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Abstract 

 

Problem: One of the factors that cause new products to fail in a competitive 

market is the lack of user involvement in the innovative stages of product 

development. By investigating the benefits of involving users and analysing 

their ability to generate creative ideas, companies can design products that 

improve the user-value and the overall perception of the company. This paper 

examines the variances of users’ idea generation and their ability to come up 

with producible and user-valuable ideas. 

 

Method: A quantitative survey with a mixed-methods analysis was conducted 

in order to collect primary data. The experiment was carried out in the setting 

of Karlstad Airport with 193 respondents. The respondents were divided 

between groups of frequent users, non-frequent users and non-users in order 

to see their variances of idea generation and the impact of a priming stimulus 

on each of the user groups.          

 

Theory: The theoretical framework used in this thesis mainly consists of 

theory explaining the concept of priming and Peter Magnusson’s doctoral 

dissertation focusing on involving users in service innovation. The thesis also 

takes on the Service-Dominant perspective to better explain the background 

for user innovation procedures. 

 

Conclusion: This study concludes that user involvement in the idea 

generation process is of a high value for the company due to the broader 

perspective on the users’ actual needs. Priming can have a strong positive or 

negative effect on the creative idea generation depending on whether the users 

are identified according to their product related knowledge. 

 

Keywords: User innovation, Priming, Product, Service, Development 
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1. Introduction 

1.1 Statement of the problem 

 

One of the factors that contributes to the failure of new products on the 

market is the absence of a customer voice (Alam 2002). Despite the existing 

research on user innovation, product and service developers have struggled to 

involve the end-users into their development processes for the last three 

decades (Cooper 1999; Lettl et al. 2006). The current challenge for some of the 

firms, for example Karlstad Airport, has been to locate the appropriate user 

groups in order to harvest their innovative ideas and be at the forefront of 

development. Magnusson (2003) investigated quality differences of idea 

generation processes in different user categories. The result indicated a shift 

towards improved idea quality and producibility when the respondents were 

provided with further knowledge about the details of the service. In this thesis 

the phenomenon that caused this shift was treated as ‘framing’ or ‘priming’, 

and has been observed in several psychological studies performed by 

Börjesson (2000), Tulving and Schactel (1990). The basic formulation of what 

priming really is can be seen in Kahneman’s (2003) paper, suggesting that it is 

the respondent’s passive acceptance of the formulation provided. In other 

words, perception is affected by the knowledge that the person possesses. By 

expanding the research towards measuring the differences of user categories’ 

idea generation abilities and their reaction to a guided context, the solution to 

the problem regarding how to involve the voice of the customer will become 

clearer, making the user innovation processes more efficient. 

 

Previous studies have investigated various types of user involvement in 

product development as well as the concept of priming in creative idea 

generation procedures. Alam (2002) explored several case programs and 

concluded that user involvement could be implemented in all stages of 

product development but is of higher benefit in the idea generation and idea 
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screening processes. Dahlsten (2004) followed an entire process of designing a 

Volvo XC90 automobile with the involvement of the TV show’s famous 

Hollywood wives. This practical case confirmed Alam’s (2002) theories of user 

involvement and resulted in a highly successful and award winning product. It 

was at that time that Magnusson (2003) conducted several experiments 

involving users in the service innovation context of mobile telephony. 

Magnusson’s (2003) study showed that expert users tend to generate focused, 

highly producible ideas, whereas pioneering users are better at coming up with 

highly original and more user-valuable ideas. When it comes to generating 

creative ideas the issue of priming conformity becomes evident, since 

exposure to case specific information constrains the creative idea generation 

and may direct the thinking pattern (Marsh, Bink & Hicks 1999; Marsh, Ward 

& Landau 1999; Marsh, Landau & Hicks 1996).  

 
Despite an increased interest in user innovation and specifically the idea 

generation process, the user categories and the priming conformity effect have 

not been thoroughly investigated. It is also proposed by the authors that the 

process of user involvement in product and service development should be 

applied to other contexts in order to validate the results of the general theories 

mentioned by Alam (2002) and Magnusson (2003). 

 

A study of the user involvement in idea generation process that is combined 

with the conceptual priming is important for two reasons. Firstly, the 

definition of the user categories in a case specific context will provide a 

practical case for organisations willing to implement the method for their 

initial product or service development stages. Secondly, by finding a common 

ground, further contribution to the idea generation process by involving two 

types of variables and observing their potential interdependence will attempt 

to expand business theories with concepts used in psychology. 
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1.2 Purpose statement  

 

This thesis has two main purposes. The first intent is to examine the benefits 

of involving users in the early stage of product development and investigate 

variances of the idea generation process. This thesis takes a closer look at 

whether or not there is a relationship between the user type and their ability to 

produce innovative ideas, and if the idea quality may be affected by priming. 

The second intent is to investigate whether or not the selected mixed methods 

approach is effective in involving users in this idea generation stage. Using the 

multivariate analysis of variance (MANOVA), this thesis discovers if priming 

is equally effective on frequent users, non-frequent users and non-users. 

 

1.3 Case specific research platform 

 

This research study is a single-case study that was executed using the context 

of a local airport. The general purpose of a public airport is to provide a 

docking station for the travel companies that allow  people to travel to 

otherwise distant geographical locations in the shortest possible time. In other 

words, the airport provides its users with the service of travelling to various 

destinations. In order to improve customer satisfaction, the airport provides 

supporting services, such as equipping its facilities with restaurants, shops, 

lavatories, parking options and different types of safety education. In the case 

of Karlstad Airport the supporting services are either initiated by the airport or 

the collaborating companies that use the Airport’s facilities and surrounding 

areas as a platform for their businesses.  

 

It was determined in an interview (February 2013) with Karlstad Airport’s 

CEO, Peter Landmark that there was a need to attract more users in order to 

improve the business for the airport. Further observations and interviews 

showed that customer experience and their background plays a significant role 

in their usability of Karlstad Airport. Some travellers were dissatisfied with the 
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overall conditions or lacked knowledge about the possible destinations and 

thus used an airport in another region. These settings provided a platform to 

test user innovation theories in order to improve Karlstad Airport services and 

analyse innovation possibilities of the different user categories by means of the 

guided user approach mentioned by Magnusson (2003).  

 

1.4 Outline of the thesis 

 

The outline of this thesis is as follows. Chapter 1 contains the introduction to 

the topic and the purpose statement of the thesis. In Chapter 2 the central 

theories that are relevant for the thesis are presented. Secondary data and 

specific definitions are also included. Based on the theoretical data a model of 

priming is suggested for this case-specific study. Hypotheses and research 

questions are constructed in Chapter 3. The Methodology and some central 

concepts as well as the description for the empirical basis and the limitations 

are described in Chapter 4. In Chapter 5 the results and analysis is presented in 

respect to the methodological issues. The results are summarised and made 

available for the coming discussion. The discussion of the analysed data and 

the theoretical framework are presented in Chapter 6. Chapter 7 contains the 

conclusion of this thesis and further research recommendations. 
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2. Theoretical background and framework 

 

In this part a frame of reference is presented, which helps to define important 

concepts used throughout this thesis. The chapter starts with some 

philosophical discussion regarding the value creation with services and the role 

of the customer in the value creation process. A distinction and definition of 

goods, products and services used in this thesis is later explained with a model. 

Secondary data and assumptions about the users are also composed for this 

specific case study. Lastly, previous studies about priming and its forms in a 

creative idea generation context are listed and a theoretical model illustrating 

priming is proposed.  

 

2.2 Value creation  

 

For the purpose of understanding the reasons of user involvement in product 

and service development several factors that build up the foundation of user 

innovation need to be explained. In recent years scholars have had extensive 

philosophical discussions about the concept of value and its forms. Vargo and 

Lusch (2004) proposed that the era of the goods-orientated output-based 

model of economics has run its course. Using this Goods-Dominant model it 

is difficult to explain how for example such a company like Google, which was 

not even a goods-oriented firm, became valued to billions of dollars in only a 

decade. Answers lie in an entirely different way of thinking about the concept 

of value and how it is created (Michel et al. 2008; Vargo & Lusch 2004). Due 

to the emergence of intangible services such as competence, knowledge and 

skills as a unit of exchange, the support for Service-Dominant logic is finding 

its way to the marketing field of research (Vargo & Lusch 2004). In terms of 

Service-Dominant logic it is not the product that is valuable for the customer 

but rather the service and experience that the product is able to deliver. This 
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statement is supported by Pine and Gillmore’s (1998) research about the shift 

towards experience economy. According to Pine and Gillmore households have 

become less dependent on commodities and goods that required additional 

effort to transform them in order to suit a particular need. Today’s economy 

revolves around the experiences that customers are willing to pay for (Pine & 

Gillmore 1998). In other words, customers desire solutions for their evolving 

needs. With these signs of services becoming more and more important to the 

consumer, Service-Dominant logic proposes that the value that was imbedded 

in the product or service is completely worthless until it can be realised and 

appreciated by the user, hence the term ‘value-in-use’ (Grönroos 2008). The 

more traditional way of defining value as a proposition that is made to the 

customer, or simply ‘value-in-exchange’ does not cease to exist, but it is only 

possible if the product or service is consumed by the user (Grönroos 2006; 

Grönroos 2008). 

 

Rather than looking at products from a Goods-Dominant perspective and as 

Ramirez (1999) and Grönroos (2006) rephrase ‘the values added through a supply 

process’, this thesis takes on the Service-Dominant approach of value being 

created when the product or service is used by its consumers. This makes it 

interesting to explore the users’ ability to innovate and investigate the types of 

users as well as stages of user involvement.  

 

2.3 Products and services 

 

Throughout this thesis the words product and service are frequently 

mentioned. For the sake of clarifying what is meant by those terms they need 

to be defined. Edvardsson et al. (2000) supports the statement that there is no 

clear definition of what a service really is.  According to Gummesson (1995) 

however, customers do not buy goods or services, they buy value offerings. 

Gummesson’s statement shares the view of Service-Dominant logic and takes 
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on the customer perspective. Henceforth when the term ‘product’ is applied it 

is intended that a value offering in form of a tangible and/or intangible 

resource for the customer is being mentioned. Or simply that products consist 

of goods and services, but the degree of tangible goods and intangible services 

may vary. In order to illustrate the service content in a value offering Figure 

2.1 is adapted from Magnusson (2003). 

 
Figure 2.1 Relationship between good and service content for a range for products 

 

 

As can be seen from Figure 2.1 a book purchase has relatively low service 

content comparison to legal advice from a professional. A restaurant meal can 

be referred to as a product with medium service content due to the nature of 

the value offering. Airport services are difficult to place since airports contain 

a shop where customers can purchase a book, a restaurant where customers 

can purchase a meal, and provides with the destinations where customers 

desire to travel. After some consideration it is logical to place airport services 

on the high service content side due to the main function of allowing 

customers to travel which is an intangible quality and the airport is considered 

a platform for other businesses.  

 

2.4 User innovation 

 

Involving users and end-customers in a product development process has 

proven itself very useful, as in the case of ‘Hollywood-wives’ involvement in the 

design of Volvo XC90 (Dahlsten 2004). It is also supported by Alam and 

Perry (2002), that customer input in new service development is highly 

beneficial in stages that require creativity and user-understanding. Schreier et 
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al. (2012) performed four separate investigative studies that targeted questions 

about customers’ perceptions of firms’ innovation abilities. The results showed 

that the presence of ‘user design’ not only increased the overall perceptions of 

these innovation abilities but also lead to a higher willingness to purchase 

firms’ products. Authors indicated that such factors as the number of 

customers, their diversified backgrounds, lack of company’s restraints and the 

actual willingness of the product’s designer to use the product contribute to 

positive perceptions about the company brand. Kristensson et al. (2002) also 

suggest that user involvement can be a hidden resource for firms that are in 

need of innovative solutions.  

 

It is discussed by Magnusson (2009) that different user-types possess different 

qualities for idea generation.  By pioneering users in Magnusson’s paper it is 

meant that these ordinary users possess minimal understanding about the 

underlying technologies of a certain product, its opportunities and limitations. 

Pioneering users, which are identified as non-technically skilled users of a 

certain product, show that they are the best who are able to understand the 

use value of that product. A pioneering user can for instance use a car and 

drive it for many years but not necessarily understand all of the technical 

specifications of the mechanisms that make the car work. These pioneering 

users tend to produce highly original ideas due to their unique role as a 

consumer and their use knowledge (Magnusson 2009; Magnusson et al. 2010). 

Guided users are essentially pioneering users that have retained some technical 

skills and therefore understand the details of the product better than the 

pioneering users. Because of their gained knowledge of the underlying 

technical platform, guided users are able to generate producible ideas with a 

relatively high user-value. The peculiar observation that was made by 

Magnusson (2009) was that the guided users when provided with further 

technological knowledge underuse their use knowledge in idea generation. 

Meaning that additional information about opportunities and limitations can 

influence the thinking pattern of an individual. Experts are respectively 
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recognised as people that possess extensive technological knowledge about a 

product and thus tend to focus on producibility. It is interesting in the sense 

that in creative tasks that require originality experts are constrained by their 

knowledge of limitations (Magnusson et al. 2010). According to Herr (1989) 

experts and guided users could therefore be influenced by the knowledge they 

possess, meaning that the priming phenomena may be experienced in a deeper 

form. On the other hand, pioneering users are not restricted or guided by a 

certain context, which mans in that they tend to generate ideas that are highly 

original but often not readily producible (Magnusson 2009).  

 

When taking a closer look on the guided users approach Magnusson explains 

that the respondents of the experiment consisted of university students that 

prior to the actual idea generation phase were specifically educated with the 

opportunities and limitations of the system for which the improvement ideas 

were intended. Ideas of guided users were experienced as both feasible and 

highly user-valuable; suggesting that guided users could be successfully 

involved when stepwise-refinement in a product development is required. 

Depending on whether the market is mature or emergent, involvement of 

pioneering users in creative generation tasks may be of higher or lower value 

respectively for the company (Magnusson 2009). It is seen that in a mature 

market, where there is a higher need for incremental innovations, guided users 

possess the best potential for generating producible and user-valuable ideas 

(Magnusson 2003). 

 

Taking a closer look at the criteria of selecting the guided users it is evident 

that the participants of the idea generation experiment gained new knowledge 

within a guided context. This new information influenced the dimensions of 

idea generation and directed the respondents away from originality and 

towards producibility (Magnusson 2009). These findings make it interesting to 

investigate the guided users’ approach and the impact that priming may have 

in other business scenarios. 
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2.5 Priming 

 

Priming is essentially a psychological concept that, as Tulving and Schactel 

(1990) explain, enhances the neural computations and cognitive operations of 

the perception representation system. This is a way of saying that priming is a 

non-conscious form of cognitive memory. ‘Priming’ in the context of this 

thesis refers to the exposure of an individual to particular information that will 

ultimately affect that individuals thinking pattern in a creative generation task. 

Subjects that are affected by priming have a higher chance of recollecting the 

context they were previously exposed to (Tulving & Schactel 1990; Marsh, 

Bink & Hicks 1999). Although priming could be used for the direct memory 

recollection purposes, for example Börjesson’s (2000) study that tested 

priming in normal aging and Alzheimer’s disease, studies were conducted that 

used the priming concept in marketing and advertising contexts, as the case of 

brand and slogan effects performed by Laran et al. (2011). Laran’s et al. series 

of experiments showed that when the subject was unaware of the relationship 

between the priming intent and the provided context, it had the desired 

confirmative effect on the subjects’ behaviour. However when the connection 

was discovered and the subject understood that he or she was being influenced 

into acting a certain way, the conformity to the priming stimuli was completely 

denied. This radical change of behaviour is explained as a “defence 

mechanism” that alarms the subject that he or she is being persuaded, causing 

him or her to act in a self-defensive manner (Laran et al. 2011). This finding 

strengthens the hypothesis that participants of a conceptual priming 

experiment should be unaware of the intention for the provided priming 

stimuli in order to fully experience the conformity effect. 

  
Another series of experiments was made (Marsh, Bink & Hicks 1999; Marsh, 

Ward & Landau 1999; Marsh, Landau & Hicks 1996) that trialled various 

forms of priming for a creative generative task. For example the respondents 
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were provided with an illustration of a creature and later asked to come up 

with their own design and not copy the example in any way. The results 

showed that the respondents could not resist not following the example. All of 

respondents’ drawings were similar as they contained distinctive parts that 

were emphasised in the earlier illustration. This indicated that the priming 

effect had a strong influence and cased direct conformity in a creative 

generation task. Later investigation by Laran et al. (2011) also showed that 

priming can be successful when it is introduced through subliminal messages. 

The brain doesn’t always register the stimuli consciously and the information 

that is stored unconsciously still affects human behaviour. When exploring the 

concept of priming and its definitions, Herr (1989) attempted to treat priming 

in a price setting context, exploring respondents’ previous knowledge. Herr’s 

(1989) findings were that priming can occur in virtually any form where the 

information stores itself in the individual’s conceptual knowledge. It seems 

that previous experiences, if remembered, set up people’s beliefs and can have 

a significant impact on their perception and behaviour (Herr 1989).  

 

2.6 Presentation of the model 

 

Based on the theoretical background a model has been created to better 

illustrate the importance and interdependence of the different factors in the 

idea generation process. The hypothetical model has been constructed to show 

that as Herr (1989) proposes, in a creative generation task individuals use the 

conceptual information stored in their brain, indicated here as knowledge. 

Priming intends to influence individuals and direct their line of thought to a 

certain context by exposing them to a stimuli resulting in the conformity to the 

given stimuli (Tulving & Schactel 1990; Marsh, Bink & Hicks 1999). 

Accordingly if no priming occurs, the individuals will only depend on their 

existing knowledge. The priming process could therefore be viewed as 

proposed in Figure 2.2, where the priming stimuli acts as a funnel and directs 
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the individual’s knowledge in a creative generation task, while lack of a stimuli 

simply does not focus individual’s knowledge and attention on a certain 

context.  

 

Figure 2.2 The priming process where a priming stimuli acts as a funnel in a creative 

generation task and lack of priming allows to approach the creative task without any 

conformity 

 

The findings provided by Magnusson (2003) suggests that depending on their 

knowledge of and familiarity with a given context individuals tend to focus 

more on different dimensions, for example producibility, user-value and 

originality. The assumption in the proposed model of this thesis is that users 

are identified as frequent users, non-frequent users and non-users, meaning that the 

magnitude of their product related knowledge varies in regard to their user 

category. Priming in this study is intended to direct the line of thought and not 

actually provide the respondent with extensive knowledge about the 

limitations of a certain product. This makes it interesting to examine if the 

level of previous experience is affected by a stimuli that would theoretically 

guide these different types of users and result in a higher idea quality. 
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3. Research questions and hypotheses 

 

Following are the expected empirical results based on the theoretical 

framework considering the priming effect on frequent, non-frequent and non-users.   

 

3.2 The user differences 

 

Magnusson’s (2003) results showed that guided users, when provided with 

additional technical knowledge, shifted their idea pattern towards user-value 

and producibility and professionals indicated a strong tendency towards 

producibility compared to the pioneering users. Based on observations, frequent 

users in this case-study are experienced travellers that are usually aware of the 

surrounding services and understand airports’ limitations. They are defined 

here as people that travelled more than five times from Karlstad Airport in the 

past two years. This is taken into account and embraced in the model by a 

suggestion that frequent users are in a sense guided users, and that their 

knowledge and experience will therefore allow them to generate more 

producible ideas than non-frequent users and non-users, and more user-valuable 

ideas than the non-users. Based on this assumption the following hypotheses are 

presented. 

 

H1A: There is a significant difference in the different users’ ability to generate ideas 
  
H1B1: Frequent users will have the most producible ideas 
 
H1B2: Frequent users will have more user-valuable ideas than the non-users 
 

Non-frequent users’ knowledge of the underlying technology is presumably 

lower than the frequent users but their understanding of what would benefit 

them is similar to frequent users. Therefore, they may in a sense represent 

ordinary or pioneering users. Non-frequent users are defined as people who 
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used the airport up to five times in the past two years. It is therefore believed 

that non-frequent users will generate ideas that have relatively high user-value 

but low producibility. The following hypotheses are thus constructed. 

 

H1C1: Non-frequent users’ ideas will be less producible than those of frequent users 
 
H1C2: Non-frequent users’ ideas will be as user-valuable as frequent users’ 
 

Non-users have little to no experience of the airport and thus are expected to 

have the lowest rankings in both dimensions. Non-users are thought not to 

possess the appropriate use knowledge or knowledge about the underlying 

technologies. Based on these assumptions the following tentative hypotheses 

can be constructed.  

 
H1D1: Non-users’ ideas will have lower producibility than frequent users 
 
H1D2: Non-users’ ideas will have lower user-value than frequent users’ 
 

3.3 The priming effect 

 

Priming in this case-study is intended to mimic the guided users’ approach and 

test the priming conformity effect, meaning that additional exposure to certain 

information will direct the thinking pattern of the respondents and affect the 

recollection of the priming information. For this case study two separate 

priming stimuli are used. The intention of priming example S (as in safety) is 

to focus users’ attention on the safety aspect. This is done in order to test the 

theory of priming conformity similar to Marsh, Landau & Hicks (1996). It is 

expected that the respondents will generate ideas dealing with the safety aspect 

and come up with suggestions about what could be improved. The following 

hypothesis is therefore presented. 

 

H2A: Priming will cause conformity of the respondents’ ideas 
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It is also believed that priming example S will not improve the producibility or 

the user-value of the ideas as it does not provide the respondents with 

additional knowledge or a distinctive user or provider perspective. 

Corresponding hypotheses are made. 

 

H2B1: Priming example S will not cause any change in producibility 
 
H2B2: Priming example S will not cause any change in user-value 
 

The purpose of priming example E (as in customer experience), is to focus the 

respondent’s attention on their actual customer experience, meaning that the 

respondents should address their surroundings and the way that they perceive 

the quality of surrounding services. Due to all of the respondents in this 

experiment being users it is expected that the priming stimuli of customer 

experience will improve their ideas as it is that knowledge of being users that 

they can better focus on. It is expected that priming example E, will improve 

the user-value of the ideas. This assumption is based on the results observed 

in Magnusson’s (2003) paper. The producibility of the ideas is not expected to 

change as there is no underlying technology knowledge that the users are 

provided with. The following hypotheses can thus be constructed. 

 
H2C1: Priming example E will not cause any change in producibility 
 
H2C2: Priming example E will cause an improvement in user-value 
 

3.4 Interactions between the users and priming 

 

Because the MANOVA method allows to measure the differences between 

the variables, it is interesting to observe if there will be any significant 

differences between the respective user type and the priming conditions that 

they are exposed to. For that reason the following null-hypothesis is stated.  

 

H3A: Priming conditions will not have significant effects on the respective user categories  
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4. Methodology and research design 

 

This chapter is divided into four parts. The procedure occurred in 

chronological order and therefore is presented accordingly. Firstly, the role of 

the author and the research design are presented in order to indicate the tools 

with which this study was performed and familiarise the reader with the 

methodological procedure. Secondly, the observations of the users in the 

airport are described and retrospective qualitative data is presented.  Thirdly, 

the data collection stage is described in detail. This includes the survey design, 

definition of the population, variables and the assessment details.  Finally, the 

considerations with the study are mentioned and trustworthiness of the thesis 

and the ethical code of conduct are stated.  

 

4.1 Role of the author and research design 

 
Authors’ role 

The role of the author in this study was to identify the respondents and their 

behavioural patterns, collect the primary data and analyse the biases in the 

procedures. The information received from the users and interviews 

performed with the employees contributed to a more objective point of view 

about the business of Karlstad Airport. This allowed the author to better 

understand and process the information obtained at the data collection stage 

and raised personal awareness about the ethical considerations mentioned 

further down. 

 
Strategy 

The research strategy used in this thesis is the concurrent triangulation strategy 

which is composed of both quantitative and qualitative methods. The reason 

for this is the exploratory intention based on the predefined theory. It is 

proposed by Jick (1979) and discussed by Creswell (2009) that this merged use 
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of theoretical framework, quantitative and qualitative data collection allows 

better triangulation of the empirical data which contributes to higher validated 

results.  For the quantitative analysis a two-factor MANOVA was used. The 

MANOVA method was chosen because according to Turner (2001) analysis 

of variance makes it possible to investigate two sources of variances in a single 

experiment. The sources of variances in this experiment were the independent 

variables user category and the priming conditions.  

 

Design 

Before the actual data collection could take place, interviews were carried out 

in order to specify the user categories and build up a better understanding of 

the Karlstad Airports’ setting. After the motives and behavioural patterns of 

different user types were noted a survey was constructed that allowed to 

efficiently process the information. The survey design made it possible for the 

respondents to classify themselves as a type of user and allowed an efficient 

way of presenting a priming stimulus. The qualitative analysis of the surveys 

involved a panel of judges that ranked the users’ ideas in two defined 

dimensions. It was later with the help of MANOVA that the rankings were 

quantitatively analysed on the matter of their statistical significance. The 

method design is represented in figure 4.1, initiating at the pilot study and 

finishing at the analysis of the results. 

 

 
Figure 4.1 The methodological execution process 
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4.2 Identifying the users and pilot testing  

 

A series of interviews with some of the different users were performed in 

order to familiarise the author with the case specific setting. These interviews 

contributed to further understanding about the users’ motives in regard to 

travel to and from Karlstad Airport. Interviews took place in December 20121 

and consisted of 18 in-depth conversations lasting approximately 40 minutes 

with every respondent. Notes from the interviews were read to the respective 

respondent for the matter of approval. Based on the information received it 

was proposed that the categorisation of the users should be based on their 

previous experience in the role of either business or private travellers. These 

two types of user differed in their motives for travelling and during the 

interviews business users showed that they were generally more frequent users 

of airport services. Some key characteristics based on observations of the users 

are given in Table 4.1. 

 

Table 4.1 Preliminary user categories and their key characteristics 
 

User category Key characteristics 

Business users Travel on the behalf of a company, working during travel, arrive 20-40 min before 

the departure, usually alone, travel from several other airports, are experienced 

travellers, calm during boarding. 

Private users Travel for personal motives, pay for the trip themselves arrive 80-120 min before 

the departure, usually with family and/or friends, are non-frequent users of the 

airport, stressed during boarding. 

Non-users Are not travelling nor have travelled recently from any airports, cannot classify 

themselves as private or business users. 

 
Further assessment showed that business and private user categorisations were 

not relevant for the matter of idea generation and priming. The main reason is 

that despite a difference in their travelling motives and overall experience of 

                                              
1 These interviews were conducted during a course of User Innovation II that occurred in October-December 
2012 at Karlstad University 
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airport services these business and private users were not equally familiar with 

Karlstad Airport. Based on that assumption another criteria of categorisation 

was introduced, namely the frequency of use, since that would better reflect 

the respondents’ familiarity of the Karlstad Airport. It was therefore decided 

that the frequency of use would be the standing criteria of user categorisation. 

The characteristics of the frequent user categories are given in table 4.2. 

 

Table 4.2 Finalised user categories and their key characteristics 

 
User category Key characteristics 

Frequent 

users 

Have travelled from Karlstad Airport more than five times from January 2012 

up until April 2013. Are generally aware of the services and offerings of Karlstad 

Airport. Experience a high need of the airport due to their business motives. 

Non-frequent 

users 

Have travelled between one and five times from January 2012 up until April 

2013. Are not aware of the offerings that Karlstad Airport provides. Travel for 

both work-related and vacation motives. 

Non-users People located at Karlstad Airport that have not recently travelled to any 

destinations provided by the airport. Non-users consisted of people that either 

accompanied travellers or had other errands at the airport.  Were generally not 

aware of services or offerings that the airport provides. 

 

Pilot testing 

Because of the intended conceptual priming in the questionnaire a pilot study 

was executed in order to test the structure of the survey and its priming 

impacts. The pilot was carried out electronically and was distributed to a total 

of 30 people at Karlstad University. The results and respondents’ comments 

were analysed and changes in the survey design were made accordingly. The 

structure of questioning was changed and opportunity for multiple choice 

questions was introduced. The priming texts were also altered and further 

comments supported the priming intention. The pilot study was not included 

in the empirical data collection and its outcome was merely to fine tune the 

final version of the surveying data collection method.  
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4.3 Data collection 

 

The experiment was carried out at Karlstad Airport. Based on observations 

and recommendations of the Karlstad Airports employees, it was decided that 

surveying would include passengers of the main flights that occur weekly at 

Karlstad Airport. For that reason the author was permitted to proceed to the 

boarding area and was allowed to perform data collections throughout the 

entire airport. For the data collection, passengers of three domestic and five 

international flights were surveyed. It was also observed that a clear distinction 

in passenger behaviour occurred depending on whether or not they were 

domestic or international travellers. For this reason, deeper interviews with 

randomly selected users and non-users were taken during the survey process in 

order to effectively analyse the results. 

 

4.3.1 Survey design 

 

The surveys were constructed according to the surveying techniques of 

Ejlertsson (2005) and Gharuri and Grönhaug (2010) by using one ‘knowledge’ 

question and several multiple choice questions. The purpose of the 

‘knowledge’ question was to establish the priming effect and observe the idea 

quality patterns between different user groups. Multiple choice questions made 

it possible to effectively distinguish between the user groups after the 

surveying was completed. The control group for the experiment was given a 

general introduction text (translated from Swedish): 

 
Karlstad airport was inaugurated in 1944 and was positioned just a few 

kilometres from the Karlstad city centre. In 1997 the airport was relocated to 

its current position about 18 kilometres north-west of Karlstad. The total 

number of passengers that used Karlstad Airport in 2010 was 82 423 of 

which 41 888 were domestic and 40 535 flights with international 
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destinations. Karlstad Airport is constantly working with developments of their 

services and improvement of experience for their customers. 

 

After the introduction text the respondents were asked to suggest 

improvements for Karlstad Airport.  

 

Priming group S contained an additional text after the general introduction 

aimed to influence the respondents in terms of safety and cause conformity to 

the subject (translated from Swedish):  

 

At Karlstad Airport safety is the foundation in the daily working procedures. 

All personnel are trained in safety procedures and have thorough knowledge in 

fire safety and emergency life rescue. In order to maintain the skills, the airport 

has a training facility on its territory. Accidents happen, but with the right 

training and reliable routines we can prevent, limit and even eliminate the risks 

of work and leisure.  

 

Priming group E was provided with the general introduction text and priming 

text aiming to influence the respondents in terms of customer experience and 

thus cause conformity and improve the user-value of their ideas (translated 

from Swedish): 

 

At Karlstad Airport we are working hard to improve customer experience for 

our clients. We believe that it is important to fulfil our clients’ desire, that’s why 

we have a large supply of accessible services like conference rooms, playground 

for children, free internet and a famed Bistro! We are trying to combine 

usability of our services with friendliness of our personnel in order to deliver a 

memorable experience. 

 

The complete survey examples that were distributed to the three groups are 

included in Appendix 1. 
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4.3.2 Respondents and population 

 

All of the respondents were approached individually and asked to participate 

in a survey voluntarily for the reason of suggesting improvements to Karlstad 

Airport. The priming and non-priming surveys were distributed evenly. The 

respondents were given the time they required to complete the survey and 

were guaranteed anonymity throughout the procedure.  

 

According to the interview with Karlstad Airport’s CEO on April 2013, the 

average weekly population at the airport is close to 2000 users. The response 

rate was 98 % and represented 9.7 % of that population. In total 193 surveys 

were sorted between three groups; 66 surveys in the control group, 61 in 

priming group 1, and 66 surveys in priming group 2. Analysis showed further 

user distribution in Table 4.3. The respondents were randomly assigned to the 

user groups since they themselves indicated the frequency with which they 

used the airport. Distribution analysis also showed that there was an even 

distribution between the males (48 %) and females (52 %). For those reasons 

there was no systematic bias in assigning the individuals (Creswell 2009).  

 

Table 4.3 Priming groups and user category as variables 

 
 Control group Primed S (safety) Primed E (customer experience) 

Frequent users 4 9 4 

Non-frequent users 33 33 24 

Non-users 29 19 38 

Total 66 61 66 

 

4.3.3 Defining the variables 

 

Because this is a two-factor MANOVA study the two independent variables 

were the user category, defined as frequent users, non-frequent users and non-users, 

and the factor of priming. The dependent variable was therefore the quality of 
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the ideas measured by ranking according to two dimensions, producibility and 

user-value. In the MANOVA post-hoc analysis the groups’ results were 

compared with each other using the Scheffe’s test in order to establish the 

impact of correlation between the user categories. The same was done for the 

groups with different priming conditions. 

 

4.3.4 Assessment details 

 

After the surveys were collected, counted and classified a further analysis of 

the obtained results occurred. Qualitative analysis, as described by Ghauri and 

Grönhaug (2010) often involves emphasis on understanding users’ points of 

view and explorative orientation. It is crucial that the data is being analysed by 

a qualified examinee in order to obtain social sensitivity and recognise and 

avoid biases as suggested by van Maanen (1983), Strauss and Corbin (1990). 

For these reasons the ranking of the respondents’ ideas occurred in two 

dimensions and involved several judges. The panel of judges and dimensional 

idea ranking was adapted from Magnusson (2003), due to the similar nature of 

the experiment that dealt with idea generation of different respondent types. 

However, only two out of three suggested dimensions were chosen due to the 

smaller time frame and scope of this thesis. Assessment dimensions were 

specified to user-value that would specify the benefit of the idea if implemented 

for the user, considering the user perspective. And producibility that takes into 

accounts the company’s ability to implement the idea, or simply the corporate 

perspective.  

 

In order to make appropriate assessments in accordance with the proposed 

dimensions, a board of a total of 3 experts were asked to participate. The 

criteria for selecting such judges were that they had to be employed by 

Karlstad Airport and have a high managerial position in order to know the 

company limitations as well as possess knowledge about customer needs. The 

judge panel consisted of Karlstad Airport’s CEO, the Chief of Marketing and 
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the Marketing Manager. In order to establish the reliability between the judges 

the Cronbach’s Alpha examination was performed. The test unravelled that 

one of the judges was not considered statistically reliable. In order to minimise 

the uncertainty the scores of that judge were not used.   

 

4.4 Considerations of the case study 

 

The reason the experiment and data collection were carried out in the way 

described above was to mimic existing studies on these subjects of priming 

and user-involvement. The theory of priming suggests that priming can occur 

in virtually any form and has a strong effect on the subject’s responsive 

behaviour (Herr 1989). Experiments by Marsh, Landau and Hicks (1996) 

limited respondents to 20 minutes for a creative generation task where 

respondents were asked to generate as many creative ideas as possible. 

Because of these previously successful experiments it was decided that the 

data collection would occur in a mix-methods way using a survey approach in 

the idea collection and later a qualitative analysis for studying the results. The 

survey method allowed the experiment to be performed on a larger scale and 

involve more subcategories.  

 

It is also proposed by Edvardsson et al. (2012) that data capturing in the real 

use situation is one of the four modes of customer integration (the 

correspondent mode). The correspondent mode is also described as ‘insitu in 

context’ and simply refers to a customer being involved in the service and 

facing a value creation situation. This correspondent mode allows users to 

experience the real life situation where the actual needs could be addressed 

directly and the respondents can better contribute to innovative solutions 

(Edvardsson et al. 2012). The correspondent mode was also chosen for 

practical reasons and allowed to approach the real representative population. 

Another mode that could be discussed in this study is the dreamer mode of 

the respondent. The reason for that is due to the nature of the non-users, 
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since they were not directly connected to a value creation situation and did not 

have any previous travelling experience. The dreamer mode can be denoted as 

‘exsitu ex context’ (Edvardsson et al. 2012). Further elaboration on the mode of 

the customer is discussed in Chapter 6.  

 

4.4.1 Ethical code of conduct 

 

This thesis followed the three main principles of ethical conduct that are 

mentioned by the American Psychology Association (APA 2010).  

 

The first principle treats the information and data, and considers it unethical 

to plagiarise or report false data. The scientific articles that were used in this 

study were all publicly accessible and peer reviewed. The data from the surveys 

was carefully examined and the MANOVA results of relationships between 

the variables were checked several times. According to Turner (2001), a two-

factor independent group ANOVA was calculated manually to ensure the 

significance of priming effect and the user category. This was done in order to 

help the author to understand the relationship between the calculations and 

familiarise with the statistical tool background required to perform such an 

experiment. The results in the ANOVA proved to be similar to the results in 

SPSS. 

 

The second principle treats the rights of an individual and their wellbeing in an 

experiment. Due to the airport being a public place the observations that 

occurred during the identification stage of the users are not considered 

intrusive or in any way disrespectful to their rights. The observations were 

later shared with several employees of the airport who confirmed the 

distinctive patterns and thus helped validate the remarks. During the pilot 

studies and the main data collection stage the anonymity of the respondents 

was respected. All surveys collected were handed in of respondents’ free will 

and the incomplete surveys were not used for the study. The priming intent 
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was not disclosed to the respondents as it was one of the independent 

variables of investigation and according to Laran et al. (2011) the knowledge 

of being persuaded could have affected the results. However, the main intent 

of the study was clearly explained to the respondents as a study of user 

contribution to the airport improvements. It was also made clear that their 

ideas will be assessed by a panel of the airport’s managers. The personal 

approach by the researcher captured the interest of the respondents and 

explained other formalities of the research.  

 

The third principle of ethical conduct is aimed to protect the intellectual rights 

of the unpublished material that is originally produced with this thesis. An 

examination of this thesis according to standard 3 (Human relations), 4 

(Privacy and Confidentiality) and 8 (Research and Publication) was done in 

order to insure that the study is performed according to ethical demands of 

the American Psychological Association (APA 2010). 

 

4.4.2 Trustworthiness  

 

The study relied on the multivariate analysis of variance, that is, if the results 

show statistical significance it can be considered a trustworthy analysis. The 

factor of concern, however, was the respondent’s willingness to generate 

creative ideas. In order to minimise this factor, time for completing the survey 

was not limited. However, since the data collection was performed on site in a 

real time environment not all respondents showed a high level of enthusiasm 

for contributing to the study. This was noted in the survey analysis when 

respondents did not attempt to explain their ideas in detail. Many of them left 

a short version of an answer open for interpretation. This resulted in a low 

score of idea quality which affects the assumption about the user category’s 

contribution ability. The size of user categories groups was not evenly 

distributed; the frequent users for example consisted of four respondents in 



35 

the control and the priming group E, which could be regarded as a small 

segment for analysis. Nevertheless, according to the airport employees’ 

comments the number of correspondents reflected the average distribution of 

the user representatives which will be discussed further on.  

 

The airport personnel were involved as quality judges for the users’ generated 

ideas. The judges may have been affected by their personal interpretation of 

the ideas as well as their understanding of customer experience and customer 

values. In order to minimise that, the Cronobach’s Alpha internal reliability 

test was performed.  

 

The two main considerations of the methodological execution are therefore 

the data collection stage and idea assessment stage indicated in Figure 4.2. 

Both of these stages had a direct effect on the idea quality and idea quality 

interpretation regarding the dependant variable, namely the idea rankings.   

 

 
Figure 4.2 Methodological execution processes with indications of troubled areas 
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5. Results & Analysis 

 

In this part the data collected in the analysis of variance using the SPSS 

software program is presented and summarised. The structure of this chapter 

is as follows. Firstly, the Judge selection is assessed. Then the data relevant for 

establishing the degrees of significance between the variables with the 

MANOVA are given. Lastly, the summarised results are illustrated and the 

related hypotheses are inspected.   

 

5.1 Reliability of the Judges 

 

As mentioned previously a reliability test was performed in order to establish 

the internal consistency of the judges. This could be observed in the 

Cronobach’s Alpha test which is designed to estimate the reliability of the 

examinees. The test showed that if Judge 1 was removed, the Cronbach’s 

Alpha value in the user-value dimension would increase from 0.48 to 0.61. 

This means that by removing Judge 1 the reliability of the dependent variable 

improves. In order for the Cronobach’s Alpha to be satisfactory it needs to be 

above 0.7, however, a value above 0.6 can still be considered reliable (George 

& Mallery 2003).   

 

The reliability of the producibility dimension between the judges, on the other 

hand, was considered high. There was a Cronobach’s Alpha value of 0.8, 

indicating that the judges did not differ in their opinions about whether an 

idea is producible or not. Despite a high value in producibility, Judge 1 was 

removed from both dimensions of idea assessment.  
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5.2 The data 

 

The data of each priming group was sorted between user categories. The 

qualitative ranking was performed by expert judges and occurred in two 

dimensions on a scale {1 … 10} with 1 being the lowest and 10 being the 

highest idea quality. Judges ranked the ideas independently and by calculating 

the mean a common grade for each dimension was obtained. The rankings 

were assigned to the corresponding priming and user type group in order to 

compare the control group with both priming groups. Table 5.1 shows the 

number of ideas generated in each condition. The complete tables can be 

viewed in Appendix 3. 

 

Table 5.1 Between-Subjects Factors 

 

 Value Label N 

Priming conditions 

0 Control 49 

1 Priming S 50 

2 Priming E 46 

User type 

1 Frequent users 17 

2 Non-frequent users 67 

3 Non-users 61 

 
Table 5.2 shows the level of significance between the variables. It can be read 

that priming has a significant impact on idea quality in both producibility (F= 

3.56, p= 0.031) and user-value dimensions (F= 3.18, p=0.045). It also shows 

that there is a difference between the user categories and their idea quality in 

the producibility dimension (F= 6.00, p=0.003) 
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Table 5.2 Simplified table of Between-Subjects Effects 

 

Source Dependent 

Variable 

Type III 

Sum of 

Squares 

df Mean 

Square 

F Sig. Partial 

Eta 

Squared 

Noncent. 

Parameter 

Observed 

Powerc 

Priming 
Producibility 45.402 2 22.701 3.556 .031* .050 7.112 .653 

User-value 23.153 2 11.577 3.174 .045* .045 6.348 .600 

User type 
Producibility 76.674 2 38.337 6.005 .003* .081 12.011 .876 

User-value .870 2 .435 .119 .888 .002 .239 .068 

Priming* 

User type 

Producibility 32.901 4 8.225 1.288 .278 .037 5.154 .395 

User-value 30.232 4 7.558 2.072 .088 .057 8.289 .605 

Error 
Producibility 868.208 136 6.384 

     

User-value 496.048 136 3.647 
     

Total 
Producibility 6132.750 145 

      

User-value 9705.750 145 
      

Corrected 

Total 

Producibility 1108.872 144 
      

User-value 561.252 144 
      

*Statistically significant on the 0.05 level 

 

 

Priming results 

A post-hoc test was run in order to account for the multiple comparisons. The 

Scheffe’s test indicates the level of significance when comparing the variable 

groups to each other. Table 5.3 shows that there is a significant difference 

between the control group and priming group S (p<0.01), and between control 

group and priming group E (p<0.05), but no difference between priming 

group S and priming group E in the producibility dimension. The test also 

shows that in user-value dimension there is a significant difference between 

priming group S and priming group E (p<0.05).  

 

In his analysis Magnusson (2003) refers to Scheffe (1959) in regard to the level 

of significance in the post hoc test. Magnusson writes that it is recommended 

by Scheffe that the level of significance can be set to 10 percent and still be 

considered reliable. For that reason there can be observed a significant 

difference between the control group and priming group S (p<0.10) in the 

user-value dimension. 
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Table 5.3 Sheffe’s test of multiple comparisons for priming 

 

Dependent 

Variable 

(I) Priming 

conditions 

(J) Priming 

conditions 

Mean 

Difference (I-

J) 

Std. 

Error 

Sig. 90% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Producibility 

Control 
Priming S 2,2224* ,50790 ,000* 1,1232 3,3217 

Priming E 1,4811* ,51871 ,019* ,3585 2,6038 

Priming S 
Control -2,2224* ,50790 ,000* -3,3217 -1,1232 

Priming E -,7413 ,51620 ,359 -1,8585 ,3759 

Priming E 
Control -1,4811* ,51871 ,019* -2,6038 -,3585 

Priming S ,7413 ,51620 ,359 -,3759 1,8585 

User_value 

Control 
Priming S ,8633* ,38391 ,084* ,0324 1,6941 

Priming E -,2389 ,39208 ,831 -1,0875 ,6097 

Priming S 
Control -,8633* ,38391 ,084* -1,6941 -,0324 

Priming E -1,1022* ,39018 ,021* -1,9466 -,2577 

Priming E 
Control ,2389 ,39208 ,831 -,6097 1,0875 

Priming S 1,1022* ,39018 ,021* ,2577 1,9466 

Based on observed means. 

 The error term is Mean Square(Error) = 3,647. 

*. The mean difference is significant at the ,1 level. 

 

User-type results 

The user types were examined in the same way using the Scheffe’s post-hoc 

test. Table 5.4 shows that there is a significant difference between the non-

frequent users and non-users (p<0.01). It is interesting to observe that 

frequent users score almost identical to the non-users. The level of significance 

in Scheffe’s post-hoc test between frequent users and non-frequent users is 

0.078 which is acceptable according to Scheffe (1959).  
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Table 5.4 Sheffe’s test of multiple comparisons for user type 

 

Dependent 

Variable 

(I) User 

type 

(J) User 

type 

Mean 

Difference (I-J) 

Std. 

Error 

Sig. 90% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Producibility 

Frequent 

users 

Non-freq. 1,5654* ,68615 ,078* ,0804 3,0504 

Non-users ,0193 ,69295 1,000 -1,4804 1,5190 

Non-

frequent 

Frequent -1,5654* ,68615 ,078* -3,0504 -,0804 

Non-users -1,5461* ,44714 ,003* -2,5139 -,5784 

Non-users 
Frequent -,0193 ,69295 1,000 -1,5190 1,4804 

Non-freq. 1,5461* ,44714 ,003* ,5784 2,5139 

Based on observed means. 

 The error term is Mean Square(Error) = 3,647. 

*. The mean difference is significant at the ,1 level. 

 

5.3 Data summary 

 

In order to better illustrate the obtained results several graphs were made. 

Graph 5.1 indicates that there is a significant difference in the producibility 

dimension between the control group and priming group S. There is also a 

significant difference in the producibility dimension between the control group 

and priming group E. Graph 5.2 also shows that there is strong evidence that 

priming causes a significant difference in idea scores in the user-value 

dimension. And according to the Scheffe’s test it is the priming group E that 

differs from the control group and priming group S.  
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Graph 5.1 The effect of priming conditions on idea quality in producibility 

 

Hypothesis H2B1 stated that priming stimulus S will not cause any change in 

producibility, but according to Graph 5.1 the idea scores decreased from 7.0 to 

5.5 points. For this reason hypothesis H2B1 is rejected. Priming stimulus E has 

also caused a significant decrease in the producibility scores and therefore H2C1 

(no change in the scores) is also rejected. Graph 5.2 shows the idea variations 

between the priming groups in the user-value dimension. It can be seen that 

priming stimulus S does not affect the idea scores so hypothesis H2B2 is 

supported. And priming with customer experience does improve the 

respondents’ ideas, which indicates that H2C2 is also supported. 

 
Graph 5.2 The effect of priming conditions on idea quality in user-value 

Priming S Priming E 
Control 

Priming S Priming E 
Control 
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Table 5.2 previously showed that there is a significant difference between the 

user types’ results but only in the producibility dimension (p<0.01). This 

statement partially supports hypothesis H1A. A remark must be made that the 

hypothesis is at the same time rejected in the user-value dimension. Graph 5.3 

indicates that the scores of frequent users and non-users are almost identical 

with a mean value above 6.5 meaning that the frequent users do not come up 

with the most producible ideas. Hypotheses H1B1 and H1D1 are therefore 

rejected. Non-frequent users do have lower idea scores than frequent users, so 

hypothesis H1C1 is supported. 

 
Graph 5.3 The effect of user types on idea quality in producibility 

 

As mentioned earlier Scheffe’s test did not show any significant difference 

between the user categories and their idea quality in the user-value dimension 

meaning that hypothesis H1C2 (non-frequent users will score the same as 

frequent users) is supported. Hypotheses H1B2 (frequent user will score more 

the non-users) and H1D2 (non-users will score lowest) are rejected. This can be 

also seen in Graph 5.4 where the estimated marginal means are roughly on the 

same scale between 7.8 and 8.0. 

 

Freq. users  Non-freq. users  Non-users  
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Graph 5.4 The effect of user types on idea quality in user-value 

 
Previously Table 5.2 indicated that there were no measurable interactions 

between the independent variables. Therefore the null-hypothesis H3A is 

supported.  

 

Idea classification 

In order to better interpret the idea quality and clarify whether the ideas 

contained use knowledge or technology knowledge a chi-square analysis of the 

idea content was made. The idea was thought to be composed of two parts, 

one part was the identification of the problem and another was the solution to 

that problem. The solution of the problem required a detailed explanation and 

referred to how the airport could make improvements. It is therefore believed 

that if an idea was classified as a solution the respondent possessed some 

knowledge about the underlying technology. All of the ideas were classified to 

either a problem indication or a solution proposal and a chi-square cross table 

between the user type and idea classification was made. The results of the 

Pearson chi-test indicated that there was a significant relationship at 1 % level 

between the user type and their ability to come up with solutions χ2 (2, N = 

145) = 20.4, p < 0.01. Out of total of 145 users’ ideas 65 % of the frequent 

users’ ideas could contribute with a solution, whereas the majority of non-

Freq. users  Non-freq. users  Non-users  
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frequent (85 %) and non-users (57 %) could only indicate a problem. The 

descriptive tables are provided in Appendix 3. As a result of this the 

assumption that was made about the frequent users being identified as 

professional users who possess more technical knowledge than the other 

groups was confirmed.  

 

Conformity analysis 

In order to see if the hypothesis H2A (priming conformity) is supported or 

rejected a more thorough analysis of the ideas is required. By examining the 

raw data available in Appendix 2, it can be observed that the users in priming 

group S did not generate ideas about safety of the airport. The qualitative 

analysis also shows that the majority of users tended to focus on their personal 

experiences at the airport. As the intent of priming example S was to cause the 

conformity to the safety context the results indicate that hypothesis H2A is 

rejected.  This priming effect is elaborated on in Chapter 6.  The hypotheses 

are recaptured in Table 5.5.  

 

Table 5.5 The recapture of the hypotheses and their results 

 

H Hypothesis  
H1A There is a significant difference in the different users’ ability to generate ideas S* 
H1B1 Frequent users will have the most producible ideas R 

H1B2 Frequent users will have more user-valuable ideas than the non-users R 

H1C1 Non-frequent users’ ideas will be less producible than those of frequent users S 
H1C2 Non-frequent users’ ideas will be as user-valuable as frequent users S 
H1D1 Non-users’ ideas will have lower producibility than frequent users R 

H1D2 Non-users’ ideas will have lower user-value than frequent users R 

H2A Priming will cause conformity of the respondents’ ideas R 

H2B1 Priming example 1 will not cause any change in producibility  R 

H2B2 Priming example 1 will not cause any change in user-value S 
H2C1 Priming example 2 will not cause any change in producibility R 

H2C2 Priming example 2 will cause an improvement in user-value S 
H3A Priming conditions will not have significant effects on the respective user 

categories  
S 

 S = Hypothesis supported 
 R = Hypothesis rejected 
  * = Supported in one dimension but rejected in another 
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6. Discussion 

 

This chapter presents the analysis of the results. The first part discusses the 

results based on the theoretical background from Chapter 2. The second part 

regards the methodological considerations that are discussed in order to 

provide the reader with the author’s reflections and suggest improvements for 

the current method design. Finally, a general discussion is made that reflects 

the importance of involving users in product development. 

 

6.1 The results 

 

This section is divided in three parts with respect to the MANOVA fallouts. 

Firstly, the priming results are discussed according to both producibility and 

user-value dimensions. Following are the user categories’ differences and their 

effect in the producibility dimension. Lastly, the interaction between the 

priming effect and user categories is mentioned.  

 

6.1.1 Priming significance  

 

As can be seen from the results in Table 5.2 there was a significant priming 

dependency through all the user groups. This was an expected outcome that 

supports the statement that priming can influence a change in human 

behaviour which was earlier proposed by Tulving & Schactel (1990) and 

Marsh, Bink & Hicks (1999). This study used one paragraph of text in order to 

influence the respondents’ thinking patterns and focus their mind on a certain 

context resulting in a variance of idea quality. Priming example S, which 

consisted of information about safety and contained words such as ‘safety’, 

‘risk’ and ‘accidents’, showed that the idea scores of the respondents in the 

producibility dimension decreased. This could be explained by Herr’s (1989) 
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observation that a person’s experiences establish their beliefs and can have a 

significant impact on their perception and behaviour. Pilot studies and 

comments from some of the respondents indicated that the subject of safety 

in that priming example was very clear. A qualitative analysis of the ideas, 

however, did not show that the respondents attempted to come up with other 

suggestions about safety. This result questions the assumption which was 

based on Marsh, Landau & Hicks (1996) - that priming would cause the 

respondents to follow the priming example. Due to the nature of the priming 

stimuli a consideration may be proposed. Either the respondents faced an 

‘overdose’ of priming similar to Laran’s et al. (2011) results when a ‘defence 

mechanism’ acted and caused the denial of the stimuli, or that the nature of 

the priming example was unfortunate because the respondents did not possess 

the ability to think in terms of safety. Combining these observations could lead 

to another assumption:  priming stimuli S led the respondents to assume that 

their ideas had to deal with safety and because they lacked the knowledge 

about the details of the necessary safety procedures they could not contribute 

with good ideas.  

 

Graph 5.1 showed that neither of the priming examples improved 

producibility which indicates a common trait in the producibility dimension. 

Looking back at Magnusson’s study it was clear that the more knowledge 

about the underlying technology the respondents had the more producible 

their ideas were. Due to the ideas being less producible when priming was 

introduced it can be considered that the priming led the respondents to believe 

that they did not possess any knowledge about the underlying technology 

required to improve the safety and the customer experiences at the airport. If 

the theories presented by Tulving and Schactel (1990) are correct and priming 

enhances the cognitive memory computations then the priming stimuli E is 

not supposed to improve the producibility of the idea but should enhance the 

user-value. The results in Graph 5.2 support this statement. It seems that 

priming could not cause users to improve their ideas in the producibility 
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dimension since they do not share the corporate view and have no knowledge 

about the underlying technologies of the airport.  

 

Priming to the subject of ‘safety’ would not result in participants considering 

the customer perspective but if the subject of priming is ‘customer experience’ the 

relationship is more familiar to the users and helps them to focus on the 

experiences that they might have. This interpretation of the priming results 

supports previous research carried out by Herr (1989) and Magnusson (2003). 

 

To summarise, the priming effect does play a significant role on the 

respondent’s thinking pattern. The content of the priming stimuli needs to 

embrace the respondent’s knowledge and experience in order to improve the 

idea quality. If priming attempts to focus the attention on a less familiar area 

of expertise, the respondent will not deliver high quality ideas. This may even 

result in a weakened response. In this study, priming example E makes it clear 

to the respondents that it is the customer perspective that the company is 

interested in. This results in acknowledgement from the respondents and 

allows them to point out issues that they are currently facing, and by 

addressing these issues the users are able to suggest the areas of improvement 

to the company.  

 

6.1.2 User category significance 

 

The hypotheses about the user types were based on the assumption that the 

users with more specific knowledge and experience about a service are more 

likely to come up with more producible and user-valuable ideas. This 

assumption was made according to Magnusson’s (2009) findings that stated 

that people with more knowledge about the underlying technologies are more 

likely to focus on their area of expertise. Magnusson indicated that the experts 

that know more about the details and limitations will come up with highly 

producible ideas, and people that possess more use knowledge will focus on 
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their own needs and thus come up with original and user-valuable ideas. The 

results in Table 5.2 show that there is a distinction between the users’ ability to 

generate producible ideas. It is true that experienced users come up with better 

improvement ideas than less experienced users; however, an interesting 

observation was that non-users ranked almost identical to the experienced 

users in producibility. 

 

Further investigation of the improvement ideas generated by the users was 

required in order to better understand why the results have conflicted in such 

a manner. The frequent users in this study were represented by a small group 

of people. Nevertheless, their contribution to the idea generation stood out 

from the rest. As the chi-square analysis showed, the ideas from the frequent 

users dealt with the solutions rather than indicated problems. The main focus 

for the frequent users was information; more than a third of the respondents 

in that category indicated that different types of information delivery needed 

to be improved and provided with ideas on how that could be possible. The 

non-frequent users mainly focused on their ‘current’ need, commented on the 

surroundings and pointed out things they were less happy with. Non-users 

that scored almost identical to frequent users were more scattered between 

different areas of improvement and similar to non-frequent users indicated 

problems rather than solutions.  

 

Ranking 

Knowing the weaknesses in the method, these obtained results could be 

understood by yet again examining the judges and looking back at the raw 

data. It seems that a high rank could be achieved by simply indicating a need. 

Higher rankings were not awarded for detailed descriptions; they were 

awarded for what the judges thought was producible or not. For example, an 

idea about new destinations was ranked highly because the managers were 

constantly working with those issues and trying to expand the opportunities 

for their users. A deeper analysis showed that while frequent users expressed 
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themselves very specifically writing such things as ‘I want a direct flight to Bromma 

and Landvetter’ the non-users tended to write ‘more destinations’. Even though a 

desire for new destinations was a common desire among all respondents, the 

non-users failed to deliver details of where they want to fly, indicating that 

their ideas were guesses about what they think the airport should improve. 

The chi-square test proved that frequent users possessed more knowledge 

about the underlying technology and could better understand what kind of 

improvement suggestions the airport should work with. The ideas of the 

respective users could therefore be divided between two idea types, first 

dealing with solutions and the second one dealing with problems. This kind of 

elaboration could help with distinguishing whether or not the user is able to 

innovate or simply indicate the troubled area.  

 

Judges 

It is logical to assume that when a solution proposition is made indicating the 

details of how the airport may be improved the judges might automatically set 

a higher producibility rank. In order to investigate this assumption a third 

criteria dimension could have been proposed. If the judges were asked to 

simply rank an idea basing on their own point of view it could show how the 

solution propositions are evaluated in comparison to the problem indications. 

In other words, constructive criticism may be better received than plain 

criticism. Another benefit of considering a third ranking dimension is that it 

would help indicate the differences between the judges’ thinking and simplify 

assessing the credibility of the examinees. 

 

Reflections 

In broader terms the non-users’ ideas in this experiment could be regarded as 

less valuable despite their high rankings for the simple reason that the people 

that generated them had no direct relationship with the airport or contributed 

to its business. In future research it may be interesting to analyse the responses 

depending on the mode of the customer. An example of this might be that 
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improvement ideas are collected from an insitu in context (the 

correspondents) and compared to the improvement ideas of the exsitu ex 

context (the dreamer). This may help to better understand the differences 

between the actual experience of a product and the general perception of that 

product.   

 

These arguments are important because they raise more questions about the 

selected method and by analysing these results a suggestion for improvement 

can be made. Depending on the goals of the researcher the ranking by the 

judges should involve several criteria. For incremental innovation the 

respondents must be identified as frequent or non-frequent users, as this 

would contribute to the factor of importance of their respective ideas. The 

‘non-users’ suggestions’ should not be neglected, as they can serve a different 

purpose. Non-users’ ideas can be regarded as the dreamer’s point of view that 

reflects the perception of the service rather than its actual function 

(Edvardsson et al. 2012). This is best understood by investigating the motives 

that the non-users have for delivering improvement ideas. Even in Dahlsten’s 

(2004) example where a specific group of women were selected to aid the 

design of a new automobile they were regarded as a potential customer group. 

The result proved to be successful, and this is why it is important that the 

managers and judges that would examine the ideas know who these ideas 

come from and what potential segment they represent.  

 

6.1.3 Interactions between the factors 

 

The research has showed that there was no significant interdependence 

between the factors of user type and priming conditions. As explained earlier, 

conceptual priming requires certain knowledge that helps direct the 

respondent’s line of thought. If all of the respondents in a respective group 

lack the knowledge about safety procedures in an airport it cannot be expected 
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that the priming will have any significant effect. In other words, the priming 

stimuli affected the user groups in the same way and therefore no interaction 

between the variables was observed.  

 

6.2 The method discussion 

 

As mentioned previously there were some difficulties with the methodological 

process for this thesis. The research design of the mixed-methods study 

included observations and a pre-study of the different users of the airport, a 

pilot run of the survey, on-site data collection, classification of the surveys, 

assessment by judges and a SPSS analysis. The main issues considered by this 

author were the data collection and the data assessment stages. 

 

Data collection 

It is discussed by Edvardsson et al. (2012) that there can be different forms of 

customer integration in data collection processes. This thesis focused on 

capturing the correspondent mode of the customer where the correspondent 

is more likely to address the issues that he or she is currently experiencing. The 

ideas that were obtained in this form of customer integration supported 

Edvardsson’s et al. findings, and showed that respondents addressed their 

surroundings as possible areas of improvement. It is only for the non-users 

that this customer mode is debatable. Because the non-users were not 

experiencing a certain service process it is difficult to put them in the same 

context as the frequent and non-frequent users and as previously stated non-

users could be regarded as ‘dreamers’. 

 

For example, as seen in Appendix 2, the non-frequent users indicated that 

internal improvements needed to be made. They were not happy with the 

airport facility, their sitting position, number of lavatories and the noise from 

the crowd that surrounded them. The ideas that were obtained under these 
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circumstances were not elaborate or detailed in any way. The respondents, as 

shown in the chi-square test, simply targeted the problem areas and indicated 

that they wanted flights to more destinations, better transportation and a 

bigger shop. The author noticed that the respondents were not describing in 

detail what exactly they wanted to be improved and some of the responses 

were very brief by writing such suggestions as ’better food’. However, when they 

were asked to explain in more detail what they meant they were very eager to 

start a discussion. The main problem with this form of data collection was to 

understand from the surveys what the users really wanted. For that reason it 

could be considered in the future to conduct both surveys and interviews since 

it would make it easier for the respondents to express themselves and for the 

judges to better interpret their ideas. Additionally, in order to weigh in the 

value of the ideas generated by the different users a further analysis about the 

ideas’ characteristics needs to be performed. By classifying the ideas into 

solution propositions or problem indications the value of the respective user 

group could be better understood. 

 

Data assessment 

The second issue with this method is the interpretation of the survey results. 

As was shown using the Cronobach’s Alpha test in Chapter 5 the reliability 

between the judges was questionable in the user-value dimension. The main 

reason for this was that the expert judges had different views on what was 

valuable for the customers. This is an interesting observation that indicates 

that there may be some problems with the corporate view of the business. If 

the managers do not share ideas about what their customers really want how 

can they move towards a common goal of improving their value offerings? 

The result in the Cronobach’s Alpha test also affects the entire user-value 

dimension and questions the significance of the results. It is suggested by this 

author that in order to obtain better validity in the user-value dimension, the 

judge panel needs to be extended and involve other users that can better relate 

to the user-perspective and improve the Cronobach’s Alpha. Also, as 
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discussed earlier, a third dimension for ranking the ideas could be introduced, 

for example a ‘gut feeling’ dimension where the judges would set an idea rank 

that they wish. This would help to better understand their motives and by 

analysing the results may improve the internal consistency of the judges.  

 

Ethical considerations 

Because the author approached each respondent individually he had a high 

ethical responsibility to guarantee that the respondents were not discriminated 

against or influenced in making their contribution to the research (Creswell 

2009). Every participant was assured that they would remain anonymous and 

that the intent of the research was to gather suggestions for the improvement 

of Karlstad Airport. Due to the priming effect being researched it was not 

explained to the participants in detail what exactly was expected of them. But 

since the intent of the survey was explained to the respondents as the 

opportunity to come up with improvement ideas for the airport managers, the 

experiment does not conflict with the APA ethical code of conduct. Many 

respondents could not contribute with any improvement ideas, but they still 

filled in the survey and handed it in of their own free will. The timeframe for 

completion was not set and the respondents were not pressured in any way to 

deliver any results. The main point was to capture the correspondent mode 

and this turned out to be successful.   

 

Recommendations 

Overall the method chosen was satisfactory mainly because it was relatively 

practical. The main work could be performed by a single individual and since 

the dependent variable was in control of independent experts it reduced the 

potential bias from the author. Using a survey approach is also efficient for the 

matter of priming, if the priming stimuli can be expressed in text. Survey also 

makes it easy to distinguish between the respondents and can be distributed 

on a larger scale. Future recommendation for this type of study is to 

thoroughly examine the respondents and differentiate them based on their 
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level of experience with the product in question. In order for this study to 

have a higher benefit for the company this author proposes that the 

respondent groups could involve both employees and customers. Employees 

may be perceived as holding a more valuable opinion due to their professional 

expertise and the knowledge of underlying technologies; however, it is the 

customer who pays to use the airport and thus sets up the demand for the 

service. This differentiation would theoretically indicate some areas of 

improvement and provide with better practical solutions for those areas. 

Including both parties will contribute to involving the voice of the customer 

and help the managers to understand the actual value that is created in the 

service process. 

 

6.3 General discussion 

 

The importance of involving users in product development should not be 

underestimated. User involvement allows the managers to better recognise the 

factors that play a role in the value perception of customers. The voice of the 

customer, according to the Service-Dominant logic, is the essential factor for a 

business with high service content. This case study not only focused on the 

theoretical aspects of user involvement but also attempted to practically 

implement them in real business settings. It was quickly understood that the 

users are most valuable in the early development stages due to their personal 

experiences with a given product and their unique customer view (Alam 2002; 

Pine & Gillmore 1998). The results of the experiment proved just that; the 

users indicated the areas of improvement and shared their personal 

experiences. Schreier et al. (2012) made it clear that user involvement in 

product design contributes to a better perception of the company. During the 

data collection the author noted that respondents appreciated the interest that 

was given to them and the opportunity for them to contribute with 

improvement suggestions. This layout allowed the airport to express a 
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democratic position and take a step towards reducing the gap between 

managerial assumptions about the customers and the actual customer 

experience. The clear benefits of involving users in the early stages of product 

development proved to be the short time frame in which ideas were generated 

and the low costs which only included the time to personally talk to the users 

and analyse their responses. 

 
There are, however, some technicalities that must not be forgotten regarding 

the involvement of users in the idea generation processes. For instance the 

users must be thoroughly examined and their motives for using the product 

need to be understood. This method focused on analysing the quantitative 

results with MANOVA but during the transformation of idea content to a 

ranking scale the value of the respective users was neglected. Only after the 

results were obtained were questions about the non-users and their ability to 

generate highly producible ideas asked. The experiment also showed that the 

respondents’ interpretation of the question significantly impacted upon their 

ideas. A single paragraph of text could either improve or lessen the idea 

quality. It is therefore logical to assume that people that are not using a 

product should be asked about the reasons why they do not use this product. 

One could summarise this by saying that in order to obtain the best possible 

results each group of respondents needed to be asked to generate ideas 

involving their area of expertise. In that sense the users can indicate their 

actual needs while the experts can better understand what areas they should 

focus on and through this integration of resources a highly desired product 

offering can reach the market.  
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7. Conclusion & recommendations  

 

After performing this case study it becomes clearer what is meant by involving 

the voice of the customer in the development of a product. The obvious 

benefit of involving users is taking a step closer to creating a better value 

offering for the end-customer. By knowing what the actual users need and 

desire the management can direct their resources and improve the quality of 

their product. This case-study showed that the variances in idea generation 

may occur depending on the information that the respondents are given. This 

information may affect their thinking and can either lessen the respondents’ 

value or increase it. In order to provide the respondents with the right tools 

and obtain maximum benefit from them, the motives for their ideas must be 

understood and the respondents need to be identified and primed according to 

their degree of underlying technical knowledge and use knowledge.  

 
This mixed-methods approach that contained a quantitative data collection 

with quantitative and qualitative data analysis also allows the management to 

effectively gather information and can even result in easily implemented 

solutions. The method for performing this type of investigation has shown 

itself to be both practical and reliable. The potential weaknesses may occur 

during the data collection stage and the conversion of qualitative data into 

quantitative scores. In order to minimise these weaknesses the ideas need to be 

elaborated on, meaning that the surveys must be supported by deeper 

interviews or other qualitative means. The judges must also be professionals 

that understand the case specific limitations and possess good knowledge 

about what is valued by the customer. The author suggests that the panel of 

judges could be extended to involve several users to ensure that the user-value 

dimension can be treated from the user point of view. A third ranking 

dimension with no specified ranking criteria could also be introduced in order 
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to assess the credibility of the judges and help clarify the criteria for other 

dimensions.  

 
Capturing the correspondent mode of the user has proven to be a great 

indicator of what the actual experience of the service really is. This case study 

showed interesting results in the ability of non-users to generate highly 

producible ideas. In order to better analyse the service experience and the 

perception of a service further research that would capture the dreamer mode 

can be of high interest. This would help a company to better understand the 

gaps between the actual experience and the awareness of a certain service. 

Future research might also attempt to test the effects of the priming stimuli on 

the respondents’ idea classifications, and investigate whether priming can 

cause a shift from problem indications to solution propositions as that would 

automatically improve the producibility scores. 
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9. Appendix 1, Surveys 

9.1 Control group survey 
 
Undersökning Karlstad Airport 
Denna undersökningen är frivillig och anonym, tag din tid för att besvara frågor. 

1. Läs texten: 

Karlstad flygplats invigdes 1944 och var belägen några kilometer från Karlstad centrum. 1997 flyttade 
flygplatsen till den nuvarande platsen cirka 18 kilometer nordväst om Karlstad, och ändrade namnet 
till Karlstad Airport. Det totala antal passagerare som flög från Karlstad Airport år 2010 beräknades 
till 82 423 varav 41 888 var inrikes och 40 535 utrikes. Karlstad Airport jobbar ständigt med 
utveckling av sina tjänster samt förbättra upplevelsen av flygplatsen för sina resenärer.   
  

2. Vad tycker du ska förbättras på Karlstad Airport.   (Kortfattad 

förklara din idé) 

 
 
 
 
 
  

3. Har du rest från Karlstad Airport under 2012-2013?  (Ringa in ett svarsalternativ)  

 

 

a) Ja, mer än 5 ggr. 

 

b) Ja, mindre än 5 ggr 

 

c) Nej 

 

 

4. Hur har du rest från Karlstad Airport?               (Ringa in och/eller skriv eget förslag) 

 

 

a) Som privat person 

 

b) Som företags anställd 

 

c) Annat: ___________________________ 

 

 
5. Hur gammal är du?     (Ringa in ett 

svarsalternativ) 

 

a) Yngre än 25 år 

 

b) Mellan 25 och 35 år 
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c) Mellan 36 och 45 år 

 

d) Mellan 46 och 55 år 

 

e) Äldre än 55 år 

 

 

6. Kön      (Ringa in ett 

svarsalternativ) 

 

a) Man 

 

b) Kvinna 

 

c) Vägrar svara 

 

 

7. Hur/Var hittar du din reseinformation?                   (Ringa in ett eller flera 

svarsalternativ) 

 

a) Familj/vänner/kollegor 

 

b) Resebyrå kontor 

 

c) Resebyrå på internet 

 

d) Facebook/andra sociala medier 

 

e) Tidningsannonser 

 

f) Karlstad Airport hemsidan 

 

g) Annat: __________________ 

 

 

8. Kommentarer: 
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9.2 Priming group S survey 

 
Undersökning Karlstad Airport 
Denna undersökningen är frivillig och anonym, tag din tid för att besvara frågor. 

1. Läs texten: 

Karlstad flygplats invigdes 1944 och var belägen några kilometer från Karlstad centrum. 1997 flyttade 
flygplatsen till den nuvarande platsen cirka 18 kilometer nordväst om Karlstad, och ändrade namnet 
till Karlstad Airport. Det totala antal passagerare som flög från Karlstad Airport år 2010 beräknades 
till 82 423 varav 41 888 var inrikes och 40 535 utrikes. Karlstad Airport jobbar ständigt med 
utveckling av sina tjänster samt förbättra upplevelsen av flygplatsen för sina resenärer.   
På Karlstad Airport finns säkerhetstänkandet grundmurat i det dagliga arbetet. All personal är utbildad 
i säkerhetsarbete samt har goda kunskaper i brandskydd och akut livräddning.  För att kunna 
upprätthålla sina kunskaper har flygplatsen en brandövningsplats på området. Olyckor inträffar, men 
med rätt utbildning och tillförlitliga rutiner kan vi förhindra, begränsa och till och med eliminera risker 
både på jobbet och på fritiden.   

2. Vad tycker du ska förbättras på Karlstad Airport.   (Kortfattad 

förklara din idé) 

 
 
 
  

3. Har du rest från Karlstad Airport under 2012-2013?  (Ringa in ett svarsalternativ)  

 

 

d) Ja, mer än 5 ggr. 

 

e) Ja, mindre än 5 ggr 

 

f) Nej 

 

 

4. Hur har du rest från Karlstad Airport?               (Ringa in och/eller skriv eget förslag) 

 

 

d) Som privat person 

 

e) Som företags anställd 

 

f) Annat: ___________________________ 

 

5. Hur gammal är du?     (Ringa in ett 

svarsalternativ) 

 

f) Yngre än 25 år 

 

g) Mellan 25 och 35 år 

 

h) Mellan 36 och 45 år 

 

i) Mellan 46 och 55 år 
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j) Äldre än 55 år 

 

 

6. Kön      (Ringa in ett 

svarsalternativ) 

 

d) Man 

 

e) Kvinna 

 

f) Vägrar svara 

 

 

7. Hur/Var hittar du din reseinformation?                  (Ringa in ett eller flera 

svarsalternativ) 

 

h) Familj/vänner/kollegor 

 

i) Resebyrå kontor 

 

j) Resebyrå på internet 

 

k) Facebook/andra sociala medier 

 

l) Tidningsannonser 

 

m) Karlstad Airport hemsidan 

 

n) Annat: __________________ 

 

 

8. Kommentarer: 
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9.3 Priming group E survey 
 
Undersökning Karlstad Airport 
Denna undersökningen är frivillig och anonym, tag din tid för att besvara frågor. 

1. Läs texten: 

Karlstad flygplats invigdes 1944 och var belägen några kilometer från Karlstad centrum. 1997 flyttade 
flygplatsen till den nuvarande platsen cirka 18 kilometer nordväst om Karlstad, och ändrade namnet 
till Karlstad Airport. Det totala antal passagerare som flög från Karlstad Airport år 2010 beräknades 
till 82 423 varav 41 888 var inrikes och 40 535 utrikes. Karlstad Airport jobbar ständigt med 
utveckling av sina tjänster samt förbättra upplevelsen av flygplatsen för sina resenärer.   
På Karlstad Airport jobbar vi hårt med att förbättra kundupplevelsen för våra resenärer. Vi anser att 
det är viktigt att uppfylla våra resenärers önskemål, därför har vi ett stort utbud av tillgängliga tjänster i 
form av konferenslokaler, lekrum, tillgång till Internet och en berömd Bistro! Vi försöker att 
kombinera en användbarhet av våra tjänster med en vänlighet från personalen för att leverera en 
minnesrik upplevelse.   

2. Vad tycker du ska förbättras på Karlstad Airport.   (Kortfattad 

förklara din idé) 

 
 
 
 
  

3. Har du rest från Karlstad Airport under 2012-2013?  (Ringa in ett svarsalternativ)  

 

 

g) Ja, mer än 5 ggr. 

 

h) Ja, mindre än 5 ggr 

 

i) Nej 

 

 

4. Hur har du rest från Karlstad Airport?  (Ringa in och/eller skriv eget förslag) 

 

 

g) Som privat person 

 

h) Som företags anställd 

 

i) Annat: ___________________________ 

 
5. Hur gammal är du?     (Ringa in ett 

svarsalternativ) 

 

k) Yngre än 25 år 

 

l) Mellan 25 och 35 år 

 

m) Mellan 36 och 45 år 
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n) Mellan 46 och 55 år 

 

o) Äldre än 55 år 

 

 

6. Kön      (Ringa in ett 

svarsalternativ) 

 

g) Man 

 

h) Kvinna 

 

i) Vägrar svara 

 

 

7. Hur/Var hittar du din reseinformation?                  (Ringa in ett eller flera  

svarsalternativ) 

 

o) Familj/vänner/kollegor 

 

p) Resebyrå kontor 

 

q) Resebyrå på internet 

 

r) Facebook/andra sociala medier 

 

s) Tidningsannonser 

 

t) Karlstad Airport hemsidan 

 

u) Annat: __________________ 

 

 

8. Kommentarer: 
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10.  Appendix 2, Idea summary 

10.1  Ideas of the Control group 

N Idea description 
Frequency 
of use 

1 Saknar direktflyg till Bromma och Landvetter >5S  

2 Nej, det är bra parkering, restaurang >5  

3 Allt, taxfree + matställen >5P  

4 Bättre mat i boardingområde >5P  

5 Fler kollektivtrafik från Karlstad centrum. <5P  

6 inga förslag <5 

7 kommer inte på något <5 

8 Ingen idé. Reser för sällan. <5 

9 inget jag kan komma på, har inget direkt att klaga på. <5 

10 inga förslag <5 

11 Rökruta <5S  

12 Ingen idé <5 

13 Fler charterresor under sommaren <5P  

14 
Tydligare insläpp till säkerhetskontrollen (info skriftligt el. skyltad. Ej bara upprop) 
I övrigt bra! 

<5S  

15 Inga förslag. <5 

16 Allt bra som det är. <5 

17 Nöjd <5 

18 Information att det finns ett kafe efter säkerhetskontrollen <5S  

19 

Fin & smidig liten flygplats. Trevligt, korrekt personal som inte gör avkall på noggranhet vid 
incheckning & säkerhetskontroll. Något rikligare utbud av ätbart efter säkerhetskontrollen 
skulle kunna önskas. 

<5S  

20 Inga förslag <5 

21 -------- <5 

22 Mer plats att sitta <5P  

23 Mysig flygplats <5 

24 
Jag tycker allt är bra. Litet. Bra parkering. Överblick. Allt behöver inte vara jättestort. Lätt att 
hitta. 

<5 

25 

Att flyget ska gå tidigare på avresedagen hemifrån. Hela första dagen försvinner ju då man inte 
kommer fram förran på kvällen. Då blir det ju bara 6 dar inte änns en hel vecka. Gärna flera 
resmål. 

<5P  

26 Smidig incheckning. Bra med flera toa! <5  

27 Tak över parkeringen <5S  

28 Tak över långtidsparkeringen <5S  

29 Ingen idé. <5 

30 
Bagage mottagningen vid hemkomsten alldeles för länge. Göras större och mer lättillgängligt. 
Men hur? 

<5P  

31 
Bagagebandet vid utcheckning. Man ska kunna ta väskor från två sidor. Incheckning inga 
problem. 

<5P  

32 Mer utbud av affärer <5P  

33 Flera resmålsalternativ. Bättre flygtider så att man kommer fram till sitt resmål dagtid. <5P  
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34 Fler resmål. Tidigare flaiter (morgon flyg) <5P  

35 
Första gången jag är här. Hade där funnits prisvärda resor till Malmö/Ängelholm hade jag varit 
här oftare. 

<5S 

36 Fler toaletter. Nya destinationer för charter <5P 

37 Mer toaletter vid avg.hall hoppas på mer diff.avgångar. t.ex. nya destinationer. <5P 

38 
Jag vill att de flyger till fler destinationer. Som det ser ut nu flyger de knappt nånstans jag vill 
till, i alla fall inte som inte går snabbare med tåg eller via Arlanda/Landvetter. 

0P 

39 Bättre transport från och till flygplatsen  0P 

40 Bättre buss-/ tågförbindelser mellan Karlstad Airport och andra orter.  0P 

41 
Börja med Oslo-fly igen. Skapa en sökfunktion så att man kan skriva in slutdestination även 
om men inte kommer dit direkt från Ksdarpt. 

0S 

42 Helt ok 0 

43 Eftersom det är första gången vi är här, är det svårt att uttala om det. 0 

44 Vet ej. 0 

45 Vet ej. 0 

46 
ev.tydligare separation av säkerhets kön och incheck kön? incheck nr.3 och säkerhet blandas 
ihop... 

0P 

47 Bra när det ligger nära hemmet.  0 

48 Nära väg hemifrån  0 

49 Har inga förbättringsförslag 0 

50 Fler resmål i Europa 0P 

51 Inga förslag 0 

52 Inhängad parkering 0S 

53 
Karta på hemsidan över området  
inhängnad långtidsparkering 

0S 

54 Bättre avgångstider 0P 

55 Ett billigare alternativ i cafeterian, typ enklare mackor. 0S 

56 Bekvämare stolar 0P 

57 Första gången jag åker 0 

58 
Informationsavdelning på en mer central plats, precis när man kommer in. Mer info om 
parkeringsförhållandet. 

0S 

59 Bättre möbler i avgångshallen. Sitter obekvämt nu. 0P 

60 Bättre utbud på Alkohol 0P 

61 Flygbuss T/R 0P 

62 Inga förslag 0 

63 Inga förslag 0 

64 
Det är första gången jag reser från Karlstad så jag vet inte riktigt men kanske skönare 
sittplatser. 

0P 

65 Större café eter incheckningen 0P 

66 Flera resmål 0P 
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10.2  Ideas of the Priming group S 

N Idea description 
Frequency 
of use 

1 
För resande som sällan kommer till KSD borde det finnas tydligare information om "preferred" taxibolag så 
att de kan välja rätt 

>5S  

2 Internetuppkoppling urdålig som den nu är. Behövs SNAR förbättring! >5P 

3 

Jeg synes at Karlstad Airport gör mycket för at vare kundevenelig och professionell. 
Min idé: Bedre information om tjekind - gerne på skärme, så man ikke skal sidde og kolle öje med check-in 
skranken. 

>5S 

4 
Det jag skulle behöva är ett direkt plan till London. Jag skulle uttnyttja denna tjänst minst 12 gånger per år, 
och skulle slippa bilen ner till Landvetter.  

>5S 

5 

Vet inte om det är KSD som "äger" problemet, men samordning mellan flygplatserna vore bra. T.ex. KSD-
ARL-UMEÅ. Mycket svårt att hinna med anslutande flyg. 
Vet att det finns bilar som skjutsar kunder till flyget mot Umeå, men ingen information om hur man beställer 
denna tjänsten.  

>5S 

6 Dyr parkering. >5P 

7 Fri parkering >5P 

8 OK >5 

9 

Information om incheckningstid og åvgångstider for catering. 
Information list i bygningen 
I matsalen kan man ikke se hvar når Check-in Starter 

>5S 

10 fler avgångar, utrikesavgångar <5P 

11 Önskar kunna flyga lördag och ev.nån senare avgång söndag. Annars nöjd. <5P 

12 Det är bra som det är.  <5 

13 Inga förslag - tycker alt bra <5 

14 Att det skulle gå anslutning från Karlstad <5P 

15 Kommer inte på något speciellt. Allt är helt ok. <5 

16 Alternativ till taxi för resor t/fr flygplatsen (flygbuss) <5P 

17 Bra som det är <5 

18 Det är okej <5 

19 Flygtider, ofta kommer man fram sent till destinationen och flyger tidigt tillbaka blir 6 dagar endast ej 1v. <5P 

20 
Mer soffor efter att man checkat in  
Ljuddämpning, sorlet gör att det är svårt att höra utrop. 

<5P 

21 
Bättre bar/restaurangmöjligheter efter att man passerat säkerhetskontrollen (Charterresenärer) 
Längre band för hämtning av bagaget (Charterresenärer) 

<5P 

22 Lite för kort väskband på ankommande. Fläskkarré på dagens förra tisdagen va väl inte så kul... <5P 

23 Större lokaler, de är inte anpassade för mängden resenärer.  <5P 

24 
Flera avgångar till fler länder. 
Större taxfree 

<5P 

25 Billigare fika. <5P 

26 Fikat dyrt. <5P 

27 Billigare fika <5P 

28 För min del är det helt ok nu. <5 

29 Inga förslag <5 

30 
Större avgångshall vid charter 
M Möjlighet att äta 

<5P 

31 Större taxfree, fler toaletter. <5P 

32 Större taxfree <5P 
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Fler toaletter i utresehallen 

33 Vet inte, första gången jag reser här ifrån. <5 

34 Jag vet inte, första gången jag reser här ifrån. <5 

35 Längre bagageband önskvärt!!! <5P 

36 Fler sittplatser i vänterummet <5S 

37 Parkering (fri) eller billigare <5P 

38 
Billigare parkering, helst gratis. 
Alt.bättre trp. från Karlstad 

<5P 

39 DEt är bra som det är, för min del! <5 

40 Önskar täcke mellan planen och huvudbyggnaden. Önskar också sjukrum.  <5S 

41 Bra som det är men utvecklas kan allt göra. <5 

42 Inga förslag <5 

43 Gemensam väntsal. så man kan sitta längre tillsammans 0P 

44 svårt att svara på då jag personligen inte har besökt flygplatsen 0 

45 utökad antal destinationer och bättre/lägre priser 0P 

46 jag är ganska nöjd med Karlstad Airport 0 

47 Dålig koll, är här för första gången 0 

48 Skyltning för utlämning av Jetpack 0S 

49 

Snöröjning vintertid. 
Bättre ordning framför terminal byggnad när det kommer charterplan. 
Alla privata bilister som hämtar, parkerar framför terminalen - detta är p-förbud, skaffa p-vakt. 

0S 

50 Vet ej! Första gången jag flyger från Karlstad 0 

51 Inget. Lättbegripligt. 0 

52 Vet ej. Mer variation på mat. Första resan från Karlstad. 0P 

53 Vet ej 0 

54 
Mer tax free 
Närmare Kristinehamn 

0P 

55 Större utbud på Taxfree 0P 

56 Inga ideer tycker det är bra =) 0 

57 
Lite bättre utbud i taxfree. 
Bättre avg. och ankomst tider. 

0P 

58 
Bättre avg.tider o. ankomsttider. 
ngr. tim tid. under dagen 

0P 

59 Allt är bra i litet format! 0 

60 

Allt var helt ok 
litet och mysigt 
(fler bord i baren) 

0P 

61 Större utbud på taxfree mycket bättre städning på Toaletterna 0P 
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10.3  Ideas of the Priming group E 

N Idea description 
Frequency 
of use 

1 

Man behöver göra rutinerna kring inställda flyg bättre. 
Många passagerare behöver hjälp med ombokningar vid de tillfällen och det har varit oerhört 
svårt (eller rättare sagt vi fick ingen hjälp). Personalen har hänvisat till resebyrån och resebyrån 
hänvisar till flygplatsen. Slutade med att vi fick köpa nya biljetter genom resebyrån. 

>5S 

2 Antal avgångar till Köpenhamn, Alt nuvarande tidtabell >5S 

3 Fler regulära avgångar! till Arn, CPH >5S 

4 Inga förslag >5 

5 

Eftersom Sverige aktivt jobbar mot miljö påverkan, borde Karlstad Airport också delta i detta 
och  försöka minska sin miljöpåverkan genom t.ex att investera i nyare modeller av motor som 
mer miljövänliga. 

<5S 

6 Bra som det är! <5 

7 Tycker det är bra som det är. <5 

8 Att det skulle gå anslutning från Karlstad <5P 

9 Installera en bankomat <5S 

10 Vet ej! <5 

11 Större taxfree. <5P 

12 Bra som det är <5 

13 Bra som det är! <5 

14 Om möjligt fler destinationer. Annars är allt bra. <5P 

15 Jag tycker att det är ganska bra <5 

16 Inget, Allt fungerar bra. Första gången här <5 

17 
Ankomsthallen för trång. 
Bagagebandet för kort. 

<5P 

18 Ankomst hallen för trång <5P 

19 Tax-free <5P 

20 
Fler toaletter efter passkontrollen. Barnmeny i restaurangen 
(För övrigt: Man får vad man förväntar sig. Liten och enkel flygplats.) 

<5P 

21 Korv & bröd <5P 

22 Inga förslag <5 

23 Matutbudet <5P 

24 Bättre mat! <5P 

25 Matutbudet <5P 

26 Inga förslag <5 

27 Inga förslag <5 

28 

Jag är ok med den utveckling som varit de senaste åren med bistron som det största exemplet. 
Har egentligen inte tänkt på något speciellt som jag saknar. Blir det fler resmål i framtiden 
kanske större utrymmen, sittplatser blir nödvändigt. 

<5P 

29 Matställen behövs och bättre öppettider på dessa. 0P 

30 Skyltning för godshämtning. 0P 

31 Tyvärr så har jag ej åkt härifrån tidigare men jag tycker att för oss i Värmland är närheten bra. 0 

32 
Det är första gången jag flyger från Karlstads flygplats och har märkt att det ska vara lite bättre 
med skylltar! 

0P 

33 allt bra. 0 
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34 jag har aldrig varit här tidigare, men det verkar som en trevlig flygplats. 0 

35 Har aldrig varit här förut så har än så länge ingen uppfattning om det. 0 

36 Borde gå flygbuss från Karlstad 0P 

37 

Karlstad Airport kunde marknadsföra sig lite bättre. Jag tycker att de bör synas mer (t.ex. med 
hjälp av direktreklam eller affischer). Jag skulle introducera flera direktflyg till intressanta platser 
i EU med weekend deals osv. De kunde också börja med ett smartare rabattsystem och en 
tidning kanske (tänk på vad ICA eller IKEA gör). 

0S 

38 Borde gå flygbuss från Karlstad 0P 

39 Jag har aldrig varit här förut så har än så länge ingen uppfattning om det. 0 

40 Jag har aldrig varit här tidigare, men det verkar som en trevlig flygplats. 0 

41 Allt bra. 0 

42 
Det är första gången jag flyger från Karlstads flygplats och har märkt att det ska vara lite bättre 
med skyltar. 

0P 

43 Tyvärr så har jag ej åkt härifrån tidigare men jag tycker att för oss i Värmland är närheten bra. 0 

44 

-Det lilla utrymmet används bra, men så klart önskar man lite större, lekplats finns redan +++ 
-Samarbete med värmlandstrafik, för att ordna bussförbindelsen! - diskriminering av resenärer 
utan privatbil. 
-ev. jämnare fördelning av avresor, flygplatsen  

0S 

45 Trevligare bemötande vid incheckningen.  0S 

46 Bra 0 

47 Större taxfree!! 0P 

48 Bra som det är. 0 

49 Bussresor hit. Tidningar i samtliga rum.  0S 

50 Inga förslag 0 

51 Svårt att uttala mig. Första besöket 0 

52 Inga förslag 0 

53 Mer bord och stolar i baren 0S 

54 Verkar att fungera bra! Jag är ingen van resenär. 0 

55 
Matutbudet  
Bättre avgångstider 

0P 

56 Matutbud. Första gången här så är svårt 0P 

57 
Större taxfree utbud. 
Modernare inredning 

0P 

58 
* Modernare inredning 
* Större taxfree 

0P 

59 

Information ef. att ha checkat in handbaggage, ex. "ta dörren till höger, sitt ner & vänta i salen 
tills upprop görs i högtalaren"  
Var osäker på vart jag skulle gå ef att ha passerat scannern. 

0S 

60 Utbudet i caféet dåligt. Olika sorters kaffebröd efterfrågas. 0S 

61 Inga förslag 0 

62 Rätt ok 0 

63 Vet ej! 0 

64 inga 0 

65 Inga 0 

66 Direktflyg Sundsvall 0S 
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11.  Appendix 3, SPSS output 

11.1  Scheffe’s tests on the priming conditions 

Multiple Comparisons 

Scheffe 

Dependent 

Variable 

(I) Priming 

conditions 

(J) Priming 

conditions 

Mean 

Difference (I-J) 

Std. 

Error 

Sig. 90% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Producibility 

Control 
Priming S 2,2224* ,50790 ,000* 1,1232 3,3217 

Priming E 1,4811* ,51871 ,019* ,3585 2,6038 

Priming S 
Control -2,2224* ,50790 ,000* -3,3217 -1,1232 

Priming E -,7413 ,51620 ,359 -1,8585 ,3759 

Priming E 
Control -1,4811* ,51871 ,019* -2,6038 -,3585 

Priming S ,7413 ,51620 ,359 -,3759 1,8585 

User_value 

Control 
Priming S ,8633* ,38391 ,084* ,0324 1,6941 

Priming E -,2389 ,39208 ,831 -1,0875 ,6097 

Priming S 
Control -,8633* ,38391 ,084* -1,6941 -,0324 

Priming E -1,1022* ,39018 ,021* -1,9466 -,2577 

Priming E 
Control ,2389 ,39208 ,831 -,6097 1,0875 

Priming S 1,1022* ,39018 ,021* ,2577 1,9466 

Based on observed means. 

 The error term is Mean Square(Error) = 3,647. 

*. The mean difference is significant at the ,1 level. 
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11.2  Scheffe’s tests on user categories 

 

Dependent 

Variable 

(I) User 

type 

(J) User 

type 

Mean 

Difference (I-J) 

Std. 

Error 

Sig. 90% Confidence 

Interval 

Lower 

Bound 

Upper 

Bound 

Producibility 

Frequent 

users 

Non-freq. 1,5654* ,68615 ,078* ,0804 3,0504 

Non-users ,0193 ,69295 1,000 -1,4804 1,5190 

Non-freq. 
Frequent -1,5654* ,68615 ,078* -3,0504 -,0804 

Non-users -1,5461* ,44714 ,003* -2,5139 -,5784 

Non-users 
Frequent -,0193 ,69295 1,000 -1,5190 1,4804 

Non-freq. 1,5461* ,44714 ,003* ,5784 2,5139 

User_value 

Frequent 
Non-freq. ,2612 ,51865 ,881 -,8613 1,3837 

Non-users -,1475 ,52378 ,961 -1,2811 ,9861 

Non-freq. 
Frequent -,2612 ,51865 ,881 -1,3837 ,8613 

Non-users -,4087 ,33798 ,483 -1,1402 ,3227 

Non-users 
Frequent ,1475 ,52378 ,961 -,9861 1,2811 

Non-freq. ,4087 ,33798 ,483 -,3227 1,1402 

Based on observed means. 

 The error term is Mean Square(Error) = 3,647. 

*. The mean difference is significant at the ,1 level. 
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11.3 Estimated Marginal Means 

 

Priming Conditions 

 

 

1. Priming conditions 

Dependent Variable Priming 

conditions 

Mean Std. 

Error 

90% Confidence Interval 

Lower 

Bound 

Upper 

Bound 

Producibility 

Control 7,165 ,490 6,353 7,977 

Priming S 5,499 ,398 4,839 6,158 

Priming E 5,931 ,499 5,105 6,757 

User_value 

Control 7,606 ,371 6,992 8,220 

Priming S 7,496 ,301 6,998 7,995 

Priming E 8,653 ,377 8,028 9,278 

 

 

User Category 

 

 

2. User type 

Dependent Variable User type Mean Std. 

Error 

90% Confidence Interval 

Lower 

Bound 

Upper 

Bound 

Producibility 

Frequent users 6,782 ,658 5,692 7,873 

Non-freq. users 5,164 ,317 4,639 5,689 

Non-users 6,648 ,338 6,089 7,207 

User_value 

Frequent users 7,907 ,498 7,083 8,732 

Non-freq. users 7,838 ,240 7,442 8,235 

Non-users 8,009 ,255 7,586 8,432 
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11.4  The results of chi-square tests 

Chi-Square Tests 

 

 Value df Asymp. Sig. (2-

sided) 

Pearson Chi-Square 20,348a 2 ,000 

Likelihood Ratio 20,910 2 ,000 

Linear-by-Linear Association ,038 1 ,845 

N of Valid Cases 145   

a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 

5,51. 

 

User type * Idea classification Crosstabulation 

 Idea classification Total 

Solution Problem 

User type 

Frequent users 

Count 11 6 17 

Expected Count 5,5 11,5 17,0 

% within User type 64,7% 35,3% 100,0% 

% within Idea classification 23,4% 6,1% 11,7% 

% of Total 7,6% 4,1% 11,7% 

Non-frequent users 

Count 10 57 67 

Expected Count 21,7 45,3 67,0 

% within User type 14,9% 85,1% 100,0% 

% within Idea classification 21,3% 58,2% 46,2% 

% of Total 6,9% 39,3% 46,2% 

Non-users 

Count 26 35 61 

Expected Count 19,8 41,2 61,0 

% within User type 42,6% 57,4% 100,0% 

% within Idea classification 55,3% 35,7% 42,1% 

% of Total 17,9% 24,1% 42,1% 

Total 

Count 47 98 145 

Expected Count 47,0 98,0 145,0 

% within User type 32,4% 67,6% 100,0% 

% within Idea classification 100,0% 100,0% 100,0% 

% of Total 32,4% 67,6% 100,0% 
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11.5  Cronobach’s Alpha 

 

Reliability Statistics in user-value dimension 

 

Cronbach's Alpha N of Items 

.478 3 

 

 

Judge specific statistics 

 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

Judge 1 score in 

user-value dimension 
15.8828 15.590 .117 .608 

Judge 2 score in 

user-value dimension 
14.6000 8.769 .427 .123 

Judge 3 score in 

user-value dimension 
15.0069 8.049 .382 .214 

 



 

 

 

 

 

 


