. The advantages are that it is 
read by almost every local resident and can be regarded from both a selling point of view as 
well as a public relation tool to keep the locals aware of Icehotel’s current news. In addition, it 
cost only a few thousand crowns for a half page, thus not too costly. Considering other 
newspapers and magazines she felt it is too expensive. However, an own advertisement paper 
has been printed and acted as an insert in the national newspaper, Svenska Dagbladet. The 
advantage with this paper is that it is read by a large audience all over Sweden and specifically 
in the major cities and mostly by people with professions who are most likely to afford a visit 
as private individuals or as a conference or wedding group. Sansaricq revels that exhibition of 
ice is preferred over a traditional add in a newspaper or magazine. Furthermore, newspaper 
and magazine advertisements are mostly used in connection with their co-operators, when 
they do not need to pay for it. 
 
The interviewee also stated that brochure and other advertisement materials, such as travel 
guides and roll-ups, are printed and after need, by the advertising agency Krauz&Co in Kiruna 
that also contributes with the design. Brochures are used as complementary information 
material at trade shows and exhibitions, as well as at the reception desk. Brochures in the form 
of maps of Icehotel buildings are handed out to the customers as well as practical information 
brochures to enhance a good relationship with customers. In addition, these brochures can be 
brought home by the customer as a souvenir and reminder of the experience. Travel guides are 
printed in co-operation with Kiruna tourist board and available at Norrbotten’s tourist bureaus 
and the national tourist bureau in Stockholm. These are also available at the local train station 
and airport to get possible travellers aware that it exists and where it is situated. Roll-ups 
appear in the form of fabric posters with spotlights. These are easy to use in connection to 
trade shows and exhibitions, as well as in airports. Furthermore, all exposure materials have 
the web site address printed on them in order to get people to visit the web site to get the right 
information of what Icehotel offers and how to book a trip. 
 
Regarding the use of telephone directory advertising the interviewee stated that they did use it 
in the major Swedish telephone directories and a few local ones, as it is a customary way to 
search for information. As to the limited use, the large amount of telephone directories 
consisted of many unserious and uncompleted ones. Furthermore, the Internet has substituted 
the directories to a great extent. 
 
As for outdoor advertising, Sansaricq explained that billboards/outdoors signs are used 
around or on the buildings. This as the company’s heavy growth has resulted in more 
buildings and constructions around the Icehotel area, thus signs ease customers to find their 
way around. In addition, road signs are used around the community and near the Norwegian 
boarder, as direction signs, as well to attract people to visit Icehotel. These road signs are 
designed similarly to Swedish traffic signs with a picture of an ice igloo and “open daily” text. 
Billboard advertising is regulated in Sweden and therefore not possible to use to a wider 
extent. In addition, information on tourist boards was implemented for the similar reasons as 
stated above. 
 
Regarding co operative advertising, Sansaricq mentioned over 31 co-operating partners. She 
gives an example of the co-operation between Icehotel and Absolut Vodka that developed 
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naturally between the manager director of Absolut Vodka in Sweden, Tore Heim and 
Bergqvist, when the former visited Icehotel. This co-operative profiling was the result as both 
Absolut Vodka and the Icehotel has had identical profiles/image, regarding art, and fashion 
consciousness. A campaign was conducted with the world famous photographer Herb Ritz, in 
cooperation with Versace, who took the campaign photos with world famous models; Naomi 
Campbell, Kate Moss, and Marcus Shenkenberg. This photo campaign was seen over one 
billion people at the time it was shown in 1998. The campaign pictures also occurred in 
fashion magazines and other high quality magazines all over the world. Herb Ritts owns the 
photos and consequently these are not allowed to be reproduced. As this campaign was fully 
financed by Absolut Vodka and their other cooperative partners such as Versace it was 
favorable for Icehotel in pure money. 
 
Turning to direct marketing, the respondent stated that telemarketing is not used presently. 
Moreover, it is considered to be used in the future, as it allows a personal interaction with 
possibilities to persuade a customer to buy a trip. As for catalogues the subject explained that 
it was felt to be too expensive to produce, due to the professional pictures owned by the 
photographers. From a selling point of view, it is difficult to send the right message of the 
product when it comes to explain for example, the degrees below zero in the hotel rooms. 
Travel agencies use the Icehotel in their travel catalogues to some extent, although it is felt 
more important to “want” to sell to succeed. It is necessary to be stubborn and explain to get 
action from the customer and therefore Sansaricq prefers personal selling to catalogues.  
 
As for personal selling, Sansaricq stated that their personal sales division is going through a 
structural transformation in order to become a real and professional sales department. Asked 
how, she explained that the booking division, situated in Jukkasjärvi is going to be integrated 
with the sales department. This new sales department is going to concentrate on the company 
targets with direct mail and direct personal contact. Reasons for this is to become more 
qualitative in direct sales as it allows the sellers to respond directly to the customers’ 
questions and wishes. Furthermore, it permits the seller to communicate in persuasive way to 
sell. Further explanation to the new sales department was the ability to sell package trips. This 
can be compared to the present situation where the customers have a menu to choose from and 
put together a package of their own. In addition, the sellers will be focused on the period when 
Icehotel can expand, during the period of May to November, thus allowing for the summer 
and winter season to prolong. Furthermore, the new data base system improves the personal 
selling, as the sellers can review old data of past customers. Personal selling occurred in 
connection to other forms of communication tools, such as, trade shows and exhibitions. 
 
Finally, considering the indirect information flow, through travel agencies, the interviewee 
explained the importance to provide the customer with the right information, so they buy the 
right product/service that they expect to get, as it easily can be misinterpreted. She added that 
the use of travel agencies is viewed in a sparse manner, as it is important that the travel 
agencies’ employees must be willing to sell persuasively and possess the abilities to 
understand what it is they are selling. This could be difficult for Icehotel to overview if they 
had masses of travel agencies spread around the world. 
 
Moving on to public relations the respondent stated that the media has always been a very 
important tool to create awareness and a lot of the publicity is due to the exclusiveness of the 
product. Icehotel has their own public relations person responsible for media relations all year 
around. Press releases are sent out together with the Swedish Tourist Council to get media 
attention and interest. Around 500 journalists from international and national TV, 
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Newspapers, Magazines visited Icehotel this year. The media creates a demand for Icehotel 
that is special for the reason that it is an objective source reporting about Icehotel in a positive 
way and showing pictures. Reasons for the continuing large media attention are due to the 
many projects Icehotel conducts, such as, the Icehotel in Canada, Igloo village and the ice 
theatre. These projects create an enormous interest from the media and are even enhanced 
further whenever something new is introduced and mentioned in a press release. Sansaricq felt 
that by having the media report new events, is a good mean to attract both new and repeat 
customers within all target groups. The ice theatre, a copy of the Globe theatre in London, 
attracted a lot of Englishmen. The theatre was a success much due excellent review abroad 
presented by the English media. Furthermore, Icehotel has been presented in the Swedish TV 
travel reports, such as “Packat och Klart” and “När och Fjärran” as well as in the travel guide, 
Lonely Planet, which attracted many private individuals. However, there exist written articles 
by journalists who have never actually visited Icehotel and the information is copied from 
other sources. This is viewed as the negative side of media’s power, if Icehotel is presented in 
an incorrect way. The local advertisement paper can also according to the respondent be 
viewed as public relation due to the newsworthy content. 
 
Product placements, such as ice, in films are not used as the respondent felt that it is difficult 
to choose the right film considering actors and story line that agrees with the image of the 
Icehotel. Furthermore, it is neither not easy to make sure that the film is not sponsored by a 
competing company to one of Icehotel’s many co-operating partners. However, she could see 
advantages with it if the right film would appear, as a image builder. 
 
According to Sansaricq Icehotel Art Centre participates in a wide range of projects and  
exclusive events both within Sweden and internationally, for example: Niger, Belgium, 
Greece, Israel, Singapore, Ostrich, and England. The ice is exported and used as accessories 
for communication tools, advertisements events, and projects of art. Some examples were 
provided such as, ice sculptures at the minister of EU meeting in Sweden that made the ice a 
trademark for Sweden, a fashion show in the desert of Niger and an ice statue at the MTV 
music awards in Stockholm. Furthermore, Sansaricq emphasized the importance to maintain a 
good communication with the co operating partners to keep a good relationship in order to be 
connected to their events, as it is a way for Icehotel to be seen. The other cooperation partners 
are linked in a natural way by the trademark. The negative side with co operations is that it is 
difficult to choose the right ones, as the companies can be owned by a competing business.  
 
Turning to the communication between the employees, the respondent explained that this is a 
very important aspect as Icehotel’s goal is to make the employees feel pride in their work. 
Yngve Bergqvist started the whole concept of Icehotel and is seen as the visionary leader. He 
communicates through the personnel and the artists with his ideas that require a good 
communication. Jukkasjärvi is a small community, which makes the contact between the 
employees more personal and genuine, which has made seasonal workers returning to work in 
the company. Icehotel is very audited when it comes to where they reach and those who 
actually arrive at Icehotel. Questionnaires are carried out on regularly basis on place. This is a 
quality security system in order to make sure that the quality of Icehotel building is 
maintained as well as the service level. This is due to the fact that Icehotel is the core 
business. A consult company was hired to develop the structure of working routines, a guide. 
Every department or division works under a manager, personally responsible for the quality, 
with tasks to design structures for the booking, guide department, reception and working 
routines that work along with the growing of the company. A description is handed out to the 
employees to inform what is satisfying and what is not, to secure the satisfaction of the 



 

 32 

customers. The employees directly document complaints from customers on a formulary, so 
that the person responsible for the quality can handle the problem immediately. This is a form 
of feedback to the employees on continually basis. A protocol is documented, further 
transformed into a weekly paper with information of what is going on, for all employees. In 
addition regularly meetings are held to update the employee’s opinions and wishes. This is an 
example of Icehotel’s integrated approach towards the internal information flow, which 
Sansaricq feels work excellent. 
 
Sansaricq further emphasised the importance of the service and the employees’ way of 
communicating with the customers, as they represent the company in person and thus are a 
part of the Icehotel’s image. To secure that the service and consequently the communication is 
maintained at a high level, follow ups on questionnaires given to the customers are made each 
month. The results are transformed into tables and pie charts. The present results are very 
satisfactory, as the service level is praised by the customers. The employees mostly receive 
points of four and five out of total five points. In addition, the answers are tried to be collected 
from the different types of target groups. A contribution to the satisfactory results could be the 
immediately handling of a customer complaint or problem. Furthermore, Bergqvist has 
received a lot of honours and awards from different organizations such as; Travel News’s 
Grand Travel Award 2003, the association of the world’s Swedes’ honour as The Swede of 
the Year 2002 and the greatest marketer of Norrbotten 1994, among many additional. These 
honours and awards are placed in the reception building for public view and strengthen the 
Icehotel’s image as a quality company. 
 
The respondent further added that information packages are handed out to mass media and 
other people making some kind of reportage of Icehotel, in order to create a good relationship 
and ease the communication. 
 
The use of open houses is according to Sansaricq mainly provided for schoolchildren as a fine 
gesture and to maintain good relationship with the community. Furthermore, plant tours are 
given to visitors interested in the production of ice, such as students visiting for study purpose 
to create goodwill. The use of donation in public relations has been used as Icehotel 
constructed a playground of ice to the local school, also a gesture of goodwill. 
 
Turning to sales promotion, such as discounted prices to the end customer, the respondent 
stated that they did not use it. Reasons given for this was that Icehotel has a short season of 
five months and the demand is so huge, thus it is not felt necessary to lower already fair prices 
considering the cost to build up a new hotel each year. However, travel agencies receive 10 
percent provision on lodging, including breakfast both in the Icehotel and the warmer cabins 
and hotel rooms. Reasons for this is to secure the support and recommendations from travel 
agencies to encourage customers to book and pay for a voyage. The owner of Icehotel’s co-
operating partner, Northern Express in Japan, is an old acquaintance of Bergqvist and owns a 
minor part of the hotel. His company receives a small allotment of 15 percent provision. 
DeTour in Germany also has 15 percent of provision. Although, the activities are not 
provision based, as in would not be profitable. 
 
When it comes to extra product, the respondent mentioned that the extra offering is in the 
form of free rental of winter clothing, as many international customers do not own extra warm 
clothing. The respondent believed that this creates value to the customer contribute to repeat 
customers. 
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As regards trade shows the respondent stated that Icehotel attends these in cooperation with 
the Swedish Tourist Council or Kiruna Lappland AB, as it is very cost efficient, easy to reach 
specific target groups and the co operators contribute with a lot of professional experience. 
Furthermore, the Swedish Tourist Council uses Icehotel as their face outward and handles 
much of the marketing of the latter abroad. The emphasis lays on trade shows and exhibitions 
directed towards business people and incentive travels. Trade shows directed towards private 
individuals are limited implemented, as the respondent felt they are more unstructured, as they 
target a broad variety of people. However, Icehotel is always present at  La Feria Internacional 
del Turismo, (FITUR) trade show, aimed at individuals. As to why, it was explained that this 
trade show is the largest within the tourism industry in Europe and therefore necessary to be 
present at to be seen. In addition, trade shows replace much of traditional sales campaigns as 
they reach many customers at the same time. Additional materials used at trade shows are for 
example brochures, roll-ups and CD ROMs. Furthermore, considering exhibitions in 2001 an 
ice gallery was opened in Stockholm where ice sculptures are shown and stories are told about 
the Icehotel. This is to inspire and create interest for future ice projects. An ice bar in 
Stockholm has also been opened in co-operation with Nordic Hotels and two more ice bars 
are planned to be situated in two major cities in Europe to reach the target groups within those 
countries. The objectives with the exportation of ice are to amaze and create a desire for the 
Icehotel. She felt that the ice is better to create interest that a traditional advertising. 
 
According to Sansaricq, Internet is officially seen as the absolutely most important 
communication tools used, as it is very dynamic. It represents what Icehotel has to offer and is 
both representative in profile, as well as productive from a selling point of view. The products 
are easily sold with the help of Internet as it reaches people all over the world twenty-four 
hours a day. The respondent explained that it should be easy for the customer to click on to a 
travel agency situated in their country or phone the sales department of Icehotel, in order to 
book a trip or receive information. The selling message on the Internet is the image of Icehotel 
and they know how they want to be viewed. However, the words used to sell are developing 
so the product/service will be more easily bought. Although, the use of the Internet as a means 
for booking the trip directly is not implemented. This, because it is difficult and risky to 
explain the conditions of staying at the hotel, such as the temperature in the sleeping areas, 
sleeping bags and other conditions that has to be taken under consideration. Therefore, the 
need for personal selling is required to really explain the conditions for people who never 
have experienced grades below cero. With the use of Internet, Icehotel aims to create a great 
demand for wanting to come to Icehotel so that the potential customers actually will call or 
mail to a travel agency or Icehotel. Another advantage is the possibility to profile Icehotel all 
year round. The homepage of Icehotel has recently been updated and the respondent 
emphasized on the importance for further development in the future. Today around 2200 hits a 
day are registered. Furthermore, chat rooms are not provided, as to why, the respondent could 
not tell as the issue never had been considered and brought up to discussion. 
 
According to Sansaricq the use of sponsorship as a communication tool is not used to a great 
extent as they view it fairly parsimoniously and unimportant as effective communication. It is 
mostly considered when an employee is engaged in some kind of local event and it is 
implemented for their joy. At the moment they sponsor Svappavaara IF, a local football team, 
by having Icehotel name printed on the players’ outfits. Another local event was a dog 
sledding competition, where Icehotel sponsored the prizes. Furthermore, a yard of a school in 
Kiruna has been sponsored as this lies near the hearts of the employees and thus for the 
community as well. The advantage with sponsoring is that it contributes to a fine and 
powerful impression. Disadvantage is that it can easily be connected to the wrong image and 
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if the team being sponsored does not win it could be connected to bad publicity. Difficulties 
lies within the decisions of sponsor events, as it could be a conflict of interest with 
cooperation partners if a competing company co-sponsors the sponsored event. 
 
Turning to the packaging Sansaricq stated that this form of communication tool is a part of 
the image of Icehotel. The package of the Icehotel is Icehotel product itself and stands for 
what can be created out of ice, snow and water. Therefore, no other forms of materials, such 
as stone and wood are blended in the actual packaging of the Ice buildings or the exported ice. 
However, the logo is cut out in the ice products used in different event projects. 
 
Regarding point of purchase, Sansaricq explained that the only form of brochures and 
demonstrations or displays placed near the product is a description of the art and the artist that 
has designed the suite. None other form of print material is placed in the actual ice buildings, 
as it is the art in itself that stands for the promotion. The reason for not having any other form 
of material is Icehotel’s aim to be viewed as free of commercial clutter. However, the other 
settlements as the reception building have brochures that can be brought home and act as 
reminders and complements for the spread of word of mouth. Also posters of Icehotel and 
Absolut Vodka campaigns are placed at the reception building to strengthen their image. to 
attract attention and act as reminders of the visit. In Addition, displays with brochures and 
posters are used in connection to trade shows. This is favorable from a sales standpoint, as it 
can further attract interest and motivate the customer to buy. as well as reminders. 
 
Moving on to word of mouth, Sansaricq stated the importance to be alert in what directions 
the opinions are blowing in the world. Icehotel receives a lot of articles and letters sent by 
people from different parts of the world. They also listen to feedback provided by visitors. 
Furthermore, the extended contact net of Bergqvist acts as a feedback as well. She further 
believed that people in general are very affected by the opinions of friends and family and this 
influences the desire or decision to buy a trip. The artists working with the ice, praise its 
uniqueness, as it is not comparable to ice made in the artificia lly manner. This gives good 
word of mouth to other professionals and might create a desire to work in different ice 
projects. 
 
As for corporate identity, Sansaricq stated that  ice is the nature of their business. Considering 
the name and logo some graphical rules exist. The name Icehotel is registered with patent and 
the trademark is the first eye-catching thing in the beginning of any advertisement. The 
corporate name is incorrect spelled according to the rules of English grammar. The 
explanation for this was according to the object that the name is seen more, attracts interest 
and is easier to remember. The logo and the graphical profile on the Internet has been 
designed by the advertising agency Sanden & Sandberg in Stockholm in order to get a 
professional touch that represents Icehotel’s image. 
 
Finally, asked if there were any other form of communication tools that Icehotel used, 
Sansaricq stated that there existed some specialties in form of free publicity. Icehotel acts as a 
source of inspiration to a famous Swedish artist who creates things in an ice resembling 
environment that can be connected to the Icehotel. This artist also designed the lamps used in 
the Swedish Song Contest, identical copies of those in Icehotel. Furthermore, the national TV 
4’s Bingolotto arrange lotteries with travels to Icehotel as the prizes. Icehotel has no 
involvement in the prizes, although the free publicity is appreciated, due to the program’s 
popularity in the Swedish households. Another example provided by the respondent was the 
James Bond movie “Die Another Day”, where items of ice appeared in the movie that 
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resembled similar items as in Icehotel. Sansaricq felt that this was quite “fun” and overlooks 
the fact that is was not approved, as she sees nothing negative in this connection and Bond 
movies represent the similar image as Icehotel. A lot of rumors have been heard of this case, 
moreover, the press secretary has neither denied or admitted the subject. 
 
Moving on to a broader area considering marketing communication tools, Sansaricq stated 
that besides the planned tools described above, many of the unplanned and often 
unconsidered tools are taken under consideration as well.  
 
Regarding the unplanned tools, the interviewee acknowledged some as being considered as 
communication tools.As for employee gossip and behavior, this is extremely important as it 
can be considered as word of mouth and public relations. Should some negative gossip be 
spread, it could be fragile for the company’s reputation. Employee behavior also reflected the 
company in the public eyes. Regarding the media, consumer group investigation, she could 
not say if these have been taken under consideration, although no immediate threat is seen of 
those as Icehotel tries to run the business, consumer and media relations in a good way. 
Furthermore, chat groups has neither been though nor mentioned and she had not thought of 
the potential advantage of these kind of communication tool. However, considering the 
guerilla sites, she saw no threat as Icehotel takes care of their customers. In addition, she had 
not thought of people sabotaging business image for fun.  
 
Turning to the often unconsidered tools, all of them was felt as important concerning the 
company image. Facilities are provided in Icehotel in warm temperatures, to increase the 
comfort for the customers. Furthermore, the service is of major importance when 
communicating with customers, as it mirrors the reputation and image of Icehotel. 
Consequently the service level is kept high in accordance to the service policy. Problems and 
customer wishes are tried to immediately be taken care of and follow up questionnaires filled 
by customers are analyzed, in order to improve and maintain the present service level that is 
highly graded by customers. As for the distribution as a means to communicate it is also 
considered about. Without the only airline company to reach the region, Scandinavian Airline 
Sytem (SAS), Icehotel would not exist and people would not know how to get there. To 
communicate good distribution of the ice product is also a necessity as it is very fragile to 
transport, as it increases the reliability of the transport.  
 
Considering the product design, this is taken under major consideration, as it is the core of 
Icehotel’s business. Different artists conduct new constructions and design of Icehotel each 
year. The design represents what message Icehotel wishes to communicate and is excellent for 
keeping the interest of new visitors, repeated visitors and the media. Also the product 
performance is thought of as it also represents the image Icehotel wishes to communicate. As 
for the price, it was felt to communicated their image as not being to expensive due to the 
offerings provided. Also the demand shows that the price has been kept at a good leve l and 
that the target groups are contented with what they get for what they pay. Finally, free offers 
exist for example, in the form of lending out winter clothing for the customers, to keep them 
from freezing and thus making it more pleasant. This is felt  to be important in the way 
customers experience the quality of Icehotel. 
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5 Analysis 
 
In this chapte the data collected will be analysed. The study we made is a single case study 
and therefore a within case analysis is conducted. The research questions will be analysed in 
divided sections. The empirical data will be compared to the theories presented in the frame 
of reference in order to examine if they match or if they differ from each other. In addition, 
the theoretical propositions and the analytic strategy chosen are pattern matching as 
proposed by Yin (1994). The first step in the analysis for the research questions will be to 
present a data display to simplify and code the data collected. Furthermore, the data 
reduction will be implemented in both research questions, to see if the data matches the 
chosen theories.  
 
5.1 The IMC Strategy-Research Question One  
 
According to Rowley (1998) a company should follow a seven-stage process in order to 
design a communication strategy that supports the realisation of the promotional objectives, 
specifically when it concerns a launch of a re designed or new product. Icehotel’s 
communication strategy is designed in accordance to their overall marketing strategy process 
that is derived from decisions regarding the product and price. The data shows that it is partly 
consistent with theory. However, in the design of Icehotel’s communication strategy, the 
stages used could not be stated in accordance to theory, as it differs between various 
campaigns, projects and co-operations. However, Icehotel confirms theory as the difficulties 
to clarify consistent steps for the different strategies depend on the starting point of the 
product. Moreover, due to this information, most of the steps are included in Icehotel’s design 
of a general marketing communication strategy, although not in the order as in the model 
referred to Rowley. 
 
A presentation of a data display of stages used in the communication strategy according to 
Rowley (1998) in comparison to Icehotel’s stages in the overall communication strategy is 
illustrated below in table 5.1. 
 
Table 5.1: Stages in Designing Communication Strategies  

Stages in Designing Communication 
Strategies 

The Communication Strategy Design of 
Icehotel 

1.  Identification of target audience First stage: Initial meeting with marketing division 
2.  Determining communication objectives -Target group definition 
3.  Designing the message -Communication objectives 
4.  Selecting communication channels  - Design the message  
5.  Establishing promotional budget - Choose communication channels  
6.  Deciding on the promotion mix - Establish the promotional budget 
7.  Measuring promotional results - Communication mix 
 Final stage: Measure communication results  

 
The first step according to Rowley (1998) is identifying the target audience in designing a 
communication strategy. However, Icehotel contradicts theory and is not following the first 
step of the model. Instead, Icehotel starts their process by an initial meeting with the members 
of the marketing division, which takes place on several occasions during the year, to discuss 
and design communication strategies in accordance to the decisions taken by the members of 
the board concerning the product and price.  
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However, Icehotel’s stage of identifying the target market is supported by Rowley’s first 
stage. Icehotel is conducting a target group definition that has been developed and screened 
out from the actual visitors and customers during thirteen years of business. In addition, 
Icehotel states that these target characteristics change along time with the changing market 
and consequently Icehotel’s market increases as well. Also the ways to communicate and sell 
differ due to the different characteristics the target group possesses. The data is in accordance 
with Rowley (1998), as Icehotel is identifying whom their customers are in order to form the 
right type of message, depending on if their targets are individuals or groups. Rowley (1998) 
further states that in order to create the right message, it is important to understand the 
characteristics of the audience. This reasoning strongly supports the way Rowley (1998), 
recommends a target definition to be set in his first step, characteristics of the target audience. 
According to Rowley (1998) a specific promotional strategy may be targeted more narrowly 
at a niche within the broader segment, as is in accordance to Icehotel’s acting. 
 
According to Rowley (1998), when Determining the communication objectives the 
importance lies in identifying whether the objective is to draw to attention, develop interest, 
stimulate desire or provoke action. Furthermore, Wells et al. (2000) argue that objectives 
should be S.M.A.R.T: Specific, Measurable, Actionable, Realistic and Time Specific. Icehotel 
contradicts theory as communication objectives are not clearly stated or even set as 
measurable with exception for an overall objective, which was to create and maintain 
awareness of Icehotel to all their target groups in all parts of the world, especially to countries 
were the trend is moving in favour for them. In addition, another minor objective is also to 
have all hotel rooms rented out during winter and summer seasons. Moreover, the importance 
of creating awareness and interest for Icehotel is thus necessary and is constantly occurring 
through product exposure all over the world. Icehotel is communicating through their most 
valuable asset, which is ice and is creating awareness, interest, desire and action from 
exposing the product. Furthermore, the media has always been very important to create 
awareness for Icehotel and a lot of publicity is due to the exclusiveness of the product. 
Concerning media, Icehotel aims to create awareness in order to interest media to visit and 
further contribute to interest and desire to their pub lic. Furthermore, Icehotel strives to 
communicate in ways that result in action, in form of bookings and purchasing of the product 
and service. 
 
Icehotel’s stage of designing the message is accordance to Rowley’s (1998) statement that it 
is important to keep the message consistent with the communication objectives. It is also 
important to promote a consistent image through all of the separate campaigns. However, 
Icehotel states that their overall message is consistent in most of their campaigns, but slightly 
different between the individuals and groups. Moreover, the written language and message on 
the material is different depending to whom it may be directed towards, individuals or groups. 
In accordance with theory, the message should be consistent if the promotion is focused on 
brand or corporate image. However, Icehotel have consistent four lead words, which are; 
sensual, pure, genuine and exclusive, used as a red thread always present in the designing of 
the message. In addition, these four lead words make up their overall strategy for building 
brand and corporate image. 
 
When selecting communication channels, Rowley (1998) argues that the communication 
channels can be divided into personal and non-personal. In accordance with theory, Icehotel 
uses both personal and non-personal communication channels. Moreover, considering the 
personal communication, Icehotel attends at trade shows and believes that the interactions 
between salespeople and the end customer are not occurring that much as they believe that 
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trade shows focused on end customers are too unstructured. Instead, Icehotel mainly attends at 
trade shows focused towards business people. Moreover, Icehotel utilizes personal channels 
such as sales people and some help from expertise in their communication strategy as well. In 
accordance with theory, Icehotel uses the social channels and consultants since Yngve 
Bergqvist has a well-developed network within the business society and receives a lot of ideas 
from them. In addition, friends, colleagues and co operating partners’ inputs are of major 
importance for Icehotel’s decisions.    
 
The non-personal communication channels which consist of traditional marketing such as 
print, TV or radio commercial, is not used that much by Icehotel. In addition, according to 
theory TV, radio and print are within the range of being expensive to non-effective media that 
is also considered by Icehotel, and therefore not used to a great extent. 
 
Icehotel’s establishment of the promotional budget is partly supported by Rowley (1998). 
Furthermore, concerning the establishment of a promotional budget Rowley 
(1998)emphasises the importance of setting a percentage of sales to be noticed, as well as 
what is affordable. Icehotel has a budget of four million SEK to cover communication 
expenses all over the world and is comprised by what they can afford and is calculated as a 
percentage of the sales, exactly as suggested by theory.  
 
Concerning the decision on promotional mix, Rowley (1998) points out certain things that 
need to be taken into consideration such as, the available budget, the marketing message, the 
complexity of the product or service, distribution, stage of the product life cycle and 
competition. In agreement with theory, Icehotel use their 4 million SEK in the best possib le 
way, divided into those promotional areas being prioritised. Moreover, Icehotel are mainly 
using their most valuable asset, which is ice, to promote and create awareness and interest. 
Icehotel confirms theory as the marketing message stays consistent throughout the process of 
establishing the mix with their four lead words, sensuality, cleanliness, genuineness and 
exclusivity. In addition, since ice is not a complex product to describe or explain and it 
basically speaks for it self, the easiness in promoting Icehotel by displaying the ice is apparent 
and all according to theory. Also the complex and expensive distribution and what stage the 
product is in the life cycle  affect what mix is implemented are in accordance with theory. 
Regarding the consideration of competitors, Icehotel contradicts theory. From Icehotel’s point 
of view there is a lack of instant threat from competitors within the ice business. As theory 
implies, the appropriate tools to be used may differ depending if the communication is aimed 
at intermediaries or end customer.  
 
The final stage of Icehotel’s communication strategy design is to measure the promotional 
results. This is also the final step suggested by Rowley (1998) who states the importance of 
observing the effects of promotion, by looking at sales figures and any measures of reputation 
available is thus necessary although hard to read. This stage in Icehotel communication 
strategy strongly supports the way Icehotel works with measurements. Furthermore, 
investigations are made to see whether the budget was held within limits and controls of 
expenses and revenues. Moreover, inspections of statistics from the new database are 
conducted to reveal number of bookings, who the customers are and how the national market 
looks like, in comparison to past years. In addition, measurements of number of hits on the 
web site are also conducted. Icehotel conclude with admitting the difficulty as suggested by 
theory, in tracing what causes what. 
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5.2 The IMC Tools -Research Question Two 
 
Firstly, as presented in research question one, a data display will be put forth to get an 
overview of the tools used by Icehotel. Furthermore, data displays with specifications of each 
tool and Icehotel’s preferences of these are presented. In addition, comparisons of data and 
theory underneath each display are conducted.  
 
To facilitate the data collected from Icehotel and presented in the displays, different codes are 
used in order to distinguish the tools used and not used, advantages and disadvantages with 
each tool, and if no opinion was provided. These codes are implemented on all displays and 
are described below: 
 
+ Icehotel uses the tool. 
- Icehotel do not use the tool. 
 
+ Icehotel sees advantages of the tool. 
-  Icehotel sees disadvantages of the tool. 
?  Icehotel has no opinion or cannot discern the advantages/disadvantages with the tool. 
 
If presented as (+/-) or (-/+), Icehotel sees both advantages and disadvantages with the tool. However, the 
initial sign states the foremost opinion of the tool. 
 
The data display in table 5.2 below, illustrates an overview of the marketing communication 
tools suggested by theory and which of these Icehotel uses. 
 
Table 5.2: Integrated Marketing Communication Tools. 

Communication tools  Use it 
Advertising + 
Direct Marketing + 
Personal Selling + 
Public Relations + 
Sales Promotion + 
Trade Shows + 
The Internet + 
Sponsorship/events  + 
Packaging + 
Point  of Purchase + 
Word-of-Mouth + 
Corporate Identity + 

 
As shown in table 5.2 above, Icehotel use all of the marketing communication tools, as 
suggested by theory. Nevertheless, each tool is used to various extents and several of these 
consist of different forms. Which these are and how Icehotel recognizes them are described in 
the following displays, starting with advertising in table 5.3.  
 
Table 5.3: Icehotel’s Use and Opinions of Advertising 
Advertising  Use it Advantages/Disadvantages 
TV + -/+ 
Radio - - 
Newspapers + +/- 
Magazines - +/- 
Brochures + + 
Directory advertising + +/- 
Outdoor advertising + +/- 
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According to theory, Dwyer and Tanner (2002), state that the use of advertising (TV, 
Magazines, Radio, Newspapers, Brochures, Directories and Outdoor advertising) is what 
makes companies known and that the primary problem with advertising is to be able to choose 
the right design and communication option in devising messages in a form most likely to 
communicate with the desired target group. However, Icehotel contradicts theory in this 
matter, as the use of traditional advertising is not used a lot in order to get known, as Icehotel 
either thinks it is too expensive or ineffective due to their limited budget. However, according 
to theory, the data matches the theory in the difficult matter in devising the right message to 
the desired target group, since Icehotel finds it difficult as well in finding the right advertising 
design in order to satisfy a large target audience.  
 
Shimp (1997) states that cooperative advertising used amongst companies are a great 
advantage due to the advertising support, cost savings and the access to 
local/national/international media the cooperation can contribute to. This is in accordance 
with the data of Icehotel. 
 
The advantage with television is according to Witt and Moutinho (1995) that TV both 
presents an audio, visual message requiring minimal exertion and is very adaptable. Although 
advertising is expensive, many tourism companies are using television and finding it very cost 
effective. However, Icehotel contradicts theory in this matter, as it is felt too expensive and 
not that effective.  
 
Moreover, considering the use of radio, according to Witt and Moutinho (1995) radio has 
outstanding flexibility and relatively low cost although it only presents an audio message. In 
addition, according to Duncan (2002) radio has low attention and low reach with only sound 
and that the message is short lived. However, in accordance with theory, Icehotel has not 
considered using radio, as they think it is ineffective regarding the description of the complex 
product as well as not right for their image.  
 
According to Witt & Moutinho (1995) newspapers give a comprehensive coverage of a local 
market area with low cost although low printing quality and short life. In accordance with 
theory, Icehotel uses local ads in newspapers, from a selling point of view as well as a public 
relation tool too keep the local people happy and aware of the latest news. In addition, 
newspaper ads are not viewed as an effective tool, considering the quality and short life span. 
 
Rogers (1995) states that the advantages with directories is the long life and that directories 
are actively searched and read. In accordance with theory, Icehotel views directories as 
important, however, nowadays Internet substitutes that service instead.  
 
According to Witt and Moutinho (1995) the advantages with using magazines are their print 
and graphic quality with a large reach out to specialized market segments, however, a 
disadvantage is the limited visual sense. Icehotel finds magazines too expensive, although 
familiar with the advantages such as the reach of a large audience all over the world 
specifically in major cities, read by people most likely to afford a visit.  
 
Outdoor advertising is according to Duncan (2002) a localized, frequency builder with a 
directional signage with low attent ion, low reputation, claimed to be visual pollution. Icehotel 
sees both positive and negative advantages with using outdoor advertising and has 
implemented outdoor advertising as it is ease customers in finding Icehotel and when once 
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arrived, to get around in the area. However, outdoor advertising is not used as much at 
Icehotel due to the wish of  beeing free of commercial clutter.  
 
Table 5.4: Icehotel’s Use and Opinions of Direct Marketing. 
Direct Marketing Use it Advantages/ 

Disadvantages 
Telemarketing - + 
Catalogues - - 
Direct Mail + + 

 
The importance of direct marketing (direct mail, telemarketing, catalogues) according to 
Middleton and Clarke (2001) is that it is a highly cost-effective tool for market research, 
segmentation, market innovation and test marketing, as well as a means of reaching 
customers, making sales and monitoring sales revenues. Witt and Moutinho (1995) state that 
direct mail is one of the most important advertising methods for tourism enterprises, however 
hard to obtain the right mailing lists and in the tourism industry; previous visitors contain the 
most important mailing list sources. In accordance with theory, direct mail is used as a direct 
marketing tool, which is viewed as real important; as to become more qualitative in direct 
sales as it allows the sellers to respond directly to the customer’s questions and wishes. In 
addition, Icehotel does not use telemarketing at the moment, however, considered in the future 
as it allows a personal interaction with possibilities to persuade a customer in a purchase. 
However, the data contradicts theory in the matter of using catalogues, which Icehotel think 
are too expensive and unnecessary. 
 
Table 5.5: Icehotel’s Use and Opinions of Personal Selling.  
Personal Selling Use it Advantages/Disadvantages 
All personal selling + + 

 
According to Czinkota and Ronkainen (2001), personal selling (direct sale contact, 
salespeople) is the most effective communication tool available to the marketer. However, 
Wells et al. (2000) state that personal selling costs per contact are high.  Icehotel, in 
accordance with theory, finds reasons for personal selling in forms of direct sale contact and 
thinks that it is more qualitative, as it allows the sellers to respond directly to the customer’s 
questions and wishes, and therefore makes it more effective. However, earlier, due to the high 
cost and time effort, personal selling has not been prioritized, but now efforts are made in 
order to restructure the sales department in order to become more professional and to be able 
to make direct sales contact with customers. 
 
Table 5.6: Icehotel’s Use and Opinions of Public Relations. 
Public Relations  Use it Advantages/Disadvantages 
Press releases + + 
Product Publicity + + 
Events + + 
Internal Marketing + + 
Product Placement + + 
Open houses + +/- 
Information packages + + 

 
According to Duncan (2002) public relations (press releases, publicity, events, internal 
marketing, product placements, open houses and information packages) is important in order 
for a company to create and maintain goodwill, observe public opinion and advise top 
management. In accordance with theory, Icehotel finds public relations compulsory and are 
focusing a lot in the relationship with media, in order to get publicity through press releases 
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and media attention by product exposure, events and happenings. Moreover, observation of 
public opinions and views are also important and constant efforts are made to keep updated. 
In addition, Icehotel has a pr-person especially working with public relations and keeps those 
in charge informed through constant meetings. According to Middleton and Clarke (2001), 
there is a trend towards an increase in public relations expenditure relative to advertising 
expenditure as organizations become aware of the merits of a formal PR programme. In 
accordance with theory, Icehotel is acting just as the trend, moving towards more PR-focus 
instead of using traditional advertising, as finding it ineffective.  
 
Furthermore, Duncan (2002) also focuses on the importance of internal marketing, which is a 
form of public relations, and states that in order to be successful in a communication program, 
the need for support from employees is thus necessary. In accordance with theory, Icehotel 
views the open contact between employees and has constant meetings with them to inform 
and encourage, which contributes to the overall working environment, resulting in an 
increasing customer satisfaction and a repeat customer purchase. Moreover, it creates an 
integrated feeling amongst the employees and helps in creating good internal marketing.   
 
Table 5.7: Icehotel’s Use and Opinions of Sponsorship. 
Sponsorships  Use it Advantages/Disadvantages 
Sponsorships + +/- 

 
According to Middleton and Clarke (2001), sponsorships is big business, used to attract 
potential sponsors by producing appropriate packages, achieving increased business through 
improved awareness that PR coverage brings. The data contradicts theory on the importance 
of sponsorship, since Icehotel use it to some extent, mainly locally, although find it rather 
parsimoniously and unimportant. 
 
Table 5.8: Icehotel’s Use and Opinions of Sales Promotion. 
Sales promotion Use it Advantages/Disadvantages 
Discounted prices - - 
Extra product + + 

 
Sales promotion (discounted prices, extra product) is, according to Middleton and Clarke 
(2001), a vital weapon in marketing within the tourism industry, manipulating demand with 
short-term incentives offered as inducements to purchase. The data contradicts theory in the 
matter of discounted prices, since Icehotel do not use it and do not believe it to be necessary, 
due to their short season of five months and high demand. However, the extra product offered, 
which in this case symbolize an extra-added service at Icehotel, creates extra value to the 
customer and added incentive to repeat purchase, which is in accordance with theory.  
 
Table 5.9: Icehotel’s Use and Opinions of Trade Shows  
Trade Shows  Use it Advantages/Disadvantages 
Trade Shows + + 
Exhibitions + + 

 
According to Middleton and Clarke (2001), trade shows and exhibitions play a major and 
important role and are alternative forms of distribution and display for reaching retail, 
wholesale and consumer target groups of consumer. Moreover, Dwyer and Tanner (2001) 
state that trade shows are very cost effective. The latter theory is in accordance with data 
collected, as Icehotel is attending tradeshows in cooperation with the Swedish Tourist Council 
as it is very cost effective, easy to reach specific target groups and that the co operators 
contributes with a lot of expertise. However, the former theory contradicts data in one matter, 
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regarding trade shows directed towards consumer groups, as Icehotel considers them too 
unstructured and prefer not to participate and instead focus on the business people and 
incentive travels.  
 
Table 5.10: Icehotel’s Use and Opinions of the Internet. 
Internet Use it Advantages/Disadvantages 
Website + + 
Chat rooms  - ? 
E-commerce - - 

 
According to Middleton and Clarke (2001), the Internet (website, chat rooms and E-
commerce) is becoming to dominate tourism marketing and its impact is a major influence on 
nearly every aspect of services marketing. In addition, according to Czinkota and Ronkainen 
(2001), having a website is seen as necessary for no other reason than building a positive 
image and lack of it may convey a negative image. Concerning the website, theory matches 
the data, as according to Icehotel, the use of the Internet is viewed as their most important tool 
because it is very dynamic. In addition, the use of the website is both representing what they 
have to offer considering profile and image, as well as being productive from a selling point 
of view. What is not in accordance with theory is the use of chat rooms, which according to 
Icehotel, is not even considered or discussed. The theory of Duncan (2002) implies the use of 
E-commerce on the Internet as a way for customers to make reservations and close sales. This 
is not in accordance with Icehotel’s use of the Internet. The reason for this is Icehotel’s view 
of it as risky and difficult, concerning the information of the circumstances in visiting 
Icehotel, such as the coldness. 
 
Table 5.11: Icehotel’s Use and Opinions of Packaging. 
Packaging  Use it Advantages/Disadvantages 
Packaging + + 

 
Concerning packaging, Duncan (2002) states that packaging (product) is an important part of 
a brand’s identity. Furthermore, according to Kotler (1997) packaging is one of the most 
innovative areas in modern marketing and plays such a vital part on brand image and product 
identity. In accordance with theory, Icehotel states that this form of communication tool is a 
part of their image and that the package is the product (Icehotel) and other products produced 
or sold in association with Icehotel, that stand for what can be created out of snow, ice and 
water. 
 
Table 5.12: Icehotel’s Use and Opinions of Point-of-Purchase.  
Point-of-purchase Use it Advantages/Disadvantages 
Display with brochures, posters + +/- 

 
According to Middleton and Clarke (2001) point of purchase/merchandising within the 
tourism industry, are short-term incentives and displays with for example brochures and 
posters to stimulate consumer purchasing and dealer and sales- force effectiveness. In addition, 
according to Duncan (2002), merchandising is in-store promotional materials, activities and 
messages to promote in store and create promotional ambiance. In accordance with theory, 
Icehotel uses point-of-purchase in the form of displays with brochures, posters or 
demonstrations in connection to the product sold, mainly in the reception, but also used at 
trade shows and travel agencies in order to stimulate purchase. However, Icehotel do not use it 
that much as wanting to be free of commercial clutter. 
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Table 5.13: Icehotel’s Use and Opinions of Word of Mouth. 
Word-of-mouth Use it Advantages/Disadvantages 
All sorts of Word-of-mouth + + 

 
Word of Mouth (gossip about company, staff, products, service) is according to Middleton 
and Clarke (2001) at least as influential on purchase decisions as the formal channels, such as 
advertising. Moreover, the theory matches the data collected since Icehotel states the 
importance to be alert in what directions the opinions amongst customers, staff and 
stakeholders. In addition, Icehotel listens to feedback from customers, visitors and Yngve 
Bergqvist’s extensive contact net within the business society. Moreover, Icehotel also knows 
the importance of viewing opinions of friends and family as this influences the desire or 
decision to buy a trip. The artists working with ice, who praise its uniqueness, are also an 
important source of positive word-of-mouth to other professionals. 
 
Table 5.14: Icehotel’s Use and Opinions of Corporate Identity.  
Corporate Identity Use it Advantages/Disadvantages 
Name + + 
Logo + + 
Nature of business + + 

 
According to Wells et al.  (2000) corporate identity (logo, name and nature of business) can be 
used in order to enhance or maintain company reputation or establish a level of awareness of 
the company’s name and nature of business. In accordance with theory, Icehotel’s logo and 
name are important things to consider in maintaining a company’s reputation, image and to 
create awareness, and a famous Swedish advertising agency has helped them with making the 
logo and the graphical profile on the website. Also the incorrect spellingof Icehotel, not the 
Ice hotel, is a way of creating awareness and interest. 
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According to Wells et al. (2000) sources of messages can be divided into three categories, 
planned, unplanned and often unconsidered. What sources of messages Icehotel considers are 
illustrated in table 5.15 below.  
 
Table 5.15: The Sources of Messages . 
Planned Unplanned Often 

unconsidered 
• Advertising 
• Sales 

Promotion 
• Marketing 

Public      
Relations 

• Direct 
Marketing 

• Personal 
Selling 

• Point-of-
Purchase and 
Merchandising 
Materials  

• Packaging 
• Specialties 
• Events 
• Sponsorships 
• Customer 

Service 
• Internal 

Marketing 
• Web Site 

 

• Employee 
Gossip and 
Behaviour 

• Word of Mouth 
• Online 

Guerrilla Sites   
 

• Facilities 
• Service 
• Distribution 
• Product Design 
• Product 

Performance 
• Price 
 

 
Wells et al. (2000), argue that a company should recognize various sources of messages in 
order to coordinate them in a consistent way. If these sources are working together the brand 
or company image is kept consistent. The theory is strongly supported by the data. Icehotel 
implements all of the planned tools to various degrees as described in the sections above. 
Furthemore, as can be viewed in the table 5.15 the major part of the unplanned tools and all of 
the often unconsidered tools are taken under consideration in order to integrate them in a 
consistent way. Icehotel also manages to keep the brand image consistent.  
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6. Findings and Conclusions 
 
In this chapter the conclusions of the findings based on the theory and analyzed data are 
presented in order to answer the research questions as earlier stated in chapter one. Each 
research question is answered in separate sections. The chapter ends with implications for 
management as well as implications for theory and future research.   
 
6.1 Research Question One: How Can the IMC Strategy Be Described? 
 
We found that the stages in designing an IMC strategy are informal, not following any 
specific order. In addition, improvised meetings are often constituted, as well as having 
informal meetings in the beginning of planning a communication strategy. Furthermore, this is 
to see if the overall objectives with marketing are consistent with the specific communication 
strategy chosen. 
 
Considering the choice of target groups, we found that decisions are based on information and 
feedback from previous customers as well as other feedback. The information is analyzed in 
order to make improvements for future choice of target and sense where the trend is moving 
in favor. Furthermore, we believe that  there is an awareness of the constant changes in the 
market place and being beneficial from a growing market growth acknowledges the 
possibilities and changes in the target group characteristics.  
 
We discovered that no clear measurable objectives is stated when developing a 
communication strategy, except for one, which is to have all accommodations rented out 
during the winter and summer seasons. However, overall objectives exist, which is to create 
and maintain awareness to all target groups and especially in those countries where the trend 
is moving in favor, as well as creating interest, desire and action. We further discovered that 
efforts to create media interest, in order to gain publicity and an even greater interest exist. 
 
We found that the communication strategy is successful, as the message is kept consistent 
with the lead words, always present in every communication campaign. We also discovered 
that the message is consistent and reflects the image even if the offerings slightly differ 
between individual and targe t group.  
 
The findings show that the choice of communication channels is mainly influenced by 
personal contacts. In addition, we discovered that the personal channels are implemented 
more than the non-personal ones. Personal channels, such as experts’ have successfully been 
implemented in the development of franchising business. To attend at trade shows in co-
operation with Swedish tourist councils also provides a lot of expertise and input. 
Furthermore, we found out that friends, colleagues and co operating partners have significant 
influence as well. 
 
Considering the establishment of promotional budget we found that the budget is put in favor 
for the profile of the company, to let the product speak, instead of the use of traditional 
communication.  
 
We found that the emphasis is on their most valuable asset, the product, when deciding a 
promotional mix. Furthermore, the product is integrated throughout all the considerations, 
such as the budget, message, product or service complexity, distribution and stage of the 



 

 47 

product life cycle. However the competition does not seem to be a subject for consideration 
when deciding the promotional mix, due to the company’s unique position within its category, 
as there are no competitors similar to the business concept. 
 
Considering the measurement of the promotional results we found that controls are conducted 
to see that the budget has been set within limits. In addition, the statistics of bookings and 
number of hits on the website are measured compared to past years. Although we found that 
difficulties to outline what causes what exist, due to the increased growth rate.  
 
After discussing the stages in the Integrated Communication Strategy, we conclude: 
 
Ø Stages in the designing of the communication strategy  are informal 
 
Ø The opinions and information from former customers and other sources lay a 

foundation to successfully form the basis to select and identify the right target groups  
 
Ø The communication objective is to create and maintain awareness, interest, desire and 

action to all the target groups, specifically in countries where the trend is favourable. 
 
Ø By implementing a consistent message throughout different campaigns aimed at 

different target groups, the brand image and identity maintains strong. 
 
Ø Personal channels are implemented more than non-personal ones. 

 
Ø When deciding on a promotional mix the potential threat from competitors has not 

been considered, due to the company’s unique position.  
 
Ø The product is of major consideration in all aspects when determining the budget and 

communication mix.  
 

6.2 Research Question Two: How Can IMC Tools Be Described? 
 
We have found that all IMC tools are implemented to some extent. However, it seems as if 
traditional advertising such as TV, radio, newspapers, magazines and outdoors is not 
implemented to a great extent. Instead the emphasis and focus are on public relations 
following the trend in the tourism industry today.  
 
The free media attention and free publicity through product exposure all over the world by 
constantly coming up with new events, innovations, ideas and projects contribute to the 
obvious success. Thus, the need for advertising is not necessary, as public relations contribute 
earnings in pure money or less costs, as well as massive media attention. We have found that 
possessing a unique and exclusive position within a product category makes the use of public 
relations more favorable than traditional advertising. 
 
However, regarding the use of advertising, findings showed that co operations with companies 
possessing similar brand image and identity give the benefit of being connected with other 
strong brands. In addition, this seems to include cost savings and the synergy effect that 
strengthens the brand identity and image. 
Furthermore, attending trade shows in connection and in co-operation with the Swedish 
Tourist Council or the regional tourist council provides benefits in form of experienced people 
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with expertise and knowledge of the shows,  costs savings and the promotion of the company 
as a Swedish trademark. 
 
Word of mouth was found to be of great importance in order to be alert in what directions the 
opinions are blowing in the world. In addition, it is recognized that people are very affected 
by the opinions of friends and family, which influences a purchase.  
 
We found that discoveries of the potential of the Internet as a means to reach customers all 
over the world, have substituted much of the traditional advertisement. However, there is a 
lack of a way to implement E-commerce for customers to reserve and close sales. In addition 
the chat groups as potential image builders has not even been considered of. Furthermore, the 
personal sales department is strongly supported as a powerful force to persuade customers to 
make a buy, specifically during summer season. 
 
We found that communication tools that are often unconsidered and unplanned, are to a great 
extent implemented or considered. Specifically, the product design is a main tool to 
communicate the message and receive a lot of free publicity through media and events, and 
exhibitions. The awareness and coordination of the different sources of messages strengthens 
the brand image and keep it consistent. 

 
Ø Public relations such as press releases, articles and product exposure throughout the 

world  are used instead of traditional advertising to gain free media attention. 
 
Ø The choices of co operators with similar brand images strenghtens and builds a strong 

brand identity and image.  
 
Ø The interest from the Swedish Tourist Council gives benefits as professional help 

when promoting abroad and attending at trade shows and exhibitions.  
 
Ø Word of mouth has high attention as a way to predict clues of present and future 

trends. 
 
Ø The advantages and disadvantages with or without chat rooms on the Internet are not 

considered. Furthermore, e-commerce has not been used as an alternative for personal 
sales contact. 

 
Ø The company image strengthens when the unplanned and often unconsidered 

marketing communication tools are taken under consideration when communicating 
with the customers and stakeholders.  

 
6.3 Implication for Management  
 
Icehotel is today designing IMC strategies without setting clear and measurable objectives. 
This implies that it might be difficult to control actual results that can be measured against 
quantified objectives. Therefore, we suggest the implementation of more clearly stated 
objectives to increase the awareness of weaknesses and strengths.  
 
When looking at the use of chat groups, we found that Icehotel had not even considered this 
form of communication through the Internet. Consequently, possible advantages have been 



 

 49 

overlooked, as a strengthening of the image, as chat rooms allow customer to exchange ideas 
and news of the product. Therefore, this would be wise to consider about in the future.  
 
Regarding the Internet and E-commerce has not been implementation yet, due to the 
complexity in describing the product. The possibility for customers to close a sale through the 
Internet could increase the number of sales. Due to this, a recommendation would be to work 
on solutions for the possibility to implement E-commerce.  
 
The competitors should be taken under more serious considerations when deciding the 
promotional mix, as competition is fierce within the tourism industry and competitors might 
come up with innovative ideas and ways of attracting tourists.  
 
6.4 Implications for Theory 
 
Our purpose and research questions are formed with basis from theory of past research. The 
purpose of this thesis was to explore Integrated Marketing Communication in the Swedish 
tourism industry. In order to do this, the stages in designing a Marketing Communication 
strategy and the Integrated Marketing Communication tools have been described. Further, we 
describe our findings and finally conclusions of them. The findings from this study, from an 
innovative and unique tourims company, confirm existing theory in some aspects. However, 
the research is somewhat limited as we only researched one company and general conlusions 
are therefore difficult to draw. In addition,  there exist some phenomenon that needs future 
research considerations. 
 
6.5 Implications for Further Research 
 
IMC is a new concept and little research has been conducted within the area of research. As a 
consequence, little evidence exists of the occurrence of IMC in different marketing 
environments. Furthermore, our study has only investigated a small part of this area of 
research and therefore we propose issues for further research.  
 
Ø In what way customers perceive IMC, could be interesting to investigate. 
 
Ø To investigate the use of Internet as a marketing communication tool within the 

tourism industry would be of curiosity, due to its capacity to replace many traditional 
means to market a product. 

 
Ø Another aspect of interest could be how small tourism companies use public relations 

or product placement, as a means to create publicity as a substitute for traditional 
advertising.  

 
Ø To further enrich the area of research, the issue of brands becoming stronger when 

communicated in co-operation, could be studied. 
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Appendix A: Intervju Guide - Svensk Version 
 
A. Respondenten 
 

1. Namn? 
2. Befattning? 
3. Anställningstid i företaget? 

 
B. Företaget 
 

1. Historia? 
2. Antal anställda? 
3. Konkurrenter? 

 
C. Beskriv processen i kommunikations strategin? 
 

• Identifiera målgruppen? 
• Bestäm kommunikations målen? 
• Utforma budskapet? 
• Välj kommunikationskanaler? 
• Inrätta en kommunikations budget? 
• Bestäm kommunikations mixen? 
• Mät resultatet? 

 
1. Identifikation av mål marknaden? 

 
• Hur  väljer ni målgrupper? 
• Hur kan målgruppen/grupperna bli karaktäriserade 
• Har ni specifika kommunikationsstrategier riktade mot niche-målgrupper? 

 
2. Bestäm kommunikationsmålen? 

 
• Hur bestämmer ni kommunikationsmålen? 
• Hur vill ni att folk ska reagera på eran kommunikation? 

 
3. Utforma budskapet 

 
• Hur ser budskapet ut i er kommunikations strategi? 
• Hur är budskapet fokuserat? Varumärke? Företagsidentitet och image? 
• Är budskapet annorlunda utfört till olika målgrupper? 
• Har ni ett budskap som är konsistent med kommunikationsmålen? 
• Hur är budskapets struktur uppbyggt? Hur vill ni kommunicera det? 
• Skiljer budskapet sig åt i olika kampanjer? Är budskapet konsistent? 
• Vad vill ni säga med erat budskap? 
• Vem ska förmedla budskapet? 
 
4. Välj kommunikations kanaler 

 
• Hur väljer ni kommunikations kanel? 



 

  

• Vilka är era kommunikations kanaler? 
 

5. Inrätta kommunikations budget 
 

• Efter vilka kriterier bestämmer ni budgeten? 
• Hur stor del av den totala budgeten utgör kommunikation? 

 
6. Bestäm kommunikations mixen 

 
• Hur väljer ni och vilka faktorer tar ni hänsyn till vid val av kommunikationsmixen?  
• Har ni olika strategier beroende på slutkunden eller mellanhanden? 
• Har ni separata strategier för de olika kommunikationsverktygen? 

 
7. Mät resultatet 

 
• Hur mäter ni erat resultat? 

 
D. Beskrivning av marknadskommunikations  verktyg inkluderade i en kommunikations 
strategi 
 
1.Hur kan ni beskriva de olika kommunikationsverktygen som ni använder? Fördelar 
och nackdelar med varje verktyg? Om det inte används? Varför? 
 
Reklam 
 

• TV reklam, radio reklam och trycksaker i magasin och tidningar, broschyrer, rese- 
guider, telefonkatalogen, turist tavlor, utomhus reklam. 

 
Direkt marknadsföring 
 

• Direkta utskick, kataloger och telemarketing. 
 
Personlig försäljning 
 

• Personliga möten och telefonförsäljning. 
 
Publik relation 
 

• Press relationer, produkt publicitet och intern företagskommunikation. 
 
Sales Promotion 
 

• Sänkta priser och extra produkt. 
 
Mässor 
 

• Workshop och utställningar. 
 
Internet 



 

  

 
• Diskussionsforum E-handel och webbsidan. 

 
Sponsring 
 

• Sponsring av idrottslag, kultur och konst. 
 
Förpackning 
 

• Specifik produkt design och förbättring av paketet. 
 
Point-of-Purchase 
 

• Skyltar, demonstrationer och affischer placerade vid produkten. 
 
Rykten 
 

• Meddelanden spridda via rykten eller rekommendationer. 
 
Företagsidentitet 
 

• Namn, logo och ”nature of bus iness” 
 
2. Finns det några andra kommunikations verktyg som ni vill tillägga? 
 
Enligt teorin är kommunikationsverktygen indelade i tre grupper: 
 

• Planerade(kontrollerade) 
 

o Se ovan förklaring på planerade verktyg. 
 

• Oplanerade(okontrollerade) 
 

o Ryktesspridning av anställda om företaget och liknande, media utredningar, 
regerings utredningar, konsument grupp utredningar, diskussionsforum, 
gerilla sites. 

 
• Ofta bortglömda 

 
o Inrättningar, service, distribution, produkt design, produkt utförande och 

pris. 
 
3. Tar ni hänsyn till oplanerade och ofta bortglömda verktyg i eran kommunikations 
strategi? 
 
4. Finns det någonting ni skulle vilja tillägga? 



 

  

Appendix B: Interview Guide - English Version 
 
A. The Respondent 
 
1. Name? 
2. Tenure? 
3. Years of employment within the company? 
 
B: Company Presentation 
 
1. History? 
2. Number of Employees? 
3. Competition? 
 
C: Describe the Communication Strategy Process 
 

• Identify the target audience? 
• Determining the communication objectives? 
• Design the message? 
• Select communication channels? 
• Establish promotional budget? 
• Decide on promotional mix? 
• Measure results? 

 
1. Identification of the target audience 
 

• How do you select your target audience? 
• How do you characterize the target audience? 
• Do you have a specific communication strategy that is targeted more narrowly 

(niche-market)?  
 

2. Determining the communication objectives 
 

• How are the objectives set? 
• What do you want people to do as a result of your communication? 

 
3. Design the message 

 
• How is the message in your communications strategy developed? 
• How is your message focused? (Brand, corporate image or identity) 
• Is the message different to different target audiences? 
• Do you have a message that is consistent with your communication objectives? 
• What is the structure of your message? How do you want to say it? 
• How does the message differ between separate campaigns? Is the message 

consistent?  
• What do you want to say with the message?  
• Who should say it or act as a spokesperson? 

 
 



 

  

4. Select communication channels 
 

• How are you choosing your communication channels? 
• Which communication channels are used? 
 

 
5. Establish promotional budget 

 
• On what criteria do you determine the budget? 
• How large part of the overall budget concerns promotion? 
 

 
6. Decide on promotional mix 

 
• How do you choose the promotional mix and on what basis? 
• Do you have different strategies depending on focus on end users or 

intermediates? 
• Do you have separate strategies for the different communication tools? 
 

 
7. Measure results 

 
• How do you evaluate and measure the results? 

 
D. Description of the marketing communication tools used in a communication strategy 
process. 
 
1. How can the marketing communication tools used and not used be described? 
Advantages/disadvantages with each tool? If not used, why? 
 

• Advertising 
 

o TV commercials, radio commercials, and print ads in magazine, newspapers, 
brochures, outdoor and travel guides. 

 
• Direct Marketing 

 
o Direct mail, catalogue marketing and telemarketing 

 
• Personal Selling 

 
o Face-to-face sales meetings and telephone sales  

 
• Public Relations 

 
o Product publicities, press relations and corporate communications. 

 
• Sales Promotion 

 



 

  

o Sales promotion often includes items such as prize promotions and extra product 
offered. 

• Trade Shows 
 

o Workshops and exhibitions. 
 

• The Internet 
 

o Chat rooms, E-commerce and website. 
 

• Sponsorships 
 

o Sponsors to teams, cultural and art programs  
 

• Packaging 
 

o Specific design and improvement of packaging 
 

• Point-of-Purchase 
 

o Design and improvement of packaging, posters and displays with brochures. 
 

• Word-of-Mouth 
 

o Messages spread via rumours or friendly recommendations.  
 

• Corporate Identity 
 

o Company name, logo and nature of business 
 
2. Is there any other communication tool you would like to add? 
 
According to theory the tools can be divided in to three different groups: 
 

• Planned (controlled) 
o (As described above) 

 
• Unplanned (uncontrolled) 

o Employee gossip, word-of-mouth, media investigations, government 
investigations, consumer group investigations, chat groups, and guerrilla sites. 

 
• Often unconsidered 

o Facilities, service, distribution, product design, product performance and 
price. 

 
3. Did you consider the use of unplanned and often unconsidered tools when integrating 
them in the communication strategy? 
 
4. Do you feel that there is something you would like to add? 
 


