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Abstract 
 

The purpose of this study is to examine the relationship between the presence of the Arts 
(the arts, and museums) and Entertainment (Sports) industries and the core of the hospital-
ity industry, being hotels and restaurants, in Sweden. More specifically, it deals with how 
the development of sport, the arts and museum industries is related to the development of 
Hotel and Restaurant industries in the country. This has been tested by multiple regression 
models and results do not reject the first hypothesis of the study which is the positive rela-
tionship between the development of Entertainment and Art industries and the growth of 
‘Hotels with restaurant, except conference centers’. Nevertheless, only in the model which 
the dummy variables are applied does the museum industry fail to show any significant re-
lationship for both, the years 2002 and 2010. The results regarding the second hypothesis 
expressed the growth of sport and art industries and how they are positively significantly 
associated with the growth of ‘Restaurants’ but affirmed that the museum industry has no 
considerable association. The results do not also reject the third hypothesis. However the 
growth of hotel and restaurant industries is not strongly related to the growth of museum 
industry in one model pertaining to the year 2010. 
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1 Introduction 

 

The driving forces of why and how people and industries locate has remained an essential 
topic of investigation for many years. According to Florida, Mellander, & Stolarick (2010), 
productive soil, river deltas and other sources of fertile were the reasons for people to lo-
cate in the age of agriculture. This then created the important question of why and how in-
dustries cluster. In this case, by the growth of trade, towns and cities grew along the 
transport routes as “during the industrial age, giant agglomerations of factories, shops, 
warehouses, offices and people swelled near sources of raw materials and major transporta-
tion routes” (Florida, Mellander, & Stolarick, 2010). Recently, Florida (2008) states “re-
gions, like people, have distinct personalities” and usually people feel more fulfilled and 
happy in regions that match closely with their personalities, moreover, he suggests that the 
world is flat and at the same time spiky which generates an ongoing dilemma. The world is 
becoming more interconnected which increases aggregations and the subsequent growth in 
wealth. People are getting more involved in the global economy and interestingly they care 
more about their own ‘well being’ other than the ‘aggregate effects’ (Florida, 2008). On the 
one hand the world is getting smaller due to ‘modern communications’, and on the other it 
is getting ‘spikier’ because of globalization. Even as globalization affects ‘locational cluster-
ing’, it continues to benefit from networks, markets, suppliers and related factors which 
Florida, Mellander, & Stolarick (2010) count as “location paradox”.  

The role of the tourism industry is also important in the new world and the new economy 
to the extent that Giaoutzi & Nijkamp (2006) states “Our world is becoming a global tour-
ist village”. The age of mass tourism is observable at present despite the past which was 
considered as an exceptional activity which occurred once a year in holiday seasons. Cur-
rently, more-so than business trips, many people make leisure trips in short and long peri-
ods hence why holiday seekers shape a large proportion of the general geographical mobili-
ty. The magic potential of tourism is observable in this rapidly growing internationally ori-
ented sector with wide range of economic, social, cultural and environmental effects (Gia-
outzi & Nijkamp, 2006). Previous studies have all emphasized the dramatically growing fea-
ture of the tourism sector, its importance and influences on different aspects within itself 
and other industries. This is to the extent that Seetanah (2001) suggests there exists a tour-
ist-growth nexus which is a dynamic phenomenon - accordingly, the largest sector of the 
travel and tourism industry are hotels, motels and all other forms of accommodation 
(Sloan, Legrand, & S.Chen, 2009). Oh & Pizam (2008) expressed that the word ‘hospitality’ 
has been created to describe hotel and catering activities and creates the impression of 
hosting and hospitableness which prioritizes guest experiences.  Hotel and Restaurant in-
dustries are also counted as two important and effective sectors in the economy. More than 
providing the food and accommodation, Hotel and Restaurant industries are in fact closely 
tied with the consumer’s experiences. In addition, various impacts occur from tourism as-
sociated developments on local populations.  
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Regarding the aim of this study these questions arise. Does the presence of Arts and Enter-
tainment industries in a region also attract more tourists? How does it affect the local peo-
ple and areas? 

To investigate the matter mentioned above further, some new aspects have to be discov-
ered. The consumption attitudes have been changing during the past years and growth of 
hedonic consumption is recognizable. In fact, “hedonic consumption refers to consumers' 
multisensory images, fantasies and emotional arousal in using products” as Hirschman & 
Holbrook (1982) suggest. Some studies are also focused on ‘symbolic consumption and its 
relation to hedonic experiences’ (Hirschman & Holbrook, 1982). Accordingly, the emer-
gence of the term ‘Experience Industries’ clarifies that the value-added and profitability of 
many products and services rely rather on their delivered experience than the physical or 
functional aspects (Power & Gustafsson, 2005). The growth of experience services are due 
to reasons such as “accumulating human capital, income and wealth and an associated shift 
from work to leisure activities” etc. particularly in the developed world including Sweden 
(Andersson & Andersson, 2006). Over the past years, experience economies and its fea-
tures, characteristics, dynamics, influencing factors, challenges etc. are investigated and ana-
lyzed by a great deal of literature. Experience industries create positive externalities con-
tributing to the quality of life. For instance they enhance the prestige of the local area and 
in addition, experience industries provide new economic opportunities and rich environ-
ments attracting workers and tourists (Power & Gustafsson, 2005). Andersson & Anders-
son (2006) investigated how the economics of entertainment and art industries are two im-
portant elements of experience industries and emphasized on their importance particularly 
in the post-industrial economies and the rise of their economic impact over the preceding 
decades. Additionally, demand for entertainment and leisure activities has increased in de-
veloped countries due to the increase of average income and the decline in work devoted 
share of life to less than nine percent. 

 

1.1 Purpose  
 

This study aims to explore how the presence of Entertainment and Art industries (E&A), 
specifically Sport, the Arts and Museums, affect the core of the hospitality industry i.e. ho-
tels and restaurants (H&R) in Sweden. 

 

1.2 Limitations 
 

Since the study uses cross-sectional data, a large sample size and the results of most regres-
sions which show positive relationships between dependent and explanatory variables, it 
should be noted that a Heteroskedasticity problem might occur. Consequently, it would be 
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better to apply a Heteroskedasticity test to make sure that the study benefits from the best 
models.   

Another limitation is that this study only uses ‘hotels with restaurants, except conference 
centers’ as a dependent variable and hotels without restaurants or hostels are not applied 
according to missing data. 
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2 Theoretical Framework 

 

2.1 Hedonic Consumption and Experience Economy 
 

“Symbolic aspects of products” has been a topic of investigation since the 1950s. During 
the 1960s “congruence between the lifestyle a consumer chose and the symbolic meaning 
of the products he/she purchased” was an important debate combined with research con-
ducted in the 1980s by Hirschman, Holbrook and Levy that noted there is still much to 
understand both conceptually and pragmatically about esthetic, intangible and subjective 
aspects of consumption (Hirschman & Holbrook, 1982). Hirschman & Holbrook, (1982) 
highlighted how ‘emotional involvement’ is attached to the consumption of products, and, 
over the last decades transformation of consumption occurred and hedonic consumption 
was found to be rising. Hirschman & Holbrook (1982) conveyed that “hedonic consump-
tion designates those facets of consumer behavior that relate to the multisensory, fantasy 
and emotive aspects of one’s experience with products”. The hedonic consumption per-
spective indicates the products as ‘subjective symbols’ rather than ‘objective entities’. What 
the product represents is considered more valuable than what the product actually is 
(Hirschman & Holbrook, 1982). 

Experience industries which are well-known as intangible product producers, according to 
Öner (2010), are growing rapidly and have become increasingly more important during the 
last few decades due to their high annual growth rate, large number of employees and ex-
tensive turnover (Power, 2005).  Experience services, including Entertainment and Art, 
have shown an increasing economic impact compared to several decades ago (Andersson 
& Andersson, 2006). Consequently, it has been stated that the combination of various fac-
tors such as the associated shift from work to leisure activities, income and wealth and ac-
cumulating human capital, are some of the main reasons behind this increase (Andersson & 
Andersson, 2006). Nevertheless, the term ‘experience industries’, generates confusion due 
to it encompassing traditional goods and services to purely experience based events such as 
concerts. In this case, the economy is deemed as a collection of industries and sectors that 
have their own needs and logics. However, because it can be argued that all products gen-
erate some type of experience for the consumer, it becomes difficult to separate and seg-
ment them into generic or experience-based. Nonetheless, because the world is shifting 
towards an experience economy, it should be highly considered. (Power & Gustafsson, 
2005). 

The economic transformation process, according to Pine and Gilmore (1998), begins with 
Agrarian economy and is followed by goods-based Industrial economy, Service economy 
and finally Experience economy. Experience economy is a new concept in economics 
which is a diverse economic offering, different from services as services are different from 
goods (Pine & Gilmore, 1998). In today’s economy many businesses are surrounding their 
traditional offerings by experiences for further selling. Economists typically lumped experi-
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ences in with services but in experience economies “the way how the product is consumed 
became a part of the product” (Öner, 2010) consequently, the experience is as real as the 
offerings and services and it is not easy for the established companies to shift from selling 
services to selling experiences. However, they are required to go to the next stage of eco-
nomic value to upgrade the offerings (Pine & Gilmore, 1998). Pine & Gilmore (1998) em-
phasized “As goods and services become commoditized, the customer experiences that 
companies create will matter most”. The example of providing a birthday cake can be a 
good indicator for the economic transformation process - in the agrarian economy raw 
commodities come from nature to the traditional farm markets. Pine & Gilmore (1998) 
noted “Mothers made birthday cakes from scratch, mixing farm commodities (flour, sugar, 
butter, and eggs) that together cost mere dimes”. Then the introduction of a goods-based 
economy was the result of rapid industrialization whereby, for example, “moms paid a dol-
lar or two to Betty Crocker for premixed ingredients”. This time, processed and packaged 
goods started to be sold in the modern markets. Service economy is the next level which is 
a milestone within this economic transformation process. “Busy parents ordered cakes 
from the bakery or grocery store, which, at $10 or $15, cost ten times as much as the pack-
aged ingredients” (Pine & Gilmore, 1998). Regarding the experience economy, Pine & 
Gilmore (1998) mentioned that “Parents neither make the birthday cake nor even throw 
the party, instead, they spend $100 or more to ‘outsource the entire event” by a “business 
that stages a memorable event for the kids and often throws in the cake for free”. Due to 
"The Progression of Economic Value" the price of the product multiplies on the basis of 
the added values “such as: technology in goods-based economy, extra labor force in service 
economy and finally the experience” (Öner, 2010).   

The term experience industries in Sweden was established around 1999-2000. It was influ-
enced by debates associated with what identified as ‘creative industries’ in UK in the middle 
and late 1990s and a series of reports regarding the existence and importance of what they 
called ‘experience industries’ were prepared for the Swedish economy during that time 
(Power & Gustafsson, 2005). Power (2002) states “Cultural industries make an important 
contribution to the Swedish economy and labor market”. 

 

2.2 The connection between the Experience, Tourism and 
Hospitality Industries 

 

Previous studies have indicated how strongly tourism, hospitality and experience industries 
are tied together from different perspectives. The dividing line between tourism, hospitality 
and leisure is difficult to draw and the activities they merge with each other are tied closely 
(Mawson, 2000). McCabe (2009) noted “At the heart of every tourism and hospitality activ-
ity, experience is an act of communication”. Also, Cernat & Gourdon (2012), emphasized 
the Hospitality and Entertainment & Art Industries are important elements of tourism in-
dustry. Evening entertainment (cinema, casino, etc.) and tourism facilities (accommodation, 
restaurants, etc.) are mentioned within the variety of different types of tourism assets ac-
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cording to WTO-OMT (Cernat & Gourdon, 2012). Tourism assets can be considered as an 
assessment of the ‘potential of tourism development’ and the way a country exploits its 
own assets is also very important. Creating strong links that connects tourism and other 
different economic sectors positively affects the overall economy. Indeed, tourism can 
strengthen those sectors and make benefits for the economy (Cernat & Gourdon, 2012). 

During the latter half of the 20th century, tourism has appeared as one of the world’s most 
prominent socio-economic sectors (Cernat & Gourdon, 2012) with the dramatic growth 
making it a mass phenomenon in assisting economic development (Kytzia, Walz, & 
Wegmanna, 2011). Some studies have also emphasized that “Attitudes toward tourism have 
become a social psychological issue” (Chuang, 2010) with the tourism industry becoming 
involved in the growing share of discretionary income and new opportunities for regional 
development (Giaoutzi & Nijkamp, 2006). Within the experiences, tourism is categorized 
in the memorable experiences. Most of the studies have argued that the tourism industry is 
a combination of activities and relationships and emphasized on its multi-sectoral nature. 
According to Vanhove (2011), conceptually, tourism has five characteristics: It is an amal-
gam of phenomena and relationships, a dynamic element (the journey) and a static element 
(the stay) - involved within these phenomena and relationships, it depicts activities distinct 
from resident and working population of the places, temporary and short-term movements 
to destinations are considered and visits are not connected to work and employment pur-
poses.  

McCabe, (2009) emphasized hospitality services are intrinsic to the tourism industry. The 
hospitality industry is not only about passing strangers but serves a wider range of client’s 
needs. Hospitality services shape a vital aspect of any community with enough synergies 
link hospitality and tourism in terms of the issues, contexts and challenges (McCabe, 2009). 
Thus, a close relation between tourism and hospitality concepts seems reasonable.  

“Hospitality in the historical sense concerns a duty of charitableness, offering protection 
(shelter) and succor (food and drink) to ‘strangers’” (McCabe, 2009). In the past, hospitality 
studies have been focusing mostly on the commercial orientation and management of the 
hospitality industry more than the ‘intuitive and humanistic’ nature of hospitality in the ‘so-
cial domain’ (McCabe, 2009). Accordingly they suggest hospitality’s conventional definition 
as “the provision of domestic labour and services for commercial gain” which includes ser-
vices for accommodation and food in hotels and restaurants offered for sale. McCabe 
(2009) emphasizes on the clarity of hospitality’s socio-anthropological aspects and even the 
‘lifestylisation’ trends of hospitality, which indicates how hospitality characterized as ‘a life-
style consumer activity’ and ‘reward for hard work in advanced consumer economies’. He 
mentions “hospitality services are much more than simply about selling food and drink or 
providing people with a roof over their head for a night” (essential or basic needs of life) 
they are rather “delivered as a consumer experience” and becoming an ‘experiential con-
sumer good’ that are aiming satisfying ‘consumers’ emotions’. Lashley (2008) also high-
lights the deep and strong effects of behaviors of societies on travelers and strangers illus-
trating how hospitality is ‘rooted in social engagement’. Pizam & Shani(2009) have men-
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tioned the hospitality industry is one of the world's largest and most important industries, 
where the key focus is on meeting both the guest’s physical and emotional needs.  

Sweden is ranked within the top 20 of European tourism destinations (Bohdanowicz, 
2006). The tourism sector in Sweden is developing with total sales increasing by 6.4 percent 
parallel to the increase of employment. In Sweden, tourism is of a high concern for policy-
makers since it is of great importance in local and regional development. While many tradi-
tional industries have reduced employment since 2000, tourism in Sweden created 31,500 
new jobs and in 2011 it contributed 162,300 jobs (Terpstra, 2011). Total tourism revenue 
from Swedish leisure travelers accounted for about 45 percent, Swedish business travelers 
for over 17 per cent and travelers from abroad for more than 37 percent. Sweden is taking 
advantage of this increase on the basis of its attractive destinations and facilities, culture 
and nature attractions based upon the demand of both leisure and business travelers (Terp-
stra, 2011). In the Swedish economy, 2.9 percent of the GDP in 2011 has been built from 
the tourism sector with an additional 7.1 percent of household income spent on domestic 
tourism and almost one third of what tourism brought for Swedish economy was visitor’s 
expenditure from foreign countries (Terpstra, 2011). The policies regarding the tourism 
sector have created a powerful attraction and long-term competitive tourism industry em-
phasizing on employment and sustainable growth in every part of the country. In order to 
achieve these objectives related to tourism development; effective coordination and com-
mon strategy for all the authorities and activities, even those who are not primarily involved 
in tourism industry are emphasized. Also, in order to promote tourism directly or indirect-
ly, many resources are taken into consideration in a wide variety of sectors in regional and 
national level. Highlighted attraction resources with significant impact on the development 
of tourism opportunities in Sweden are heritage sites and infrastructure (Terpstra, 2011). 

Swedish Hotels and Restaurants Associations (SHR) mentioned the hotel and restaurant 
sector of Sweden as an important part of Swedish society, trade and industry. In Sweden, 
between 1994 until 2004, restaurant sales grew by 65% (from SEK28 billion to 46 billion) 
(Gustafsson, Åsa, Johansson, & Mossberg, 2006). In Western countries because people 
prefer to eat out more often, the growth of the restaurant industry is fast. The numerous 
factors behind this include having greater disposable income. The investigation of social 
and economical history of restaurants in Sweden is based upon the studies from many dec-
ades ago and also through the time of Urbanization and Industrialization in Sweden 
(Koskikallio, 1985). 

 

2.3 Cultural Infrastructure (Museums, sports) 
 

Important concepts regarding the cultural infrastructure which also focus on stadiums and 
museums is expressed by Andersson & Andersson (2006). Many works of arts and enter-
tainment such as museums, stadiums, theatres, temples, churches and amusement parks are 
categorized in the tangible cultural infrastructure characterized as ‘large durable objects’. 
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These are ‘durable consumer goods’ in their own right that change much slower than other 
cultural goods and services. Infrastructure is defined as “the combination of durability and 
collectivity” and cultural infrastructure is in fact partly intangible and partly tangible (An-
dersson & Andersson, 2006). All the cultural ideas (which Andersson & Andersson (2006) 
called the ‘recipes’ of culture) comprise of the intangible infrastructure. Architecture is rep-
resented as the most visible tangible infrastructure as Andersson & Andersson (2006) not-
ed, whereas the ‘tangible cultural infrastructure’ has the ‘intangible infrastructure of ideas’ 
as a precondition that can be altered from one sort of infrastructure to another. Tangible 
cultural infrastructure is mostly the built environment and in that an “especially obvious in-
terplay between the tangible and intangible” is recognizable (Andersson & Andersson, 
2006). Furthermore, ‘more rapidly changing cultural activities’ from sporting events and 
exhibitions to festivals and concerts are supported by ‘tangible infrastructure’. Since differ-
ent ‘geographical locations’ have different capabilities for supporting ‘cultural production 
and consumption’ according to (Andersson & Andersson, 2006), concepts regarding the 
locations should be discussed. 

   

2.4 Creative Economy, Location, Agglomeration economies 
and Urbanization 

 

The role of place in the economy and society should be highly considered since it is very 
effective on different aspects of society. Previous literature which explores the growth of 
location theories indicates different reasons for clustering certain industries in certain loca-
tions. A number of geographers and economists using theories of pioneers of this field, 
started to synthesize location theory with other economic fields (North, 1995) and many 
studies explored the concepts of clustering and agglomeration. Marshall (1890) presented 
‘The Concentration of Specialized Industries in Particular Localities’, in fact, Marshall 
(1890) discussed basic theory about reasons for industries and firms to cluster or agglomer-
ate. Based upon the ideas of Marshall (1890), Ellison, L. Glaeser, & R. Kerr (2010) declare 
that different types of transportation costs noted as costs of moving goods, people and 
ideas, decreases because of agglomeration of industries. Moreover, “Firms, locate near one 
another to learn and to speed their rate of innovation” (Ellison, L. Glaeser, & R. Kerr, 
2010). Andersson & Andersson (2006) noted “Clustering is a common spatial manifesta-
tion of agglomeration economies. Clusters are due to the various advantages of co-locating 
similar production and consumption activities” and on the basis of Marshall’s (1890) ideas, 
Andersson & Andersson (2006) state close geographical proximity makes the new 
knowledge distribution easier for producers. In addition, consumption clusters decrease 
search costs for consumers and are also a key resource of innovation for firms as interac-
tion between consumers and producers improves.  

Different points of view argued the ‘Role of place in our economy and society’ as Florida 
(2002) mentioned, and in contrast with some other debates he suggests, the geography mat-
ters in the new economy. “The high-tech, knowledge based and creative-content industries 
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that drive so much of economic growth continues to concentrate in specific places” (Flori-
da, 2002) so much so that the role of places is important in the growth of creativity, inno-
vation and new industries. The role of ‘place and community’ is now more vital than any 
time before. Indeed, the economy grows from concentration of people in places and Flori-
da (2002) mentioned various theories about important role of place in economic and social 
life. One theory proposes that the ‘tendency of firms to cluster together’ is the reason for 
the continued importance of place as a ‘locus of economic activity’. This theory discusses 
in order to achieve productive efficiencies clustering must occur and emphasized the fact 
that the clustering of firms (similar firms) occur in “agglomerations”. The reason can be the 
‘tight linkages between firms’ or ‘positive benefits of co-location’ (“spillovers”), or the ne-
cessity of ‘face-to-face’ contact, but Florida (2002) believed ‘people’ are the true reason of 
clustering.  

In the ‘time-driven Creative Economy’ the remarkable ‘source of competitive advantage’ 
for companies are the talented people and their innovation (Florida, 2002). Another theory 
is ‘social capital theory’ that depicts ‘tight-knit communities’ with strong ties between firms 
and people as a social capital, which is also a driving force for regional economic growth. 
However, it is also noted that the Creative Class prefers communities to have the potential 
of building a broad variety of relationships and opportunities with loose ties, rather than 
strong ties and long-term commitments (Florida, 2002).  

Although it is mostly assumed that people’s choice of where to live and work is dependent 
on the best job positions, this choice is in fact more on the basis of their lifestyle interests 
as Florida (2002) noted. Indeed, ‘Creative class’ as Florida (2002) suggests, is continuously 
forming profound changes in people’s desires and values, the ways of working and even 
every aspect of their everyday life. Creative class encompasses more than one third of the 
nation’s work place (Florida, 2002) to the point creativity is the driving force of the creative 
class to become society’s dominant class and also the driving force for economic growth 
and reshaping the world (Florida, 2002).   

Florida (2002) defined the creativity as “the ability to create meaningful new forms” and 
highlighted creativity as the ‘fundamental source of economic growth and the rise of the 
new creative class’. According to Florida (2002) the key reason for changes in society and 
economy is the human creativity. Even most experts emphasize that technology is the main 
reason behind the wide range of changes in societies; indeed, the ‘truly fundamental’ 
changes in societies are coming from the way people live and work.  

Florida (2002) noted the societies’ changes are ‘perfectly sensible and rational’. In fact, the 
way people’s lifestyle, leisure activities, workplaces, communities and everyday life alter, are 
the driving forces of social changes (Florida, 2002). People in entertainment and arts are 
among the other sectors counted as core of the Creative Class beside engineering, architec-
ture, design and education, “whose economic function is to create new ideas, new technol-
ogy and/or new creative content” (Florida, 2002).  Some themes expressed by Florida 
(2002) regarding the choice of creative class for where to live are first, they move to ‘Crea-
tive centers’ from ‘working class centers’. Second, besides the high concentration of Crea-
tive Class, Creative centers encompass high concentration of ‘creative economic outcomes 
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in terms of innovations and high-tech industry growth. They also generate ‘regional validi-
ty’ through the rise of population and employment. Third, the key to success for Creative 
Centers is the fact that creative people prefer to live in them, since, Creative Centers pre-
sent the proper environment for different types of creativity such as cultural, artistic, tech-
nological etc. to develop. Fourth, rather than ‘physical attractiveness of the cities’ Sport fa-
cilities, tourism, entertainment districts etc., the Creative Class move to Creative Centers 
because of their “abundant high-quality amenities and experiences, an openness to diversity 
of all kinds and above all else the opportunity to validate their identities as creative people” 
(Florida, 2002).    

Recently, in addition to the importance of cities and their effect on clustering, creativity and 
the associated economic growth - new studies have investigated the creative class and hu-
man capital through the field of Experience Economy. Before going through the im-
portance of cities, it is good to have a look at human capital theory in order to gain a deep-
er understanding of what the human capital is, how they are attracted to and affect certain 
places.  

The human capital theory states “economic growth will occur in places that have highly 
educated people” (Florida, 2002). Clustering of “human capital” (Florida, 2002) is even 
more critical for economic growth than the clustering of companies and is the idea behind 
the theory of ‘city and regional growth’. Regional growth rather than making business easi-
er requires highly educated, productive people, as Florida (2002) mentioned, and is also af-
fected by ‘the location choices of creative people’ who are holding Creative capital and 
want places that are open to new ideas, diversity and tolerance (Florida, 2002). The prefer-
ences of creative people in places can be summarized by thick labor markets, lifestyle, so-
cial interaction, diversity, authenticity, identity, creative friends and quality of place (Florida, 
2002).              

After discussing regional development and human capital, it is important to discuss the role 
and importance of urbanization and its effect on attracting human capital and consequently 
economic growth.  

Decades ago, Jane Jacobs (1969) introduced cities as ‘primary economic organs’ and pro-
posed that even rural productivity is based on city productivity. The first host for develop-
ment of tangible goods and services are cities which then attracts innovation and creativity 
followed by the gathering of creative people via diversity, which leads to economic growth 
(Jacobs, 1969). Cities are the ‘organized geographic production systems and markets’ in ad-
dition to being the place for talented people to cluster as Florida (2008) emphasized. 
Providing various ranges of service industries, aesthetics, amenities and physical settings by 
a city is presented as essentially important factors of attractiveness, consumption and pros-
perity of the future for the urban region. In the study by Glaeser, Kolko and Saiz (2001) 
they proposed the effective role of attractiveness of the urban area as a significant reason 
behind the consumer’s agglomeration. Florida (2008) noted the reason for cities, which are 
driving the world forward, to be the ‘true economic units’ is the clustering force. “Cluster-
ing force” is the power behind economic growth based upon ‘clustering of people and 
productivity, creative skills and talents’ (Florida, 2008). According to Gleaser et al (2001), 
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clustering has a vital responsibility for urban density, as an influencing feature for attrac-
tiveness. Indeed, human capital is affected by attracting factors such as aesthetics and 
amenities for absorbing to the cities and the economic validity is additionally coming to the 
cities by the consumption of human capital.   

After discussing the concepts of human capital, the role of cities and clustering, in order to 
achieve a profound understanding of ‘Agglomeration’, it is important to have a review on 
Agglomeration economies, economies of scale and economies of scope concepts.  

Florida, Mellander, & Stolarick (2010) mentioned “Economies of scope stem from the abil-
ity to take advantage of other related and co-located activities” and stated the example of 
the increase in demand for musicians by more dance troupes or musical theatre produc-
tions. Most of experience industries can potentially benefit from economies of scope 
(Öner, 2010; Andersson & Andersson, 2006).  

Economies of scale appear “when there is a need for a larger marketplace in order to sup-
port the economic activity” (Florida, Mellander, & Stolarick, 2010). The ‘total number of 
units produced’ and ‘the final market size’ are key indicators of scale and the size of the 
scale economies increases with the size of region in order to achieve sufficient demand 
(Öner, 2010). ‘Internal scale economies’ and ‘external scale economies’ are two parts of 
economies of scale (Andersson & Andersson, 2006).  Internal scale economies are related 
to the decrease in average cost of production by increase in total output (Öner, 2010).  

‘External scale economies’ or ‘agglomeration economies’ are defined as “the economic 
benefits of co-locating individuals or firms” (Andersson & Andersson, 2006). This concept 
is complex as it is also divided in two sub categories as ‘Localization economies’ and ‘Ur-
banization economies’ (Öner, 2010). The “localization of economies relates to the clusters 
occurring in local areas as specialized industrial districts” (Öner, 2010) and Urbanization 
economies regards to what was discussed previously in this part as ‘diversity’ where it is the 
key factor in bringing innovation via human capital in locations.    

The production of entertainment and arts in different places is not equally propitious as 
Andersson & Andersson (2006) noted. Cultural products are more likely to economize on 
the production cost in agglomerations of human capital and the cities. Exploiting the inno-
vation leading new ideas is also easier in cities and agglomerations of human capital due to 
the ‘localized consumption’ for a lot of products within entertainment and the arts and also 
their ‘high knowledge content’. Agglomeration economies of production are important for 
almost every cultural goods and services and more essential than different other sectors 
(Andersson & Andersson, 2006). Concentration of entertainment and art activities in richer 
and denser regions are important for having larger demand and taking more advantage, 
while ‘new spatial patterns of production, distribution and consumption’ are occurring 
steadily worldwide (Andersson & Andersson, 2006). 

Öner (2010) emphasized that the relation between diversity and size of the location seems 
strong in Sweden on the basis of the previous empirical studies and the urbanization theo-
ries regarding diversity and the role of that on the human capital, clustering and economic 
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growth.  In Sweden, “the local labor markets remains ‘local’” as during the last 40-50 years 
the number of regions decreased but at the same time, the size of the local labor market in 
those regions has increased whereas the time distances between regions declined geograph-
ically (Öner, 2010). 

 

2.5 Sweden and Experience industries 

 

Leisure and recreation has been an important topic of investigation in previous literature. 
They are considered as essential and inseparable features of modern life (Kraus R. G., 
1998). Leisure is not easy to define as it somehow means different things to different peo-
ple (Kathleen A. & Ibrahim, 1999; Vogel, 2001). According to Vogel (2001) in a classical 
approach “Leisure implied both availability of time and absence of the necessity of being 
occupied”. A more recent approach, explained by Vogel (2001) expresses leisure has been 
“conceptualized either as a form of activity engaged in by people in their free time or, pref-
erably, as time free from any sense of obligation or compulsion”. Nowadays, mostly leisure 
activities characterize the time that is not spent at work, since there are obligations at work 
(Vogel, 2001) combined with Kathleen A. & Ibrahim’s (1999) observation that “there is no 
universally agreed-on definition” for recreation. Building on Kraus R. G. (1998), recreation 
makes up for a major force in today’s national and local economies and creates millions of 
jobs within a variety of fields such as travel and tourism, popular entertainments and the 
arts, and professional sports. Interestingly, Vogel (2001) mentioned that entertainment also 
means different things to people and defined it as something that “produces a pleasurable 
and satisfying experience. The concept of entertainment is thus subordinate to that of rec-
reation: It is more specifically defined through its direct and primarily psychological and 
emotional effects”. The basis for the demand or consumption of entertainment products 
and services is the fact that “entertainment encompasses activities that people enjoy and 
look forward to doing, hearing, or seeing” and this is in contrast with other activities, re-
sponsibilities and a host of things that are disagreeable according to Vogel (2001).  

Time Availability, as Vogel (2001) noted is a precondition for recreation where “‘free’ time 
is used for doing things and going places with the emphasis on activity more closely corre-
sponding to the notion of recreation” Vogel (2001). The values, tastes, relationships, choic-
es and even the use and sense of time are changing for people (Florida, 2002). Since time is 
an unalterable constraint, every individual on the basis of the time constraint has to choose 
how much time to allocate to work and how much to leisure (including sleep). Over time, 
with the rise of the proportion of real wage rate growth and labor productivity growth, per 
capita leisure time is expected to increase (Andersson & Andersson, 2006).  

Previous studies show planning for leisure time has been an important issue in Sweden for 
many years with the government paying too much attention to it. Tobé (1971) mentioned 
that Swedes had 120-150 days free in 1972; therefore it is important to investigate how they 
want to spend their leisure time. “The answer from 22 per cent of urban people is hobbies 
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of some sort and 21 per cent of them have answered outdoor life -several kinds of sports, 
visits to holiday cottages, fishing, etc.” (Tobé, 1971). Tobé (1971) also depicted the plan-
ning for leisure in Sweden is a ‘problem’ due to the rise of leisure time. An official commit-
tee estimated the necessity of areas regarding leisure purposes of different kinds (Tobé, 
1971). This indicates planning required for leisure activities is still of significant importance. 
Tobé (1971) highlighted that the planning for urban development cannot be separated 
from planning for leisure in Sweden and emphasized that for the same area there is always 
competition for planning and it is important to have accessible open countryside for people 
and to preserve it as they have been used by an increasing number of the population from 
urban regions. “For  this reason  it  is  also  essential  that  areas  for scientific  and  social 
preservation  be  given preference  in competition  with  areas  for cottage settlements”. 

As mentioned also by Andersson & Andersson (2006), between the years 1870 and 1979 
the number of working hours in Sweden decreased significantly (from 2945 annual working 
hours to 1461) as it is indicated among other selected OECD countries (Western European 
and North American countries). Hence, a remarkable increase in leisure time consumption 
is obvious in Sweden. Increase in wages and leisure time (which are interdependent and 
complementary factors) can be signified as driving forces for the increasing tendency of 
people for more entertainment, the arts and recreation consumption for experience inten-
tion. According to the previous discussion regarding experience economy, income and lei-
sure time, it is expected that the entertainment and art consumption will increase in future 
as well.    

Consumer goods are conventionally categorized into necessities, normal and luxuries in 
economics on the basis of the sensitivity of income to the goods and services. Therefore, 
“Income elasticity” and “Price elasticity” imply the change in demand by a one percent 
change in income or price, which are used as the measurements for estimating the change 
in demand (Andersson & Andersson, 2006; Öner, 2010). According to Andersson & An-
dersson (2006) estimated income elasticity for entertainment and art products which is 
greater than unity implies that the product is a ‘luxury good’, hence; the allocated share of 
income to the consumption of goods would increase over time. If it does not increase the 
reason would be a decrease in income or other consumption-influencing factors. According 
to previous literature, the demand and supply of entertainment and art goods are depend-
ent on the development of the “total real disposable income of households” and some oth-
er macroeconomics conditions (Öner, 2010; Andersson & Andersson, 2006; Vogel, 2001). 
The key reason for raise in expenditures on recreational goods and services of individuals 
and households is the ‘economic growth in terms of national per capita income or product’ 
(Andersson & Andersson, 2006). Sweden is second after Japan in the ranking of ‘Long 
term growth rates of real per capita GNP in different market economies, during 1870-1979 
and 1870-2002, percent per annum’ (Andersson & Andersson, 2006). Also, the growth rate 
in Sweden like the other 15 countries in the rankings have no substantial changes and is 
quite moderate. Also, it is evident that in many advanced economies the allocated share of 
‘total disposable income or consumption expenditures’ to entertainment, the arts and other 
leisure consumption has been increasing (Andersson & Andersson, 2006). In this case, 
Sweden was 3rd in the ranking of ‘Recreation consumption (i.e. arts and entertainment) be-
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tween 1975 and 2002 after the UK and Norway. By the year 2030, it would not be unex-
pected to have this ‘share to exceed 15 percent of consumer expenditure’ (Andersson & 
Andersson, 2006). 
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3 Methodology   

 

Statistics Sweden (Swedish: Statistiska centralbyrån, SCB) has been used as a database for 
this study. The employment changes of 2002 and 2010, within entertainment and art indus-
tries, and Hotel and Restaurant industries in Sweden were taken into account as required 
variables. Pre-determined 5 digit ‘SNI’ codes, ‘Swedish Standard Industrial Classification 
codes’, for specific activities within E&A and H&R industries were found. The industry 
types and SNI codes within Art and Entertainment as independent variables and Hotel and 
Restaurant industries (Hospitality industry) as dependent variables is shown in the follow-
ing parts. First, in the process of running the regression models, certain SNI codes were se-
lected, then aggregated on the municipality code and merged with hospitality data. Looking 
at the percentage change of employment in one industry is necessary, since, in absolute 
terms if a place is substantial then it can be expected that the levels of employment are also 
considerable and the change will actually express to what degree that industry is represent-
ing that fact. 

 

3.1 Hypotheses of the Study 
 

Three hypotheses are examined regarding finding the relationship between Entertainment 
(Sports) and Arts(The Arts and Museums) industries with The Core of Hospitality Industry 
(Being Hotels and Restaurants), based upon the previous investigations and theories.   

1. ‘Hotels with restaurant, except conference centers’, are expected to be positively af-
fected by the presence of the arts, Museums and Sports in Sweden. The percentage change 
in employment of dependent and independent variables is applied as an indicator of the re-
lationship between the development of E&A and H&R sectors.  

2. ‘Restaurants’ are expected to be positively affected by the presence of the arts, Mu-
seums and Sports in Sweden. The percentage change in employment of dependent and in-
dependent variables is applied as an indicator of the relationship between the development 
of E&A and H&R sectors. 

3. ‘Restaurants’ and ‘Hotels with restaurant, except conference centers’ are expected 
to be positively affected by the presence of the arts, Museums and Sports in Sweden. The 
percentage change in employment of dependent and independent variables is applied as an 
indicator of the relationship between the development of E&A and H&R sectors. The 
combination of the employment of both, ‘Restaurants’ and ‘Hotels with restaurant, except 
conference centers’, is taken into account. 
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3.2 Data Collection 
 

Secondary data has been collected and used in this study in order to run multiple regression 
models. Sweden is divided into 290 municipalities in 21 counties. The employment of the 
concerned industries in the years 2002 and 2010 for all these municipalities has been used. 
Two data sets have been drawn upon to run the multiple regression analysis for testing the 
hypothesis. One set for the main models and one set for the base models to have an under-
standing of how the model works on the base level. The main models explain changes with 
changes and base models explain levels with levels.  

The percentage changes in employment for all the variables has been considered as one set 
of data used for running the regressions regarding the main models of the study. To have  
control on the market size, the log transformation of population for the year 2002 for all 
the municipalities is applied in the main models. Based upon the theories and concepts, the 
regression results show that using the percentage change in employment of industries is not 
efficient for explaining the aim of the study. Hence, to have an understanding of how the 
model works on the base level the two base models for both 2002 and 2010 has been con-
ducted. In the base models the log transformation of data in all the industries and popula-
tion within the municipalities has been used as well. The multiple regression interpretations 
of base models illustrate the relationship between the dependent and independent variables 
in the level. 

 

3.3 Models 
 

The models of the study are divided into three groups. One group consists of fifteen mod-
els which were assigned as the main models for the study. Due to the doubtful results of 
the regressions regarding the main models, two other groups of models have been devel-
oped. Those groups are named as 2002 and 2010 models where each group has fifteen 
models. Five regression models were developed for each dependent variable in each group. 
In total, forty-five regression models examine the study purpose. The models are presented 
below; 

Group 1: Main models  

∆Hot/∆Rest/∆HotRest = β0 + β1 (∆Sports) + β2 (Ln_Population) + ε 

∆Hot/∆Rest/∆HotRest = β0 + β1 (∆Arts) + β2 (Ln_Population) + ε 

∆Hot/∆Rest/∆HotRest = β0 + β1 (∆Museums) + β2 (Ln_Population) + ε 

∆Hot/∆Rest/∆HotRest = β0 + β1 (∆Sports) + β2 (∆Arts) + β3 (∆Museums) + β4 
(Ln_Population) + ε 
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∆Hot/∆Rest/∆HotRest = β0 + β1 (∆Sports) + β2 (∆Arts) + β3 (∆Museums) + β4 
(Ln_Population) + β5 (D) + ε 

The main models used for the study relating to the dependent variables which is ∆Hot for 
hypothesis 1, ∆Rest for hypothesis 2 and ∆HotRest for hypothesis 3. 

The percentage changes of employment for each sector in each municipality for each vari-
able have been found. Based upon the theories and concepts, the results show that changes 
in employment of the variables is not an efficient indicator for the relationship between the 
industries. Thus, similar models developed and the log transformation of the employment 
data for 2002 and 2010 were used instead of changes. Therefore, thirty models were devel-
oped and split evenly for the data of industries for 2002 and 2010 resulting in fifteen for 
each time period.  

Group 2&3: 2002 models & 2010 models  

Ln_Hot/ Ln_Rest/ Ln_HotRest = β0 + β1 (Ln_Sports) + β2 (Ln_Population) + ε 

Ln_Hot/ Ln_Rest/ Ln_HotRest = β0 + β1 (Ln_Arts) + β2 (Ln_Population) + ε 

Ln_Hot/ Ln_Rest/ Ln_HotRest = β0 + β1 (Ln_Museums) + β2 (Ln_Population) + ε 

Ln_Hot/Ln_Rest/Ln_HotRest = β0 + β1 (Ln_Sports) + β2 (Ln_Arts) + β3 
(Ln_Museums) + β4 (Ln_Population) + ε 

Ln_Hot/Ln_Rest/Ln_HotRest = β0 + β1 (Ln_Sports) + β2 (Ln_Arts) + β3 
(Ln_Museums) + β4 (Ln_Population) + β5 (D) + ε 

Regarding 2002 models & 2010 models, Ln_Hot is associated to hypothesis 1 and then de-
pendent variables have been replaced with Ln_Rest associated to hypothesis 2 and 
Ln_HotRest associated to hypothesis 3. 

 

3.4 Dependent Variables  
 

Hot. ‘Hotel with restaurant, except conference centers’ (HwR) is the industry which this 
dependent variable indicates. This dependent variable has been used in five of the regres-
sion models in each set of the fifteen models to understand its relationship with explanato-
ry variables. The percentage change in employment in each municipality at 2002 and 2010 
for this industry in the main models and the log transformation of the data in 2002 models 
and 2010 models are taken into account to run the regressions aiming testing the first hy-
pothesis.  

Rest. This dependent variable represents ‘Restaurants’ which is considered in five of the re-
gression models in each set of models to test the second hypothesis. The percentage 
change in employment of restaurants for 2002 and 2010 in the main models and the log 
transformation of data for each municipality in Sweden for 2002 models and 2010 models 
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considered in order to investigate the relationship between the independent variables and 
‘Restaurants’.   

HotRest. Combination of ‘Hotel with restaurant, except conference centers’ and ‘Restau-
rants’ data has given this dependent variable which is used in five of the regression models 
for each set of models, regarding testing the last hypothesis. This time the percentage 
change in employments in each municipality for 2002 and 2010 in the main models and the 
log transformation of data for 2002 models and 2010 models has also been used and the 
data from these two industries were added up first.     

 

3.5 Explanatory Variables 
 

Sports. This independent variable consists of four different sporting activities which are the 
operation of golf courses; operation of arenas, stadiums and other sports facilities; Sports-
men’s and sports clubs activities; and horse racing activities in Sweden. The percentage 
change in employment values of 2002 and 2010 of each municipality for those four differ-
ent sporting activities has been used in the first five regression models. In order to have the 
percentage changes the sum of those employment values of the activities has been taken in-
to consideration first. The log transformation of data regarding this variable had been used 
in the models of 2002 and 2010.  

Arts. This explanatory variable covers two certain artistic activities in Sweden that are artis-
tic and literary creation and interpretation; and the retail sale of art; art gallery activities. 
Firstly the combination of employment values of two activities for 2002 and 2010 has been 
taken into account and then the percentage change in employment values of each munici-
pality were used in the regressions. Secondly, the log transformation of data has been ap-
plied in the regressions of 2002 and 2010.   

Museums. As this explanatory variable only encompasses one activity as Museums activities 
and preservation of historical sites and buildings in Sweden, the percentage change in em-
ployment values of 2002 and 2010 for this variable for each municipality were counted in 
order to run the regression models. In addition the log transformation of data regarding 
this variable applied in the models of 2002 and 2010.   

The same explanatory variables were used in all the regression models in each set of models 
in order to test three hypotheses. The aforementioned and differing activities that each in-
dependent variable encompasses within cultural and sporting activities sectors are classified 
in ‘SNI Swedish Standard Industrial Classification codes’ as Sporting activities; Artistic and 
literary creation and interpretation; Other retail sale in specialized stores; and Museums ac-
tivities and preservation of historical sites and buildings; This is shown in table 1. 
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Table 1, Classification of Industries’ SNI codes 

 

 

92310 

 

52491 

 Arts. 

Artistic and literary creation and interpretation  

    Artistic and literary creation and interpretation 

Other retail sale in specialized stores 

   Retail sale of art; art gallery activities 

 

 

92520    

Museum. 

 Museums activities and preservation of historical sites and buildings  

   Museums activities and preservation of historical sites and buildings 

 

 

92612 

92615 

92621 

92622  

Sports. 

 Sporting activities  

   Operation of Golf courses  

   Operation of arenas, stadiums and other sports facilities 

   Sportsmen’s and sports clubs activities 

   Horse racing activities 

 

3.6 Control Variables 
 

Population: This variable has been applied as a proxy for controlling the market size. The 
variables in the regression models are expected to be associated with the population size, 
therefore, in order to normalize the results of the regression analysis, the Log transfor-
mation of population data has been applied as a control variable. This variable is applied in 
the main model and in the models of 2002 and 2010. 

Climate: This variable has been taken into account as a dummy variable concerning the cli-
mate condition in Sweden and the differences between the municipalities in the north and 
south of the country and, in this case, Dalarna County has been used as the geographical 
demarcation line. 

Center: This dummy variable has been added to the models due to the fact that when a mu-
nicipality is located in the center of a region, its market size would be bigger.  

In one of the models for each dependent variable, the center dummy variable has been ap-
plied to the model as a control measure if a municipality is located in the center of a region 
or not. 
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4 Findings & Analysis 

4.1 Descriptive statistics 
The data presented in tables 2, 3 & 4 are descriptive statistics regarding the main models, 
2002 models and 2010 models which encompasses the mean values, minimum and maxi-
mum values and standard deviation of the variables. 

Table 2, Descriptive Statistics of the main models 

 Obs. Mean Standard  
Deviation 

Minimum Maximum 

∆Hot 255 0.41317 1.88629 -1.00000 22.80000 

∆Rest 290 0.55374 0.66329 -1.00000 5.37500 

∆RestHot 256 0.38584 0.48309 -1.00000 3.32258 

∆Sports 290 0.14822 0.48943 -1.00000 2.75000 

∆Art 269 1.08508 2.11633 -1.00000 21.00000 

∆Museum 150 0.0505 1.14959 -1.00 8.25 

Ln_Population2002 289 9.8173 0.90348 7.87 13.54 

Climate 290 0.76 0.426 0 1 

Center 290 0.28 0.449 0 1 

Log transformed variables: Population 2002; Control Variables: Climate, Center 

As it can be seen in the table 2 the maximum of percentage changes in HwR and Arts are 
considerably larger than other variables. Concerning the mean value pertaining to these in-
dustries it cannot be said that they developed considerably more than others in the study, 
but the point is in a few municipalities the percentage changes in hotels and arts are excep-
tionally high.   

Table 3, Descriptive Statistics of 2002 models  

 Obs. Mean Standard  
Deviation Minimum Maximum 

Ln_Hot2002 259 3.30918 1.40769 0.00000 8.30918 

Ln_Rest2002 290 4.19332 1.36691 0.00000 9.48804 

Ln_RestHot2002 260 4.75306 1.26558 1.38629 9.75626 

Ln_Sports2002 290 3.62459 1.14510 0.00000 7.34794 

Ln_Art2002 269 2.08124 1.45419 0.00000 8.05006 

Ln_Museum2002 164 2.18051 1.61641 0.00000 8.05006 

Ln_Population2002 289 9.8173 0.90348 7.87 13.54 

Climate 290 0.76 0.426 0 1 

Center 290 0.28 0.449 0 1 

Control variables: Ln_Population2002, Climate, Center 
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Table 4, Descriptive Statistics of 2010 models 

 Obs. Mean Standard  
Deviation 

Minimum Maximum 

Ln_Hot2010 267 3.54329 1.41480 0.00000 8.57016 

Ln_Rest2010 289 4.57381 1.37889 0.69314 9.87611 

Ln_RestHot2010 273 5.01974 1.24969 2.39789 10.11585 

Ln_Sports2010 290 3.68168 1.20917 0.00000 7.37900 

Ln_Art2010 281 2.49944 1.36532 0.00000 8.43185 

Ln_Museum2010 164 2.00587 1.64026 0.00000 7.72444 

Ln_Population2010 290 9.8242 0.94213 7.80 13.65 

Climate 290 0.76 0.426 0 1 

Center 290 0.28 0.449 0 1 

Control variables: Ln_Population2010, Climate, Center 

 

According to the tables for 2002 and 2010, the results related to different variables and are 
very close to each other. To some extent this can be associated to the log transformation of 
the data for both years.   

Data is for the years 2002 and 2010 which are the years before and after the Great Reces-
sion which started in 2008. The size of the observations is satisfactory. 

 

4.2 Correlations 
 

The completed correlation tables are indicated in the appendix, but the correlations be-
tween dependent and explanatory variables of all three models of the study (Main models, 
2002 models and 2010 models) are summarized in table 5. 

 

Table 5, Correlations of main models 

*Correlation is significant at the 0.05 level (2-tailed). ** Correlation is significant at the 0.01 level (2-tailed). 
 

 
∆Hot ∆Rest ∆HotRest 

∆Sports 0.007 0.062 0.110 

∆Arts 0.125 0.068 0.093 

∆Museum -0.013 -0.048 -0.053 

Ln_Population2
002 -0.101 -0.072 -0.013 



 

 
24

The above mentioned table represents no significant correlation between any two variables. 
This aligns with what the coefficients regarding the main models are showing, except when 
it comes to the relationship between Hotel and Arts which is positive and significant and 
also between Hotel & Restaurants and Sports which is also strongly positive.  

It can be stated that Tables 6 and 7 also give us a glimpse of the correlations between the 
variables regarding the years 2002 and 2010. In this case, the dependent variables are signif-
icantly and positively related to the explanatory variables and population which are all at the 
significance level of 0.01. The correlations between Sports and Arts with all the dependent 
variables aligns with what is presented regarding the coefficient of regression models for 
the models of 2002 and 2010. The correlation results related to the association between 
Museums and the dependent variables is significantly positive and has the same strength, 
however, this relationship indicates different results in the coefficients table regarding the 
2002 and 2010 models. Consequently, all the correlations in the tables below align with the 
assumptions of all three hypothesis of the study, however, the coefficient of regression 
models illustrates different results regarding some of these models. 
  

Table 6, Correlations of 2002 models  

*Correlation is significant at the 0.05 level (2-tailed). ** Correlation is significant at the 0.01 level (2-tailed). 

 

Table 7, Correlations of 2010 models 

*Correlation is significant at the 0.05 level (2-tailed). ** Correlation is significant at the 0.01 level (2-tailed). 
 

 

 

 
Ln_Hot2002 Ln_Rest2002 Ln_HotRest2002 

Ln_Sports2002 0.645** 0.857** 0.850** 

 Ln_Arts2002 0.618** 0.827** 0.811** 

Ln_Museum200
2 0.606** 0.710** 0.716** 

Ln_Population2
002 0.650** 0.922** 0.885** 

 
Ln_Hot2010 Ln_Rest2010 Ln_HotRest2010 

Ln_Sports2010 0.629** 0.888** 0.859** 

Ln_Arts2010 0.618** 0.842** 0.826** 

Ln_Museum201
0 

0.556** 0.668** 0.672** 

Ln_Population2
010 0.641** 0.935** 0.900** 
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4.3 Regression Analysis 
 

The three hypothesis of this study have been tested by multiple regressions to estimate the 
relationship between the dependent and explanatory variables. This study examined the re-
lationship between The Art and Entertainment industries which are divided into 3 different 
groups that are Sports, The Arts, and Museums with ‘Restaurants’ and ‘Hotels with restau-
rant, except conference centers’ in Sweden by forty five different regression models. The 
results of all regressions are indicated in tables 8 and 9 and the related coefficients of the 
models are indicated separately for each group of variables. Table 8 indicates the results of 
the main model, and table 9 indicates the results of 2002 models and 2010 models. 

 

 

 

Table 8, Coefficients of the main model 

Variable ∆Hot ∆Rest ∆RestHot 
∆Sports 0.015 0.064 0.103* 
∆Arts 0.108* 0.062 0.098 
∆Museums -0.017 -0.040 -0.033 
Ln_Population2002  -0.076 -0.076 -0.015 
Climate 0.043 0.070 0.080 
Center -0.034 -0.073 -0.013 
R2   0.025 0.020 0.028 
F 1.222 0.951 1.343 
    
∆Sports 0.025 0.073 0.112* 
∆Arts 0.112* 0.064 0.100* 
∆Museums -0.010 -0.030 -0.022 
Ln_Population2002  -0.080 -0.067 -0.004 
R2   0.021 0.014 0.021 
F 1.570 1.037 1.521 
    
∆Sports 0.014 0.068 0.103* 
Ln_Population2002  -0.096 -0.076 -0.018 
R2   0.009 0.010 0.011 
F 1.340 1.389 1.560 
    
∆Arts 0.110* 0.055 0.088 
Ln_Population2002  -0.078 -0.062 0.003 
R2   0.014 0.008 0.008 
F 3.049** 1.156 1.107 
    
∆Museums -0.009 -0.033 -0.026 
Ln_Population2002  -0.095 -0.072 -0.011 
R2   0.095 0.006 0.001 
F 1.323 0.880 0.115 

*** Significant at the 0.01 level, ** Significant at the 0.05 level, * Significant at the 0.1 level 
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Table 9, Coefficients of 2002 & 2010 Models 

Variable Ln_Hotel2002   Ln_Hotel2010 Ln_Rest2002 Ln_Rest2010 Ln_RestHot2002 Ln_RestHot2010 
Ln_Sports 0.255*** 0.219* 0.150*** 0.203*** 0.265*** 0.197*** 
Ln_Arts 0.207*** 0.161* 0.140*** 0.107*** 0.226*** 0.122** 
Ln_Museums 0.069 0.074 0.008 0.002 0.043 0.058* 
Ln_Population 0.162 0.213 0.656*** 0.633*** 0.384*** 0.540*** 
Climate Dummy -0.106** -0.093* -0.018 0.015 -0.041 -0.045 
Center Dummy 0.133** 0.166*** 0.052** 0.076*** 0.079** 0.097*** 
R2   0.469 0.459 0.864 0.890 0.765 0.791 
F 41.869*** 40.127*** 300.822*** 383.654*** 154.189*** 179.131*** 
       
Ln_Sports 0.340*** 0.290*** 0.175*** 0.212*** 0.308*** 0.235*** 
Ln_Arts 0.214*** 0.195** 0.144*** 0.113*** 0.232*** 0.140*** 
Ln_Museums 0.129** 0.135*** 0.026 0.022 0.074** 0.092*** 
Ln_Population 0.075 0.126 0.635*** 0.638*** 0.344*** 0.496*** 
R2   0.437 0.419 0.861 0.886 0.757 0.779 
F 55.552*** 51.408*** 443.169*** 553.719*** 222.382*** 250.949*** 
       
Ln_Sports 0.333*** 0.259** 0.175*** 0.207*** 0.306*** 0.213*** 
Ln_Population 0.319*** 0.379*** 0.763*** 0.746*** 0.570*** 0.675*** 
R2   0.403 0.390 0.852 0.881 0.730 0.765 
F 97.254*** 91.722*** 830.775*** 1064.633*** 389.035*** 465.934***  
       
Ln_Arts 0.252*** 0.218*** 0.153*** 0.116*** 0.254*** 0.156*** 
Ln_Population 0.416*** 0.436*** 0.798*** 0.839*** 0.640*** 0.742*** 
R2   0.404 0.394 0.855 0.878 0.734 0.765 
F 97.518*** 93.342*** 846.015*** 1037.384*** 398.343*** 466.681*** 
       
Ln_Museums 0.150*** 0.135*** 0.042 0.020 0.098*** 0.091*** 
Ln_Population 0.538*** 0.551*** 0.898*** 0.925*** 0.792*** 0.827*** 
R2   0.397 0.397 0.847 0.874 0.718 0.763 
F 94.747*** 92.843*** 798.989*** 999.147*** 366.224*** 462.842*** 

*** Significant at the 0.01 level, ** Significant at the 0.05 level, * Significant at the 0.1 level 

 

It should be noted that R2 and F are mentioned for all of the models and two dummy vari-
ables are taken into account in one model for each of the dependent variables.  

First of all, R2 in the main models is low and much lower than in the 2002 and 2010 mod-
els. This shows that the percentage changes in employment which are used in the regres-
sions related to main models does not efficiently explain the dependent variables. R2 is very 
close to each other for 2002 and 2010 models. It is around 0.4 in the regressions related to 
HwR, approximately 0.85 in regressions regarding Restaurant and for the models which 
show that in the Hotel and Restaurant industries it is between 0.7 and 0.8. This means that 
around 40 percent of the variance in HwR is explained by the variance in the independent 
variables that are significantly associated with the dependent variable. It indicates that these 
explanatory variables are stronger in explaining Restaurant industry than HwR. Conse-
quently, using log transformation of data in 2002 model and 2010 model are more efficient 
at explaining the relationships between variables. In addition, lower R2 in the models where 
dependent variable is HwR illustrates that the explanatory variables are explaining this de-
pendent variable less efficiently than the other dependent variables. There might be other 
variables which are not applied in the models that can explain HwR more efficiently. 

Interpretation of the regression coefficients is expressed below; 

First hypothesis expressed, ‘Hotels with restaurant, except conference centers’ are expected 
to be positively affected by the presence of Sports, the arts and Museums in Sweden.  
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In the main model, all R2 are low and only in one model is F significant. Also there are only 
a few significant results in the main models where the employment changes have been 
used. It seems that the employment changes are not efficient for testing the aim of this 
study, but base models which have used the log transformation of the data gave more sig-
nificant results.  

In the main model the only explanatory variable which has a strong relationship with HwR, 
in all three related models, is the ‘Arts’. ‘Arts’ is positively associated with HwR and in addi-
tion, ‘Sports’ is the only variable that has positive significant relation with combined varia-
ble showing Hotel and Restaurants industries. However, these results are in line with the 
results of 2002 models and 2010 models.  

In both, 2002 and 2010 models, F is significant in all regressions.     

In the 2002 model as with the 2010 model, all of the regressions regarding HwR, ‘Sports’ 
and ‘Arts’ show significant positive relation with the dependent variable. Sweden is ranked 
in the list as one of the main 20th European tourism destinations (Bohdanowicz, 2006) and 
tourism is of great importance in local and regional development. Also, cultural destina-
tions and infrastructure are among the main tourism destinations in Sweden with sport 
tourism and sports attendance becoming a growing feature and an increasingly important 
issue. Specifically, Sweden is one of the main destinations for European golfers, as J.T. Pas-
tor Ciurana et al, (2012) mentioned. Golf tourism is important in Sweden and regarding the 
golf activities in Sweden, Mattsson, Hassmén, McCullick, & Schempp (2007), suggested 
there is a fun attitude towards golf to the extent that the team spirit makes it ‘the most fun 
sport imaginable for the players’ (Mattsson, Hassmén, McCullick, & Schempp, 2007).  

‘Museums’ is associated with HwR positively and is significant in two of the models yet in 
the model, where dummy variables are applied, ‘Museums’ do not show significant rela-
tionship with the dependent variable. Indeed, by controlling for the effect of climate and 
location ‘Museums’ is not associated with HwR significantly but is still a positive relation. 
In the model where dummy variables are applied R2 is bigger by a very small difference. 
The model including dummy variables illustrates that these dummy variables are stronger 
related to HwR than related to ‘Museums’. The models without the dummy variables show 
‘Museum’ has significant impact on HwR; however this is due to the absence of dummy 
variables which are better at explaining the changes in HwR. 

Population, in the models where only one explanatory variable is applied, has significant 
positive relationship with HwR but where all the explanatory variables are applied this is 
not a significant relationship. By using all of the explanatory variables, the strength of pop-
ulation effect considerably decreases.      

The Climate control illustrates a significant negative relationship with HwR but a positive 
significant relationship with restaurants and the hotel and restaurant industries dependent 
variable.  

Negative significant relation between Hotels and Climate might be related to the presence 
of winter activities like skiing locations. Northern Sweden is like a tourism cluster with nu-
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merous destinations, skiing locations, skiing facilities and other winter activities. Besides, 
since Sweden is not a summer country, when people travel to the south they may have rela-
tives to stay with and not necessarily use hotels despite a huge tourist inflow to the south-
ern part of Sweden as well. Indeed, it is more likely that people have someone to stay with 
in Stockholm or Malmö and other big cities but if they go skiing in Åre, Sälen, or Idre then 
they are obliged to stay in a hotel e.g. by going to Kiruna there will not be any alternative 
other than to stay in a hotel. Another point is the significance of the relationship between 
climate and HwR that is stronger in 2002 model than 2010 model. 

Regarding the negative significant relationship between HwR and Climate, this is also con-
siderable that in this study only ‘hotels with restaurants, except conference centers’ is ap-
plied but there are people who go to hotels without restaurants or hostels where the price 
is cheaper which is not taken into account in this study due missing data. Using them might 
make changes in the results of the study. 

Center dummy variable shows significant positive relationship with HwR in 2002 and 2010 
which means the closer the location to the center of the region the more developed HwR 
is. Also, this relationship is stronger in 2010 than 2002. This relationship aligns with the 
theories that argued the concepts regarding concentration of industries and people and ur-
banization and their growing feature. 

The second hypothesis implies that ‘Restaurants’ are expected to be positively affected by 
the presence of the arts, Museums and Sports in Sweden. 

‘Restaurants’ in 2002 models and 2010 models is associated with ‘Arts’, ‘Sports’ and popu-
lation and is significantly positive. ‘Museums’ has no significant relationship with restau-
rant. Climate is also not significantly related to restaurants and is maybe due to the reason 
that the intention of people to go to restaurants in all regions even in the north is not relat-
ed to climate condition. For experiences, socialization and lifestylization in all regions res-
taurants are important spots and this relation is because of the accumulation of industries 
and people for leisure and business purposes in the south and, also, restaurants become 
suitable places for gathering together according to bad climate conditions in the north. 
Center dummy variable reveals positive significant relationship with restaurants which 
again supports the theories regarding the industries, people including creative class’ concen-
tration. This relation further implies that the closer the location to the center of the region 
the more developed restaurants become. 

According to the coefficients table, the regression results show the positive relationship of 
‘Sports’, ‘Arts’ and ‘population’ with the development of restaurants is stronger than their 
relationship with the development of HwR. However, the positive relation of ‘Museums’ 
with HwR is stronger than its relation with the growth of restaurants.  

The third hypothesis expresses ‘Restaurants’ and ‘Hotels with restaurant, except conference 
centers’ are expected to be positively affected by the presence of the arts, Museums and 
Sports in Sweden. 
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In the models where dependent variable verifies combinations of Hotel and Restaurants 
industries in Sweden, except the model where dummy variables are taken into account, and 
museum does not show significant relationship with dependent variable, all the explanatory 
variables show significant relationship with dependent variable. The relationship between 
Climate and dependent variable is not significant but Center is associated with dependent 
variable positively significant.  

       



 

 
30

5 Conclusion 
 

The aim of this study is to explain how the presence of the entertainment and arts indus-
tries consisting of Sports, the Arts and Museums which attract international and domestic 
tourists, human capital and local people in Sweden impacts the Hotel and Restaurant indus-
tries.  

Beginning decades ago, the economy faced changes in the consumption of products. This 
is a result of the emergence of symbolic meanings and hedonic consumption and experi-
ence based value adding consumption of products. Therefore, features and characteristics 
of the experience economy become markedly important. 

The combination of various factors such as associated shift from work to leisure activities, 
income and wealth and accumulating human capital, are the reasons behind the increasing 
economic impact of experience services including Entertainment and Art compared to sev-
eral decades ago (Andersson & Andersson, 2006).  Related concepts to leisure, cities, hu-
man capital, clustering of industries and agglomeration economies has been presented in 
the study. 

Moreover, the world is interconnecting in different socio-economic aspects. Tourism with 
its multi-sectoral nature and broad range of economic, social, cultural and environmental 
effects is becoming increasingly important to the industry as a whole and the economy. Re-
garding the hospitality industry in which this study encompass the Hotel and Restaurant 
industry, McCabe (2009) highlighted the fact that “hospitality services are much more than 
simply about selling food and drink or providing people with a roof over their head for a 
night” (essential or basic needs of life). They are rather “delivered as a consumer experi-
ence” and becoming an ‘experiential consumer good’ that are aimed at satisfying ‘consum-
er’s emotions’. Also Lashley (2008) expressed how hospitality is ‘rooted in social engage-
ment’. It is also interesting and considerable to note how entertainment and art industries, 
hospitality industry and tourism can be closely tied to each other. Consequently, shifting 
towards an experience economy is obviously growing and the relationships between these 
industries are increasingly important.  

The main model of the study is weak in explaining the aim of the study efficiently but the 
models of 2002 and 2010 that has been used are more efficient for showing the relation-
ships.    

The results of 2002 and 2010 models indicate that the explanatory variables are stronger in 
showing the relationship between them and restaurants than HwR. 

According to the results development of ‘Sports’ and ‘Arts’ industries is positively and sig-
nificantly related to the growth of dependent variables which means this expectation about 
all three hypotheses is not rejected.  

‘Museums’ shows different relations to different dependent variables dependent on which 
explanatory and control variables are applied. Hence, the presence of Museums has differ-
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ent associations with the growth of HwR and Restaurants. The association of ‘Museums’ 
aligns with the first hypothesis in all the models except where dummy variables are applied 
which means the relationships of Climate and Center controls with HwR are stronger than 
the relation of Museums with HwR. The insignificant realtionship between ‘Museums’ and 
restaurants in all of the models does not support the assumption of the second hypothesis. 
Testing the third hypothesis reveal that only when it comes to the year 2010 and dummy 
variables are applied, in contrast with other related models, ‘museums’ does not have a 
strong positive relation with this dependent variable. This can be clarified as the stronger 
relation of Climate and Center controls than Museums on dependent variable in the year 
2010 than 2002.  
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 Appendix  

 

Correlations of the main models 

 

 

 

Correlations of 2002 models 

  
∆Hotel ∆Rest ∆HotRest ∆Sports ∆Arts ∆Museum 

Ln_Popula 
tion2002  Climate Center  

∆Hotel 1           

∆Rest -0.132* 1         

∆HotRest 0.639** 0.495** 1        

∆Sports 0.007 0.062 0.110 1       

∆Arts 0.125 0.068 0.093 -0.117 1      

∆Museum -0.013 -0.048 -0.053 -0.115 0.044 1     

Ln_Population2
002  

-0.101 -0.072 -0.013 0.076 -0.165** -0.035 1   

Climate 0.036 0.059 0.087 0.091 -0.028 0.171* 0.194** 1  

Center  -0.093 -0.078 -0.074 -0.155** -0.145* -0.029 0.349** -0.284** 1

  

Ln_Hot
el2002 

Ln_Rest
2002 

Ln_HotRe
st2002 

Ln_Sports2
002 

Ln_Arts
2002 

Ln_Museu
m2002 

Ln_Popula 
tion2002  Climate Center  

Ln_Hotel2002 1           

Ln_Rest2002 0.716** 1         

Ln_HotRest200
2 

0.858** 0.962** 1        

Ln_Sports2002 0.645** 0.857** 0.850** 1       

Ln_Arts2002 0.618** 0.827** 0.811** 0.747** 1      

Ln_Museum200
2 0.606** 0.710** 0.716** 0.671** 0.663** 1     

Ln_Population2
002  

0.650** 0.922** 0.885** 0.894** 0.846** 0.696** 1   

Climate -0.059 0.131* 0.074 0.107 0.160** -0.074 0.194** 1  

Center  0.428** 0.394** 0.432** 0.381** 0.355** 0.472** 0.349** -0.284** 1
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Correlations of 2010 models 

 

 

 

 

  

Ln_Hot
el2010 

Ln_Rest
2010 

Ln_HotRe
st2010 

Ln_Sports2
010 

Ln_Arts
2010 

Ln_Museu
m2010 

Ln_Popula 
tion2010  Climate Center  

Ln_Hotel2010 1           

Ln_Rest2010 0.707** 1         

Ln_HotRest201
0 

0.841** 0.966** 1        

Ln_Sports2010 0.629** 0.888** 0.859** 1       

Ln_Arts2010 0.618** 0.842** 0.826** 0.776** 1      

Ln_Museum201
0 0.556** 0.668** 0.672** 0.557** 0.605** 1     

Ln_Population2
010  

0.641** 0.935** 0.900** 0.913** 0.854** 0635** 1   

Climate -0.049 0.167** 0.084 0.132* 0.119* -0.002 0.212** 1  

Center  0.424** 0.381** 0.418** 0.324** 0.330** 0471** 0.329** -0.284** 1


