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Abstract	
This	paper	is	based	on	collaboration	between	a	company	called	StayAt	HotelApart	AB	and	two	KTH	

students.	It	examines	which	factors	that	are	influencing	the	hotel’s	occupancy	and	how	this	may	be	

increased	 by	 enhancing	 the	 market	 strategy.	 The	 aim	 is	 to	 provide	 a	 foundation	 for	 strategy	

development	 to	 the	 company.	 The	 study	 is	 performed	 by	 connecting	 applied	 mathematics	 with	

industrial	 management.	 The	 mathematical	 part	 is	 based	 on	 a	 multiple	 linear	 regression	 on	

occupancy	with	historical	data	from	2011	to	2016	mainly	collected	from	StayAt.	The	analysis	of	the	

market	 strategy	 is	 performed	 by	means	 of	 the	mathematical	 results	 and	 by	 using	 two	marketing	

models,	SWOT	analysis	and	4P’s.	The	result	shows	that	relative	price,	weather,	high-	and	low	season	

for	the	hotel,	months	on	market,	occupancy	for	the	competitive	set,	location	and	market	shares	are	

significant	 factors	 influencing	 the	 hotel’s	 occupancy.	 The	main	 recommendations	 concluded	 from	

the	 analysis	 of	 the	 market	 strategy	 are	 to	 put	 effort	 on	 digitalisation,	 visualising	 the	 brand,	

publications,	 CSR	 initiatives,	 exploiting	 existing	 resources	 and	 carefully	 considering	 timing	 of	

marketing.	
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Sammanfattning		

Den	här	uppsatsen	baseras	på	ett	 samarbete	mellan	 företaget	 StayAt	HotelApart	AB	och	 två	KTH-

studenter.	Den	utvärderar	vilka	faktorer	som	påverkar	hotellets	beläggning	och	hur	denna	kan	öka	

genom	 en	 förbättrad	 marknadsstrategi.	 Syftet	 är	 att	 leverera	 en	 grund	 för	 strategiutveckling	 till	

företaget.	 Studien	 är	 genomförd	 genom	 att	 sammankoppla	 tillämpad	 matematik	 med	 industriell	

ekonomi.	 Den	 matematiska	 delen	 baseras	 på	 en	 regressionsanalys	 av	 hotellets	 beläggning	 med	

historisk	data	från	2011	till	2016	som	främst	är	försedd	av	StayAt.	Analysen	av	marknadsstrategin	är	

genomförd	med	hjälp	 av	 de	matematiska	 resultaten	 samt	 genom	att	 applicera	 två	modeller	 inom	

marknadsföring,	SWOT	analys	och	4P.	Resultaten	visar	att	relativt	pris,	väder,	hög-	och	lågsäsong	för	

hotellet,	 månader	 på	 marknaden,	 beläggning	 för	 konkurrenter,	 läge	 och	 marknadsandelar	 är	

signifikanta	faktorer	som	påverkar	hotellets	beläggning.	De	primära	rekommendationerna	som	tagits	

fram	utifrån	analysen	av	marknadsstrategin	är	att	lägga	resurser	på	digitalisering,	publikationer	och	

CSR	 initiativ,	 att	 visualisera	 varumärket,	 utnyttja	existerande	 resurser	 samt	att	 grundligt	överlägga	

timing	av	marknadsföring.		
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1.	Introduction	

	

1.1. Background	

This	 study	 is	based	on	 collaboration	between	KTH	 students	and	StayAt	HotelApart	AB,	 a	 company	

currently	 running	 three	 apartment	 hotels	 based	 in	 Bromma,	 Kista	 and	 Lund.	 StayAt’s	 business	

concept	is	to	offer	short-	and	long-term	leases	on	hotel	apartments;	furnished	accommodation	with	

a	 fully	 equipped	 kitchen.	 Along	 with	 the	 lease,	 customers	 receive	 a	 complete	 service	 package	

including	a	reception	open	at	all	hours,	breakfast	on	demand	and	weakly	cleaning.	The	prices	of	the	

apartments	are	 currently	divided	 into	 three	 lengths	of	 stay:	Daily	 (1-4	days),	Extended	 (5-29	days)	

and	Long	Term	 (>29	days).	The	contribution	margins	 for	Extended	 and	Long	Term	 accommodation	

are	much	higher	 than	 the	one	 for	Daily.	 The	 reason	 for	 this	 is	 that	 services	 are	more	 limited	 and	

thereby	the	costs	are	lower	for	the	longer	stays.	(Frisell	2016)	

	

History	of	the	Hotel	

Originally	the	hotel	chain	is	established	in	1999	as	the	company	initiates	their	operations	under	the	

name	City	Apartments.	The	 facility	 in	Bromma	 inaugurates	 in	October	1999,	Kista	 in	 January	2003	

and	 Lund	 in	 September	 2006.	 In	 2004	 the	 chain	 changes	 name	 to	Accome	and	 in	 2007	 the	 name	

StayAt	is	taken.	Due	to	financial	issues	the	organisation	is	forced	into	bankruptcy	and	a	new	firm	is	

founded	under	the	name	StayAt	HotelApart	AB	on	the	16th	of	April	2010.	This	leads	to	a	complete	

reformation	 of	 the	 internal	 structure,	 which	 is	 performed	 by	 the	 old	 management.	 The	

reconstruction	serves	as	a	foundation	for	the	current	operating	organisation.	(Schwalm	2016)	

	

Competitive	Set	

The	 main	 competitive	 set	 for	 StayAt	 in	 Bromma	 is	 2Home	 Hotel	 Apartments,	 BW	 Plus	 Sthlm	

Bromma,	Courtyard	by	Marriott	Stockholm,	Mornington	Hotel	Bromma,	Park	Inn	by	Radisson	Solna,	

Scandic	Alvik,	Scandic	Bromma	and	Sky	Hotel	Apartments	Stockholm.	In	Kista	the	rivals	are	primarily	

Good	Morning	Kista,	Memory	Hotel,	Mornington	Hotel	Bromma,	Mr	Chip	Hotel,	Scandic	Järva	Krog,	

Scandic	Victoria	Tower	and	Welcome	Hotel	Barkarby.	For	the	hotel	in	Lund,	Clarion	Collection	Hotel	

Planetstaden,	Good	Morning	Lund,	Grand	Hotel	Lund,	Hotel	Finn	-	Lund,	Hotel	Lundia,	Scandic	Star	

Lund	constitute	their	competition.	(Benchmarking	Alliance	2016)	

	

Business	Model	

StayAt’s	 primary	 strategy	 is	 B2B	 (Business	 to	 Business),	 80%	 of	 their	 customers	 are	 national	 and	

international	 companies	 sending	 consultants	 to	 Lund	 or	 Stockholm	 for	 work.	 Many	 of	 these	
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consultants	arrive	from	Asia.	Great	effort	is	put	into	achieving	long	lasting	customer	relationships	by	

creating	 contracts	 with	 corporations,	 especially	 within	 the	 R&D	 industry.	 (Schwalm	 2016)	 The	

implication	of	this	is	that	a	majority	of	the	guests	have	booked	the	accommodation	far	in	advance.	

This	customer	segment	is	a	large	and	stable	part	of	StayAt’s	target	group,	but	often	the	hotel	is	not	

fully	booked	partly	since	last	minute	cancellations	and	low	seasons	for	this	target	occur.	In	addition	

to	 the	corporate	contracts	and	selling	 rooms	directly	 from	the	hotel	 receptions	and	 their	website,	

StayAt	use	booking.com,	hotels.com,	expedia.com,	hotelbeds.com	as	distribution	 channels.	 (Frisell	

2016)	

	

StayAt’s	monthly	average	occupancy,	 id	est	number	of	 sold	 rooms	divided	by	number	of	available	

rooms,	 is	 77%	 (Financial	 Statement	 of	 StayAt	 January	 2016).	 Because	 of	 this,	 there	 are	 ongoing	

discussions	 at	 the	 company	of	how	 to	 reach	out	 to	 a	wider	 audience.	 They	wish	 to	 appeal	 guests	

who	can	book	apartments	short	in	advance	of	their	visit	 in	order	to	reach	full	occupancy	(Schwalm	

2016,	 Frisell	 2016).	 A	 reformulation	 and	 enhancement	 of	 the	 organisation’s	 market	 strategy	 is	

required;	their	brand	establishment	needs	to	be	directed	not	only	to	businesses	but	also	to	the	end	

user.	Today,	there	is	no	substantial	marketing	towards	the	B2E	field	(Business	to	End	user).	Further,	

the	 company	 has	 noticed	 that	 the	 contracted	 consultants	 receive	 an	 increased	 influence	 on	 the	

choice	of	stay,	and	therefore	the	need	for	a	B2E	strategy	is	even	more	essential.		

	

We	bring	people	together	and	help	people	to	a	better	stay	 is	StayAt’s	stated	mission.	Their	vision	is	

to	 be	 the	 Stay	 of	 the	 Future.	 They	 have	 formulated	 their	 fundamental	 values	 as	 Passion,	

Consideration	and	Competence	and	from	these	three	perspectives	the	organisation	has	created	their	

business	 idea	 and	 model.	 StayAt’s	 original	 concrete	 business	 idea	 is	 to	 offer	 fully	 equipped	 and	

furnished	apartments.	Today,	this	is	rather	considered	a	hygiene	factor	and	the	focus	of	the	idea	is	

staging	an	experience	for	the	customer.	(Schwalm	2016)	

	

Future	

StayAt	is	currently	in	an	expansion	phase.	The	company	is	planning	to	increase	number	of	facilities	

and	 introduce	two	new	concepts.	 (Schwalm	2016,	Frisell	2016)	Because	of	the	expansion	the	need	

for	a	broader	target	group	and	marketing	toward	the	end	user	is	even	more	important.	There	will	be	

more	rooms	to	fill,	and	so	an	analysis	of	the	hotel’s	occupancy	and	market	strategy	is	necessary.	
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1.2. Aim		

The	aim	of	this	paper	is	to	help	StayAt	find	the	factors	influencing	their	occupancy,	and	consequently	

their	 profit.	 The	 analysis	 will	 be	 performed	 by	 examining	 the	 average	 occupancy	 and	 each	 price	

category	 separately	 to	 enable	a	 comparing	 study	 in	 the	discussion	 chapter.	 StayAt	 is	 interested	 in	

how	the	entire	organisation	may	develop	and	expand,	and	so	the	analysis	will	be	based	on	data	from	

all	three	facilities.	The	study	will	assess	how	each	factor	effects	occupancy.	The	results	aim	to	serve	

as	a	foundation	for	an	analysis	of	the	company’s	market	strategy.	The	variables	found,	especially	the	

ones	 StayAt	 have	 not	 considered	 or	 enlightened	 earlier,	 can	 be	 useful	 to	 improve	 their	 way	 of	

operating.	Hence,	the	final	aim	of	this	paper	is	to	examine	how	the	market	strategy	can	be	improved	

in	order	to	reach	out	to	the	end	user	and	thereby	receive	improved	occupancy.	The	party	interested	

in	the	results	will	mainly	be	the	management	of	StayAt.	

	

1.3. Research	Questions	

1. Which	factors	impact	StayAt’s	occupancy	and	how	do	these	matter?	

2. How	can	StayAt’s	market	strategy	focus	on	B2E	 in	addition	to	B2B	 in	order	to	 improve	the	

occupancy?	
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2. Theoretical	Framework	

	

2.1. Multiple	Regression	Analysis	

In	multiple	regression	analysis	the	essential	part	is	 investigating	if	one	specific	variable	depends	on	

several	others,	and	in	that	case	how.	The	dependent	variable,	𝑦,	is	called	response	variable	and	the	

variables	constructing	𝑦	are	called	explanatory	variables	or	covariates:	𝑥$.	The	model	is	constructed	

in	following	way:	 	

	 	 	

𝑦% = 𝑥%$	𝛽$ + 𝑒%
*

	 , 𝑖 = 1, … , 𝑛		

	

Or	in	matrix	form:	

	

𝒀	 = 	𝑿𝜷	 + 	𝒆		

	

Where	

	

𝒀 =
𝑦4
⋮
𝑦6

, 𝑿 =
1 𝑥44 ⋯ 𝑥4*
⋮ ⋮ ⋱ ⋮
1 𝑥64 ⋯ 𝑥6*

, 𝜷 =
𝛽9
⋮
𝛽*

, 𝒆 =
𝑒4
⋮
𝑒6

	

	

Here	𝑥4, … , 𝑥* 	 compose	 the	𝑘	 number	 of	 factors	 on	which	𝑦	 depend.	 Both	 the	𝑥%$′𝑠	 and	𝑦%’s	 are	

always	given	data	whilst	𝛽4, … , 𝛽* 	are	the	ones	intended	to	be	estimated.	The	𝛽$′𝑠	are	the	covariates	

corresponding	coefficients,	called	regression	coefficients.	The	last	part	of	the	model,	the	𝑒%′𝑠,	are	the	

regressions	residuals.	These	are	random	variables,	so	they	are	not	given	beforehand.	The	constant	𝑛	

corresponds	to	the	number	of	observations	used	when	running	the	regression.	(Lang	2015)	

	 	 	 	 	

2.1.1. Assumptions	for	Linear	Regression	

When	using	a	 linear	 regression	model,	 five	assumptions	have	 to	be	made	 for	 the	prediction	 to	be	

accurate:	

● There	 exists	 a	 linear	 relationship	 between	 the	 dependent	 variable	 and	 the	 explanatory	 ones.	

Inaccurate	covariates	and	non-constant	estimates	of	𝛽	can	cause	non-linearity.	

● The	 model	 is	 homoscedastic,	 which	 means	 that	 the	 variance	 of	 the	 residuals	 is	 constant:	

𝐸 𝑒%> = 𝜎%>.		
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● The	residuals	are	independent,	normally	distributed	random	variables	with	expected	value	zero:	

𝐸 𝑒 = 0.	This	creates	a	more	correct	expected	value	for	the	betas.	

● There	is	no	or	little	multicollinearity.		

	

(Williams,	Gómez	Grajales	and	Kurkiewicz	2013;	Hayes	and	Cai	2007)	

	

2.1.2. Ordinary	Least	Square	

Ordinary	 Least	 Square	 (OLS)	 is	 a	method	used	 to	estimate	 values	of	 the	 regression	 coefficients	𝛽.	

The	estimated	values	are	denoted	with	a	hat,	𝛽.	The	purpose	of	OLS	is	to	minimise	the	sum	of	the	

squares	of	the	residuals	(|ê|>).	To	achieve	this,	one	needs	to	solve	the	normal	equations	for	𝛽:		

	 	 	 	 	 	

𝑋Fê = 0																(1)	

	

Where	

	

ê = 𝑌 − 𝑋β 							(2)		 	 	 	 	

	

Equation	(2)	in	(1)	gives:	

	

𝑋F 𝑌 − 𝑋𝛽 = 0	

	

𝑋F𝑌 − 𝑋F𝑋 𝛽 = 0			

	

𝑋F𝑋 𝛽 = 𝑋F𝑌			

	

→ 𝛽 = (𝑋F𝑋)M4𝑋F𝑌			

	

(Lang	2015;	Belsley,	Kuh	and	Welsch	2004)	

	

2.1.3. Possible	Errors	 	

Heteroskedasticity	

The	 difference	 between	 homoscedasticity	 and	 heteroskedasticity	 lies	 in	 the	 structure	 of	 the	

variances.	In	a	heteroskedastic	linear	regression,	the	variances	of	the	residuals	are	unequal	whilst	in	

a	homoscedastic,	 they	are	equal.	When	assuming	homoscedasticity	one	of	 the	benefits	 lies	 in	 the	
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great	 simplification	 of	 the	 theoretical	 calculations	 (Hansen	 2015).	 One	 can	 express	

heteroskedasticity	 as:	𝐸 𝑒%> = 𝜎%>.	 Consistent	 residuals	 are	one	of	 the	 conditions	 to	use	OLS.	 The	

inconsistent	 variances	 effect	 the	 standard	 deviations	 and	 the	 significance	 of	 the	 estimates.	 The	

consequence	is	an	incoherent	hypothesis	result,	see	section	2.1.4.	under	Hypothesis	Test.	Remedies	

for	heteroskedasticity	is	therefore	necessary	if	OLS	is	to	be	used	for	inference.	(Lang	2015)	

	

One	 of	 the	 remedies	 is	 to	 use	White’s	 Consistent	 Variance	 Estimator.	 This	 estimation	 includes	 a	

covariance	matrix,	expressed	below,	where	the	standard	deviations	are	derived	as	the	square	root	of	

the	diagonal	elements	 in	the	matrix.	When	White’s	method	has	been	performed,	one	can	use	OLS	

without	consequences.	

	

𝐶𝑜𝑣(𝛽) = (𝑋F𝑋)M4( ê%>6
%Q4 𝑥%F𝑥%)(𝑋F𝑋)M4					 	

	

The	Bootstrap	is	an	approach	one	may	use	to	manage	heteroskedasticity	in	small	samples.	Bootstrap	

is	used	when	the	standard	methods	have	poor	properties.	The	method	 includes	a	resample	of	 the	

data	after	the	regression.	The	residuals	are	kept	and	the	regression	is	run	again	with	two	outcomes.	

With	 a	 probability	 of	 0,5	 the	 dependant	 variable	 has	 changed.	 The	 re-estimated	 parameters	 is	

intended	to	 result	 in	an	 improved	result.	The	method	 is	 repeated	several	 (over	1000)	 times.	 (Lang	

2015)	

	

Non-normality	of	Residuals	

Measurement	errors	can	have	substantial	consequences	on	statistical	relationships	(Andrews	1984).	

Non-normality	of	the	residuals	leads	to	inaccurate	estimates	of	the	beta	values,	just	as	in	the	case	of	

heteroskedasticity.	Detecting	this	can	be	done	by	creating	a	Quantile	Quantile-plot,	read	more	about	

this	in	section	2.1.4.	under	Quantile	Quantile-plot.	(Lang	2015)	

	

If	the	non-normality	is	caused	by	the	residuals	mean	value	not	equalling	zero	it	will	create	erroneous	

results	 (Verbeek	2004).	 If	 it	 is	 caused	by	 the	variances	differing,	 the	 remedies	are	 the	same	as	 for	

heteroskedasticity.		

	

Multicollinearity	

Multicollinearity	occurs	as	two	or	more	of	the	covariates	are	linearly	dependent	and	correlates	with	

each	 other.	 The	 correlation	 of	 the	 covariates	 causes	 the	 standard	 errors	 of	 the	 coefficients	 to	 be	

large.	The	result	is	imprecise	point	estimates	of	the	concerned	coefficients.	The	standard	errors	are	
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decreasing	as	the	number	of	observations	increase.	The	implication	of	this	is	that	the	problem	with	

multicollinearity	 is	 equivalent	with	 few	observations.	Hence,	 a	 remedy	 is	 to	 add	observations	 into	

the	 regression.	 If	 the	 multicollinearity	 remains,	 a	 plausible	 solution	 is	 to	 remove	 one	 of	 the	

correlating	covariates.	Alternatively,	one	can	merge	the	affected	variables.	To	examine	if	the	model	

holds	multicollinearity,	one	may	perform	a	VIF-test	which	is	further	explained	in	section	2.1.4.	under	

Variance	Inflation	Factor.	(Lang	2015)	

	

Endogeneity	

Endogeneity	 means	 that	 one	 or	 several	 covariates	 are	 correlated	 with	 the	 error	 term.	 The	

consequence	 of	 this	 is	 that	 the	 expected	 value	 of	 the	 residual	 is	 not	 zero,	 which	 causes	 the	 OLS	

estimates	to	be	 inconsistent.	A	remedy	commonly	used	for	this	 is	replacing	the	OLS	model	with	2-

SLS.	 This	 method	 implicates	 substituting	 the	 endogenous	 variable	 with	 one	 or	 more	 instrument	

variables.	 An	 instrument	 is	 a	 variable	 which	 is	 related	 to	 the	 endogenous	 covariate	 but	 not	 the	

residual.	This	results	in	more	precise	estimates	of	the	regression	coefficients.	Endogeneity	is	caused	

by	one	or	several	of	the	following	situations.	

	

Sample	Selection	Bias		

This	situation	arises	when	the	data	assembled	is	somehow	subjectively	chosen	causing	one	or	more	

groups	to	be	overrepresented.	This	may	create	misleading	results.	

	

Simultaneity	

When	 the	 response	 variable	 affect	 one	 or	 several	 of	 the	 covariates	 there	 is	 simultaneity	 in	 the	

model.	 This	means	 that	 the	 cause	 and	 effect	 relationship	move	 in	 two	 directions,	 leading	 to	 the	

endogeneity	issue.	

	

Missing	Relevant	Covariates	

A	missing	relevant	covariate	in	the	model	can	have	effect	on	the	error	since	the	missing	information	

of	this	variable	is	instead	embedded	in	the	residual.		

	

Measurement	Errors	

Measurement	errors	cause	endogeneity	since	it	raises	inaccuracies	in	the	𝑥	values	which	is	directly	

related	to	the	residual.	

	

(Lang	2015)	
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2.1.4. Model	Selection	

Qualitative	or	Quantitative	Variables	

When	 producing	 a	 regression	model	 there	 are	 several	 options	 of	 how	 to	 express	 chosen	 factors.	

There	are	two	main	alternatives;	qualitative	or	quantitative	variables.	Qualitative	variables	are	coded	

numerically,	but	the	numbers	are	in	fact	meaningless.	In	the	specific	case	when	a	qualitative	variable	

only	takes	on	the	values	0	or	1	it	is	called	a	dummy	variable.		

	

The	opposite	of	the	qualitative	variable	is	the	quantitative	one,	which	is	measured	on	a	quantitative	

scale.	The	number	representing	this	variable	is	in	fact	essential	for	the	regression.	(Lang	2015)	

	

Quantile	Quantile-plot	

In	 a	Quantile	Quantile-plot	 the	 standardized	 residuals	 represent	 the	 values	 on	 the	 y-axes	 and	 the	

theoretical	quantiles	the	ones	on	the	x-axes.	If	a	linear	relationship	is	found	between	these	two,	the	

residuals	are	normally	distributed.	(Ford	2016)	

	 	

Variance	Inflation	Factor	

The	Variance	Inflation	Factor	(VIF)	is	a	test	performed	as	multicollinearity	is	suspected.	It	measures	

the	increase	in	variance	of	an	estimated	coefficient	if	the	independent	variables	correlates.		

	

VIF	is	performed	by	running	a	regression	with	the	suspected	correlated	covariate	as	the	dependent	

variable	 on	 the	 remaining	 covariates.	 The	 formula	 includes	 the	 coefficient	 of	 determination,	

explained	in	section	2.1.4.	under	Goodness	of	Fit.	

	

𝑉𝐼𝐹 = 	
1

1 − 𝑅>
	

	

If	 VIF	 exceeds	 10	 one	 can	 suspect	 severe	 multicollinearity,	 a	 VIF	 exceeding	 5	 warrant	 further	

investigation	but	is	not	necessarily	a	sign	of	linear	dependence.	(Pennsylvania	State	Eberly	College	of	

Science	2016)	The	disadvantage	of	the	model	is	that	the	practitioner	cannot	tell	which	variables	are	

correlating,	only	that	a	correlation	with	the	tested	variable	exists	(O’Brien	2007).	

	

Hypothesis	Test	

To	 evaluate	whether	 a	 covariate	 fits	 into	 a	model,	 a	 hypothesis	 test	may	 be	 performed.	 The	 null	

hypothesis	𝐻9	 insinuates	that	the	coefficient	for	the	concerned	covariate	is	zero.	 If	the	null	cannot	
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be	rejected,	 the	covariate	should	be	excluded	from	the	model.	The	contradiction	to	the	null	 is	𝐻4,	

implying	that	the	coefficient	does	not	equal	zero	and	a	rejection	of	the	null	may	be	concluded.		

	

The	formulation	of	the	mathematical	approach	is	as	follows:	

	

𝐻9:	𝛽% = 0	

𝐻4:	𝛽% ≠ 0	

	

The	test	is	performed	on	statistical	data	by	analysing	the	observed	point	estimates.	Derivations	are	

based	on	a	given	distribution	under	the	null.	The	test	computes	a	p-value	to	obtain	an	understanding	

of	the	probability	that	the	estimates	belong	to	the	distribution.	Read	more	about	the	computation	of	

the	p-value	in	section	2.1.4.	under	F-test.	(Lang	2015)	

	

F-test	

An	F-test	is	a	hypothesis	test	where	one	uses	an	F	statistic	to	decide	whether	to	reject	a	null	or	not.	

The	 test	 includes	both	an	F	 statistic	and	an	alpha	quantile	of	 the	F	distribution.	 If	 the	F	 statistic	 is	

smaller	than	the	alpha	quantile,	the	null	hypothesis	should	be	rejected.	(Lang	2015)	

		

As	 one	 study	 a	 hypothesis,	 it	 is	 useful	 to	 compute	 a	 confidence	 interval.	 As	mentioned	 in	 section	

2.1.3.	under	Heteroskedacity,	 the	 standard	deviations	of	 the	estimator	𝛽	 is	 the	square	 root	of	 the	

diagonal	 elements	 in	 the	 covariance	 matrix.	 A	 confidence	 interval	 at	 risk	 level	 alpha	 for	 𝛽% 	 is:	

	

𝛽% = 𝐹Y(1, 𝑛 − 𝑘 − 1) ∙ 𝑆𝑆(𝛽%),	

	

𝑛	 = 	𝑛𝑢𝑚𝑏𝑒𝑟	𝑜𝑓	𝑜𝑏𝑠𝑒𝑟𝑣𝑎𝑡𝑖𝑜𝑛𝑠, 𝑘	 = 	𝑛𝑢𝑚𝑏𝑒𝑟	𝑜𝑓	𝑐𝑜𝑣𝑎𝑟𝑖𝑎𝑡𝑒𝑠	

	

The	alpha	quantile	is	denoted	as	𝐹Y(1, 𝑛 − 𝑘 − 1).	It	has	𝑛 − 𝑘 − 1	denominator	degrees	of	freedom	

and	one	numerator	degrees	of	freedom.	

		

The	F	statistic	is	a	value	received	from	a	regression.	The	purpose	of	an	F-test	is	to	examine	whether	a	

group	of	variables	are	jointly	significant.	The	F	statistic	for	the	hypothesis	𝛽% = 	𝛽9	is	derived	from	

		

𝐹 =
(𝛽%9 − 𝛽%9)>

𝑉𝑎𝑟(𝛽%)
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To	further	evaluate	whether	the	null	is	to	be	rejected,	a	study	of	the	p-value	is	appropriate.	The	p-

value	for	the	hypothesis	is	𝑃𝑟(𝐹(1, 𝑛 − 𝑘 − 1) > 𝐹).	A	restriction	is	given	by	alpha;	if	the	p-value	is	

greater	than	alpha,	the	null	cannot	be	rejected.		

		

When	deciding	if	a	result	is	significant,	the	combination	of	an	F	statistic	and	the	p-value	is	crucial.	If	

only	the	significance	of	the	F	statistic	is	studied,	the	result	might	be	contradictory.	This	is	due	to	the	

fact	that	the	F	statistic	is	the	joint	effect	of	all	variables.	If	F	is	significant,	the	implication	is	not	that	

all	variables	are	significant.	(Andale	2016)	

	

Criticism		

The	hypothesis	test	performed	by	analysing	the	F	statistic	and	the	p-value	is	inefficient.	Part	of	the	

results	of	mentioned	tests	that	are	not	accurate.	If	the	p-value	indicates	that	the	hypothesis	may	be	

rejected	with	95%	certainty,	there	is	a	5%	chance	that	it	would	be	wise	to	not	reject	it	(The	Trustees	

of	Princeton	University	2007).	

	

Due	 to	 described	 imperfection,	 it	 is	 advisable	 to	 strengthen	 the	 result	 with	 an	 effect	 size	 of	 the	

investigated	coefficient,	see	section	2.2.7.	(Nakagawa	and	Cuthill	2007,	Levine	and	Hullet	2002)	

	

ETA-squared	

Studies	 of	 the	 effect	 covariates	 have	 on	 the	 result	 may	 be	 determined	 by	 computing	 partial	 eta	

squared,	also	called	effect	size.	If	a	regression	is	run	on	a	full	model	and	one	wish	to	see	the	impact	

of	removing	one	variable,	the	effect	size	may	be	expressed	as	follows:	

		 	 	

η> =
|ê∗|> − |ê|>

|ê∗|>
	

	

In	 the	 described	 function,	 |ê|>	represents	 the	 sum	 of	 residuals	 for	 the	 full	 model	 whilst	 |ê∗|>	

represents	 the	 sum	of	 residuals	 for	 the	 reduced	one.	 The	eta	 squared	 is	 calculated	 separately	 for	

each	 factor	 and	 a	 high	 value	 indicates	 that	 the	 concerned	 covariate	 has	 a	 large	 effect	 on	 the	

response	variable.	(Lang	2015)	

	

Akaike	Information	Criterion	

When	comparing	different	models	and	investigating	which	covariates	to	include,	a	common	method	

is	 the	 Akaike	 Information	 Criterion	 test	 (AIC).	 The	 method	 calculates	 an	 estimation	 for	 the	
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“information	lost”	when	applying	a	certain	composed	model	to	an	analysis	and	this	model	is	not	the	

theoretically	perfect	one:	

	

𝐴𝐼𝐶 = 𝑛 ∙ ln |ê|> + 	2𝑘,					𝑛	 = 	number	of	observations, 𝑘	 = 	number	of	coefficients		 	

	

Hence	the	lower	AIC-value,	the	better.	To	compare	a	full	model	with	a	reduced	one,	id	est	a	model	

where	one	or	several	of	the	variables	are	removed,	an	examination	of	the	differences	between	the	

two	AIC-values	is	performed.	In	this	paper	this	∆𝐴𝐼𝐶	-value	is	calculated	by	subtracting	the	AIC-value	

for	the	reduced	model	from	the	AIC-value	for	the	full	model:	

	

∆𝐴𝐼𝐶	 = 	𝐴𝐼𝐶yz{{	|}~�{ − 𝐴𝐼𝐶��~z��~	|}~�{ 	

	

Hence,	if	∆𝐴𝐼𝐶	is	larger	than	zero,	the	model	should	be	reduced.	If	∆𝐴𝐼𝐶	is	smaller	than	zero,	the	full	

model	should	be	kept.	(Lang	2015)	

	

The	 purpose	 of	 the	 method	 is	 not	 to	 test	 a	 null	 hypothesis;	 it	 rather	 displays	 the	 model	 that	

minimises	the	estimated	“information	loss”.	(Snipes	and	Taylor	2014)	

	 	 	 	 	

Goodness	of	Fit	

The	measure	Goodness	of	Fit	 is	 the	amount	of	variation	explained	by	the	covariates.	 It	 is	generally	

called	the	Coefficient	of	Determination:	𝑅>,	and	is	used	to	analyse	the	linear	approximation	from	an	

OLS-estimation.	 The	 coefficient	 is	 referred	 to	 as	 the	measure	of	Goodness	of	 Fit	 since	 it	 indicates	

how	well	the	linear	estimation	fits	into	the	given	observations.	Hence,	the	larger	𝑅>,	the	better.		

	

The	 explanation	 part	of	𝑅>	 is	 computed	 as	 the	 difference	 between	 the	 sum	 of	 residuals	 of	 a	 full	

model	|ê|>	and	the	one	from	a	regression	run	with	only	the	intercept,	|ê∗∗|>.	The	relative	size	of	the	

mentioned	difference	is	what	the	expression	𝑅>	represents:	

	

𝑅> =
|ê∗∗|> − |ê|>

|ê∗∗|>
																		

	

(Lang	2015)	
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An	adjustment	 for	 degrees	 of	 freedom	 in	 𝑅>	 is	 a	 method	 that	 may	 be	 used	 to	 increase	 the	

understanding	as	a	new	covariate	is	included	in	the	model.	The	value	received	after	the	mentioned	

correction	is	denoted	Adjusted	𝑅>.	This	measurement	is	calculated	as	follows:	

	

𝐴𝑑𝑗𝑢𝑠𝑡𝑒𝑑	𝑅> = 1 −
𝑆𝑆���%~z�{
𝑛 − 𝑘

𝑆𝑆�}��{
𝑛 − 1

	 		

	

𝑆𝑆 = standard	error, 𝑛	 = 	number	of	observations, 𝑘	 = 	number	of	covariates	

	

(GraphPad	2016)	

	

It	compares	the	descriptive	power	of	models	including	different	variables.	The	Adjusted	𝑅> 	 is	often	

used	to	study	if	a	reduced	model	is	more	effective	than	the	full	one.	(Investopedia	2016)		

	

2.2. Analysis	of	Market	Strategy	

2.2.1. SWOT	

The	SWOT	analysis	is	introduced	in	the	1950s	by	two	Harvard	Business	School	Policy	Unit	professors,	

George	 Albert	 Smith	 Jr	 and	 C	 Roland	 Christiensen	 (Friesner	 2016).	 It	 is	 a	 tool	 often	 used	 for	

constructing	a	company’s	market	strategy	(Finlay	2000).	The	analysis	 is	divided	into	a	study	of	four	

important	 factors	 of	 a	 company:	 Strengths,	Weaknesses,	Opportunities	 and	 Threats.	 (Skärvad	 and	

Olsson	2013).	The	strengths	and	weaknesses	are	observed	 in	an	 internal	perspective,	whereas	 the	

opportunities	and	threats	are	external	factors	(Sjöberg	2016).	

	

When	 analysing	 the	 internal	 part,	 it	 is	 common	 to	 examine	 the	 resources	 of	 a	 company.	 These	

provide	 a	 good	 view	 of	 the	 current	 state	 inside	 an	 organisation	 (Fallon	 Taylor	 2016).	 Financial,	

human,	physical	and	immaterial	resources	are	often	the	factors	being	studied	to	help	build	this	view.	

Financial	 resources	 represent	 money	 and	 money	 placement	 whilst	 human	 resources	 are	 the	 co-

workers’	abilities,	skills	and	knowledge.	Examples	of	physical	resources	are	facilities	and	inventories	

and	immaterial	resources	stand	for	brand,	goodwill	etcetera.	(Skärvad	and	Olsson	2013)	

	

The	external	part	of	the	analysis	is	different,	it	mainly	represents	factors	a	company	cannot	control.	

This	could	be	whether	the	national	economy	is	strong	or	weak,	how	the	market	trends	develop	along	

with	new	technology,	political	regulations,	funding	from	donors	etcetera.	Other	external	factors	are	
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easier	for	the	company	to	regulate,	this	may	be	which	target	group	is	reached	and	the	relationship	

with	suppliers,	partners	and	customers.	(Fallon	Taylor	2016)	

	

2.2.2. 4P’s	

The	4P’s	in	marketing,	also	called	marketing	mix,	is	originally	introduced	by	Jerome	McCarthy	in	the	

1960s	 (Acutt	 and	 Kuo	 2015).	 The	model	 contains	 four	 factors,	 Price,	 Product,	 Place	 (Distribution	

channel)	and	Promotion.	Price	may	be	analysed	by	studying	which	factors	are	 influencing	the	price	

setting,	which	methods	are	used	when	determining	the	prices	and	price	differentiation.	Examining	

Product	 is	performed	by	evaluating	the	classification	of	the	product,	the	brand	and	the	product	life	

cycle.	 Place	 includes	 determining	 which	 channels	 to	 use	 when	 selling	 and	 marketing	 concerning	

product	 or	 service	 and	 if	 middlemen	 are	 to	 employed.	 Promotion	 studies	 the	 sort	 of	 selling	 and	

communication	 performed	 in	 a	 company	 –	 if	 it	 is	 made	 personally,	 which	 kind	 of	 commercial	 is	

established	etcetera.	(Skärvad	and	Olsson	2013)	

	

2.2.3. PENCILS	

PENCILS	 is	 a	model	within	 the	Promotion	 factor	 in	 the	4P’s	often	used	 to	 summarize	a	 company’s	

publicity	strategy.	It	is	an	abbreviation	for	Publications,	Events,	News,	Community	Relations,	Identity	

Media,	 Lobbying	 and	 Social	 Investments.	 The	 model	 is	 constructed	 by	 the	 famous	 marketing	

professor	Philip	Kotler	while	comparing	 the	need	 for	advertising	and	need	 for	Public	Relations.	He	

argues	that	advertising	has	been	overdone	and	Public	Relations	underdone,	that	people	are	fed	up	

with	ads.	(Kotler	2005)	The	factors	in	the	model	is	further	explained	below.		

	

Publications	 deals	 with	 all	 documents	 the	 company	 issues,	 exempli	 gratia	 brochures	 or	 financial	

statements.	Events	includes	all	happenings	a	company	attends,	both	in-house	and	external,	such	as	

sports	events	and	customer	dinners.	News	explains	organisation	news,	co-worker	news	and	all	other	

development	and	 innovation	occurring	 in	a	company.	Community	 relations	 can	be	sponsorships	of	

organisations	promoting	welfare	or	something	else	supporting	a	society,	for	example	a	local	football	

team.	Identity	media	presents	the	brand,	profile	and	identity	of	a	company	in	forms	of	symbols	and	

media	 such	 as	 uniforms,	 letters	 and	 signs.	 Lobbying	 indicates	 a	 company	 influencing	 political,	

financial	 or	 other	 decision	makers	 in	 order	 to	 benefit	 the	 company.	 The	 last	 factor,	 called	 Social	

investments,	mainly	concerns	involvement	in	important	issues	in	society	and	improving	the	goodwill	

and	corporate	culture.	(Skärvad	and	Olsson	2013)	
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3. Methodology	

This	section	is	divided	into	two	parts,	first	a	quantitative	research	where	a	mathematical	analysis	is	

performed.	Second,	a	qualitative	research	including	a	strategic	meeting	and	an	interview.	

	

3.1. Literature	Study	

To	 obtain	 a	 deep	 understanding	 of	 multiple	 regression	 analysis	 and	 market	 strategy	 models	 a	

literature	study	is	performed.	The	pre-study	is	mainly	based	on	the	books	Företagsekonomi	100	and	

Elements	 of	 Regression	 Analysis,	 laying	 a	 foundation	 for	 the	 entire	 thesis.	 By	 the	 means	 of	 this,	

further	evaluation	of	 the	 topics	 is	 done	using	 several	other	 reliable	books,	 articles	 and	webpages,	

see	section	9	for	a	complete	list.	

	

3.2. Quantitative	Research	–	Multiple	Regression	Analysis	

3.2.1. Main	Model	

The	 regression	 analysis	 aims	 primarily	 to	 produce	 a	 final	model	 for	 the	 average	occupancy	 of	 the	

three	facilities,	independently	of	price	category.	As	from	now,	this	is	referred	to	as	the	main	model.		

	

Variable	Selection	

In	the	regression	analysis	the	initiating	action	is	choosing	which	variables	that	is	to	be	included	in	the	

original	model.	Firstly,	the	response	variable	 is	described	and	motivated.	By	the	means	of	this,	 the	

explanatory	 variables	 can	 be	 obtained.	 In	 this	 section	 a	 definition	 to	 every	 variable	 is	 contained.	

Consideration	to	endogeneity	is	taken	when	choosing	every	variable.		

	

Occupancy		

StayAt’s	Occupancy	is	naturally	chosen	as	the	response	variable	in	the	main	model.	The	occupancy	is	

defined	as	number	of	sold	rooms	per	month	divided	with	number	of	available	rooms	per	month.	This	

makes	the	model	adaptable	to	data	from	all	three	hotel	facilities;	Bromma,	Kista	and	Lund.		

	

Relative	Price	

The	Price	variable	for	the	main	model	is	chosen	as	a	ratio:	average	room	rate	divided	with	average	

room	rate	for	StayAt’s	main	competitive	set,	see	section	1.1.		
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Occupancy	Competitive	Set		

This	 variable	 is	 expressed	 in	 percent	 and	 is	 computed	 as	 the	 average	 number	 of	 sold	 rooms	 per	

month	 relative	 to	 the	 average	number	 of	 available	 rooms	per	month	 for	 the	 competitive	 set,	 see	

section	1.1.		

	

Stockholm	

Stockholm	 is	 a	dummy	variable	 taking	on	 the	 value	1	 if	 the	 concerned	hotel	 is	 StayAt	Bromma	or	

StayAt	Kista	and	0	if	it	is	located	in	Lund.		

	

Season		

The	Season-	parameter	has	 three	values,	one	 for	 low	season,	one	 for	medium	season	and	one	 for	

high	season.	The	definition	for	Season	in	this	section	is	not	the	climatological	seasons.	It	is	the	high-	

and	 low-	 seasons	defined	by	 the	hotel	management	 (Schwalm	2016).	 January,	 July	 and	December	

are	defined	as	low	seasons,	taking	on	the	qualitative	value	1.	February,	June	and	August	are	middle	

seasons	with	defined	qualitative	value	2.	March,	April,	May,	September,	October	and	November	are	

classified	as	high	season	and	obtain	qualitative	value	3.	

	

Weather		

Weather	is	a	variable	explaining	the	average	monthly	temperature	in	the	geographical	area	in	which	

the	hotel	is	located.		

	

Nearby	Events		

The	 Nearby	 Events	 variable	 is	 assembled	 as	 the	 number	 of	 days	 per	 month	 where	 events	 are	

present.	The	definition	of	an	event	is	concerts,	exhibitions,	marathons,	various	business	events	and	

festivals.	 The	 duration	 of	 the	 events	 varies;	 therefore,	 the	 above	 mentioned	 summary	 of	 days	

describes	the	variable.		

	

Economy	

The	Economy	variable	is	defined	by	the	Swedish	Institute	of	Economic	Research	(Konjukturinstitutet)	

barometer	 indicator	 of	 the	mood	 of	 Swedish	 economy.	 These	 values	 are	 produced	 by	 indications	

from	households	and	companies	and	are	standardised	with	mean	value	100	and	standard	deviation	

10.	(Konjukturinstitutet	2016)		
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Months	on	Market	

This	variable	is	defined	as	number	of	months	from	the	date	the	facilities	opened.	Note:	it	is	the	time	

from	when	the	facility	is	inaugurated;	it	is	not	when	the	re-establishing	of	the	hotel	is	performed	in	

2010.	See	section	1.1	for	further	information.	

	

NPS	

The	 Net	 Promoter	 Score	 variable	 is	 a	 measurement	 the	 hotel	 uses	 to	 evaluate	 the	 customer	

satisfaction.	The	score	is	on	a	scale	between	-100	and	100,	a	positive	NPS	is	one	greater	than	zero.	

An	excellent	NPS	is	a	score	greater	than	50.	(Satmetrix	Systems	2016)	

	

Market	Shares	

The	Market	 Share	 variable	 is	 a	 relation	 between	 StayAt	 and	 the	 competitive	 set’s	 revenue	 per	

available	room.	The	stated	revenue	is	the	average	rate	multiplied	with	occupancy.		

	

Collection	of	Data	

This	 paper	 studies	 an	 average	 of	 the	 three	 facilities	 instead	 of	 them	 separately	 to	 delimit	 the	

research.	Historical	data	for	all	variables	except	for	Weather	and	Economy	 is	received	from	StayAt.	

The	weather	data	is	obtained	from	SMHI	and	the	information	on	weak/strong	economy	in	Sweden	is	

collected	 from	 the	 Swedish	 Institute	 of	 Economic	 Research.	 All	 data	 is	 collected	 from	 January	 1st	

2011	to	January	31st	2016,	and	 is	divided	monthly.	The	reason	for	not	gathering	data	 from	earlier	

dates	 is	 the	 reformation	of	 the	 company	 in	April	 2010,	when	 the	 current	 concern	 is	 founded,	 see	

section	 1.1.	 The	 results	will	 be	more	 accurate	 and	 relevant	 for	 StayAt	 if	 all	 data	 is	 obtained	 from	

after	this	date	since	extensive	reformations	were	made.	

	

Original	Main	Model	

The	regression	equation	and	a	graphical	view	of	the	variables	are	displayed	below.	

	

𝑦	 = 𝛽9 + 𝑥4𝛽4+. . . +	𝑥49𝛽49	
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	 Main	Model	

𝑦	 Occupancy		(%)	

𝑥4	 Relative	Price	(%)	

𝑥>	 Season	

𝑥�	 Weather	

𝑥�	 Nearby	Events	

𝑥�	 Economy		

𝑥�	 Months	on	Market	

𝑥�	 Occupancy	Competitive	Set	(%)	

𝑥�	 NPS	

𝑥�	 Stockholm		

𝑥49	 Market	Shares	(%)	

	

Testing	the	Variables	and	Reducing	the	Model	

When	testing	the	model,	the	computer	program	R	is	used.		

	

Quantile	Quantile-plot	and	Variance	Inflation	Factor		

The	initial	step	is	to	control	if	the	model	is	approved	by	the	linear	regression	assumptions.	A	normal	

QQ-plot	of	the	standardised	residuals	is	created	in	R	and	the	result	indicates	whether	the	errors	of	

the	 model	 are	 normally	 distributed,	 ergo	 if	 the	 model	 is	 approved	 by	 the	 normality-	 and	

homoscedasticity	assumptions.	To	approve	the	multicollinearity	assumption	a	VIF-test	is	performed	

and	an	examination	if	any	variable	should	be	removed	is	made.		

	

Beta	Estimates,	p-values,	ETA-squared	and	Confidence	Intervals	

Estimates	 of	 the	 betas,	 p-values,	 ETA-squared	 and	 confidence	 intervals	 for	 the	 regression	

coefficients	 is	 accumulated	 in	 R	 by	 the	means	 of	 an	 F-test.	 These	 generates	 a	 comprehension	 of	

which	variable	coefficients	should	be	included	in	the	zero	hypothesis	𝐻9,	id	est	which	covariates	that	

may	be	insignificant.	The	risk	level	chosen	for	all	tests	is	0,05	and	the	limit	for	ETA-squared	is	a	value	

greater	than	0,02.	

	

Akaike	Information	Criterion	and	Adjusted	R2	

To	 examine	 which	 covariates	 should	 be	 removed	 an	 AIC-test	 is	 performed	 and	 adjusted	 R2	 is	

calculated	for	both	full	and	reduced	models.	
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3.2.2. Category	Models	

To	aid	 the	analysis	of	StayAt’s	market	 strategy,	an	examination	of	differences	 in	 factors	 impacting	

occupancy	 depending	 on	 price	 category	 is	 pursued.	 This	 indicates	 that	 there	 are	 three	 additional	

regression	models	and	response	variables:	one	 for	Daily,	one	 for	Extended	and	one	 for	Long	Term	

stays.	 These	 are	 referred	 to	 as	 category	 models.	 The	 category	 models	 will	 only	 be	 used	 for	

determining	the	differences	depending	on	price	category,	not	for	regression	 inferences.	Therefore,	

final	models	are	not	necessary.	

	

Variable	Selection	

Occupancy		

The	response	variables	in	the	category	models	are	the	Occupancy	for	respective	length	of	stay.	It	is	

calculated	as	number	of	 sold	 rooms	 in	 respective	price	 category	per	month	divided	with	 the	 total	

number	of	available	rooms	per	month.	

	

Explanatory	Variables	-	Category	Models	

The	explanatory	variables	chosen	for	the	category	models	are	the	same	as	 in	the	final	main	model	

except	 for	 two	 factors.	 In	 the	 category	 models	 the	 number	 of	 sold	 rooms	 per	 price	 category	 is	

investigated	 and	 therefore	 the	occupancy	 is	much	 smaller.	Hence,	 the	Occupancy	Competitive	 Set	

variable	 is	not	 included	 in	 the	category	models	 since	 they	are	not	comparable.	The	other	 factor	 is	

changing	the	covariate	Relative	Price	to	Price.	The	reason	for	this	is	that	data	for	the	separate	price	

categories	 of	 the	 competitors	 is	 not	 available,	 only	 an	 average.	 This	 covariate	 is	 defined	 by	 the	

different	price	categories	for	respective	length	of	stay.	

	

The	full	category	equations	are	expressed	as	follows:	

	

𝑦	 = 𝛽9 + 𝑥4𝛽4+. . . +	𝑥�𝛽�		

	

See	Table	1	in	section	10.1	for	a	graphical	view	of	the	variables.		

	

Running	the	Regression	

To	examine	 the	models,	 the	 linear	 regression	assumptions	 first	had	 to	be	approved	with	QQ-plots	

and	 VIF-tests.	 Thereby,	 the	 beta-estimates,	 p-values	 and	 ETA-squared	 could	 be	 evaluated.	 As	

mentioned,	 the	 models	 are	 only	 used	 to	 examine	 differences	 and	 therefore	 there	 is	 no	 need	 to	

perform	AIC-tests	or	calculate	𝑅>	to	remove	variables	from	the	model.	The	interesting	information	

from	these	models	are	the	differences	in	beta	estimates,	p-values	and	ETA-squared.			
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3.3. Qualitative	Research	 	 	

3.3.1. Meeting	with	Management	of	StayAt	

To	enhance	the	comprehension	of	the	company,	a	meeting	with	two	of	the	key	managers	at	StayAt	

Apartments	 is	 held	 February	 2nd	 2016.	 The	 Deputy	 CEO,	Michael	 Schwalm,	 and	 the	 Commercial	

Manager,	Niklas	Frisell,	present	the	company’s	development	and	upcoming	expansion.	Information	

about	 current	 goals	 and	 overall	 vision	 is	 received.	 By	 means	 of	 this,	 a	 discussion	 about	 possible	

research	questions	 is	 raised.	The	meeting	 lasts	about	 three	hours	and	 is	 intentionally	held	early	 in	

the	 process	 of	 this	 thesis	 since	 it	 functions	 as	 a	 foundation	 for	 the	 problem	 formulation.	 It	 is	

important	 to	 lay	 a	 stable	 groundwork	 for	 the	 research	 question	 since	 it	 impregnates	 the	 entire	

paper.	Whoever	 possess	 power	 of	 the	 problem	 formulation	 also	 bear	 the	 largest	 influence	 of	 the	

results	as	the	problem	privilege	claims	(Gustafsson	1989).		

	

3.3.2. Interview	with	Deputy	CEO	at	StayAt	

Further	along	in	the	process	of	the	paper,	at	April	14th,	a	two-hour	interview	with	the	Deputy	CEO	of	

StayAt	 is	 held.	 The	 purpose	 of	 the	 session	 is	 to	 obtain	 detailed	 information	 about	 the	 company’s	

current	business	model	and	market	strategy.	Focus	is	 laid	on	questions	concerning	the	two	market	

strategy	models:	SWOT	and	4P’s.	
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4. Mathematical	Results	

	

4.1. Linear	Regression	Assumptions	

4.1.1. Quantile	Quantile-plot	

The	plot	of	the	standardised	residuals	is	shown	below.	Since	the	line	is	almost	straight,	id	est	there	is	

a	 linear	 relationship	between	 the	 standardised	errors	 and	 the	 theoretical	 quantiles,	 the	normality	

assumption	is	approved.	

	

	

4.1.2. Variance	Inflation	Factor	

In	this	section,	the	VIF	results	are	visualised.	Seven	of	the	ten	covariates	were	directly	approved	for	

the	multicollinearity	assumption.	The	VIF-values	of	the	variables	Months	On	Market,	Stockholm	and	

Occupancy	Competitive	Set	was	close	to	five,	which	is	the	limit	for	when	further	investigation	should	

be	done	(Minitab	Inc.	2016).	The	fact	that	both	Months	On	Market	and	Occupancy	Competitive	Set	

would	correlate	a	little	with	Stockholm	have	already	been	realised	though,	since	these	two	variables	

are	also	based	on	which	facility	is	examined;	where	it	is	located.	Despite	this	fact,	it	is	concluded	that	

all	three	covariates	should	be	included	in	the	model	anyway	since	Months	On	Market	and	Occupancy	

Competitive	Set	describe	the	three	different	facilities	while	Stockholm	only	compare	the	difference	

between	Stockholm	and	Lund.	In	addition,	the	remaining	tests	performed	proves	these	variables	to	

be	relevant	which	further	argues	for	the	cause	to	keep	them.		
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Original	Model		 VIF			

Relative	Price	 2.768155	

Season	 2.532885	

Weather	 3.002500	

Nearby	Events	 1.275966	

Economy		 1.275016	

Months	on	Market	 4.742640		

Occupancy	Competitive	set		 4.674845	

NPS	 1.923735	

Stockholm		 4.989523	

Market	Shares		 2.631624	

	

	

4.2.	 Testing	the	Main	Model	

4.2.1.	 Estimated	Betas,	p-values	and	ETA-squared	

The	 results	 of	 the	 estimated	 beta-values,	 p-values	 and	 ETA-squared	 are	 presented	 in	 the	 table	

below.	The	indication	of	this	is	to	examine	if	Nearby	Events,	Economy	and	NPS	are	relevant	for	the	

model	 since	 their	p-values	are	high,	ETA-squared	 low	and	 their	estimated	coefficients	are	close	 to	

zero.	(Thompson	2002)	

	

Original	Model	Summary	 Estimate				 	Std.Error			 Eta.sq		 p.value	

(Intercept)														 3.464189e-01		 0.1023685184		 0.10054			 0.0009	

Relative	Price	 -6.715507e-01	 0.0805634844		 0.46844			 0.0000	

Season	 2.928637e-02		 0.0093973909		 0.07956			 0.0021	

Weather	 2.511372e-03		 0.0011569987	 	0.03499			 0.0313	

Nearby	Events	 4.400136e-04		 0.0006102560		 0.00336			 0.4719	

Economy		 9.198599e-05		 0.0006729116		 0.00011			 0.8914	

Months	on	Market	 8.716381e-04		 0.0002561764		 0.07841		 	0.0008	

Occupancy	Competitive	set		 7.529508e-01		 0.0944690071		 0.37263			 0.0000	

NPS	 6.716594e-06		 0.0004084403		 0.00000			 0.9869	

Stockholm		 -2.317027e-01	 0.0192297613		 0.46527			 0.0000	

Market	Shares		 4.933680e-01		 0.0342054941		 0.61971			 0.0000	
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4.2.2.	 Confidence	Intervals	

The	results	for	the	confidence	intervals	are	stated	in	Table	2	in	section	10.1.	The	confidence	intervals	

for	the	same	regression	coefficients	mentioned	 in	section	4.2.1.	all	contain	zero	hence	the	null	 for	

these	covariates	cannot	be	rejected.	The	conclusion	to	examine	these	covariates	relevance	is	further	

supported.	

	

4.3. Reduction	of	the	Model	

The	regression	coefficients	being	tested	for	zero	are	the	ones	for	Nearby	Events,	Economy	and	NPS	

by	the	arguments	presented	above.		

	

4.3.1. Akaike	Information	Criterion	

In	 this	 test,	∆𝐴𝐼𝐶	 is	calculated	for	the	models	where	respective	variable	tested	for	 irrelevance	has	

been	removed.	The	∆𝐴𝐼𝐶	is	also	calculated	for	the	model	where	all	three	variables	are	removed.	As	

seen	in	the	table	all	∆𝐴𝐼𝐶	values	are	larger	than	zero,	implying	that	all	variables	should	be	removed	

from	the	model.	One	additional	test	is	performed	before	making	this	decision	though.		

	

Removed	variable	 Nearby	Events	 Economy	 NPS	 	Nearby	Events,	Economy	and	NPS	
∆AIC	 1,383872	 1,979247	 1,999695	 5,348732	

	

	

4.3.2. Adjusted	𝑹𝟐	

In	 the	 table	 below,	 adjusted	𝑅> 	 values	 for	 the	 full	models	 as	well	 as	 the	models	with	 concerned	

covariates	 removed	 are	 shown.	 By	 means	 of	 these	 results,	 the	 implication	 from	 4.2.1.	 is	 further	

strengthened.	 All	 𝑅>-values	 increase	 as	 the	 variables	 are	 removed.	 The	 largest	 enhancement	 is	

obtained	when	all	three	of	them	is	removed.	Therefore,	it	is	decided	to	move	these	covariates	from	

the	model	in	lack	of	relevance.	

	

Removed	variable	 Nearby	Events	 Economy	 NPS	 	Nearby	Events,	Economy	and	NPS	
Adjusted	𝑹𝟐	 0.8438	 0.8443	 0.8443	 0.8455	

Adjusted	𝑹𝟐	Full	Model	 0.8434	 0.8434	 0.8434	 0.8434	

	

The	 final	𝑅>-value	 is	 0,8455,	which	 indicates	 that	 the	occupancy	 is	 highly	 explained	by	 the	model	

produced.		
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4.4. Final	Main	Model	

In	this	section	the	final	main	model	is	presented.	See	Table	3	in	section	10.1	for	the	estimates	of	the	

coefficients,	 standard	errors,	ETA-squared	and	p-values	and	Plot	1	 in	 section	10.2	 for	 the	Quantile	

Quantile-plot.	

	

Occupancy	=	0.3648	-	0.6728	·	Relative	Price	+	0.0297	·	Season	+	0.0026	·	Weather	+	0.0009	·	Months	

on	Market	+	0.7483	·	Occupancy	Competitive	Set	-	0.2316	·	Stockholm	+	0.4906	·	Market	Shares	

	

4.5.	 Category	Model	

4.5.1.	 Linear	Regression	Assumptions	

Quantile	Quantile-	plot	

In	section	10.2	 the	Daily,	Extended	and	Long	Term	QQ-plots	are	displayed,	 referred	 to	as	Plot	2,	3	

and	4.	As	can	be	seen	in	these,	all	models	are	approved	of	the	normality	assumption	since	there	is	a	

linear	relationship	between	the	standardised	residuals	and	the	theoretical	quantiles.	

	

Variance	Inflation	Factor	

As	 one	may	 see	 in	Table	4,	 section	 10.1,	 the	VIF-values	 are	 all	 low.	 Therefore,	multicollinearity	 is	

dismissed	for	the	category	models.	

	

4.5.2.	 Differences	in	Regressions	

Concluded	from	the	displayed	table	below,	the	most	distinctive	differences	composed	from	running	

the	regressions	are	the	following:	

	

● For	the	Daily	Occupancy	the	variables	Low/High	Season	for	the	hotel	and	Market	Shares	are	

not	as	relevant	as	it	is	for	the	Extended	and	Long	Term	Occupancy.	

● In	the	Extended	and	Long	Term	models	Weather	 is	irrelevant	whereas	in	the	Daily	 it	has	an	

impact.	

● The	 last	 relevant	 difference	 noticed	 is	 that	 the	Price	 covariate	 is	 not	 as	 significant	 for	 the	

Long	Term	stay	as	it	is	for	the	Daily	and	Extended.	The	value	of	ETA-squared	for	the	covariate	

in	Long	Term	was	higher	 than	 in	Daily.	Although,	 the	 confidence	 interval	 showed	 that	 the	

null	 hypothesis	 could	 not	 be	 rejected	 for	 the	 Long	 Term	 Price,	 hence	 the	 conclusion	 is	

strengthened.	

	
Primarily,	the	results	are	based	on	p-value	and	ETA-squared.	But	in	case	these	results	are	conflicted,	
confidence	intervals	are	taken	into	account,	see	Table	5	in	section	10.1.	
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Daily	 Estimate					 Std.Error			 Eta.sq		 p.value	

(Intercept)								 4.596590e-01		 2.517435e-02		 0.56497			 0.0000	

Daily	Price	(1-	4	days)								 -2.611038e-05	 8.080908e-06	 0.01270			 0.0015	

Stockholm								 -4.792214e-02	 1.507301e-02	 0.06237	 0.0017	

Season												 6.505140e-03	 4.198131e-03	 0.01118	 0.1231	

Weather	 3.050437e-03	 5.176522e-04	 0.16907	 0.0000	

Months	On	Market				 -2.153127e-03	 1.461029e-04	 0.53497	 0.0000	

Market	Shares						 -7.075996e-03	 1.724625e-02	 0.00072	 0.6821	

	 	 	 	 	

Extended	 Estimate					 Std.Error			 Eta.sq		 p.value	

(Intercept)								 0.3043020004	 7.378198e-02	 0.10985	 0.0001	

Extended	Price	(5-	29	days)									 -0.0003502485	 8.876393e-05	 0.12416	 0.0001	

Stockholm								 0.0594250944	 1.881643e-02	 0.04597	 0.0019	

Season													 0.0628790036	 6.543170e-03	 0.33764	 0.0000	

Weather	 0.0006900965	 7.777748e-04	 0.00482	 0.3761	

Months	On	Market				 -0.0006593034	 1.724785e-04	 0.04819	 0.0002	

Market	Shares						 0.1189444976	 3.275107e-02	 0.08579	 0.0004	

	 	 	 	 	

Long	Term	 Estimate					 Std.Error			 Eta.sq		 p.value	

(Intercept)								 -0.1430516865	 0.0983190480	 0.01964	 0.1475	

Long	Term	Price	(>29	days)					 -0.0002872128	 0.0001639458	 0.02963	 0.0815	

Stockholm								 -0.1855890739	 0.0216101307	 0.27203		 0.0000	

Season													 0.0664863443	 0.0066956415	 0.33642	 0.0000	

Weather	 -0.0015519374	 0.0008925823	 0.01902	 0.0838	

Months	On	Market				 0.0043134249	 0.0002294939	 0.60072	 0.0000	

Market	Shares						 0.1441220846	 0.0328317389	 0.09591	 0.0000	
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5. Inferences	from	the	Regression	Analysis	

	

Relative	Price	

Since	Occupancy	 is	 chosen	 as	 dependent	 variable,	 price	 seems	 to	 be	 one	 of	 the	most	 important	

influencing	variables.	When	choosing	hotel	this	is	one	of	the	most	common	and	conspicuous	factors	

to	consider.	According	to	Lang’s	theory	Thou	shalt	know	your	data,	price	has	a	negative	influence	on	

occupancy	(Lang	2015).	Therefore,	examining	the	relation	between	prices	seems	more	relevant.	The	

measurement	becomes	universal	and	standardized.		

	

The	result	implicates	that	Relative	Price	has	a	negative	effect	on	the	occupancy.	It	demonstrates	that	

price	 is	 a	 delicate	 factor	 when	 attracting	 customers.	 The	 coefficient	 of	 the	 covariate	 proves	 that	

customers	are	selective	regarding	price	when	choosing	hotel.		

	

In	section	3.1.1.	under	Variable	Selection,	as	the	price	covariate	is	chosen,	the	risk	of	simultaneity	is	

taken	into	account.	It	 is	known	from	economic	theory	that	if	demand	raises,	price	will	raise	as	well	

(Krugman	and	Wells	2013).	Although,	since	a	variety	of	tests	show	that	the	covariate	is	still	severely	

significant	it	is	included	in	the	model.	

	

Season	

The	variable	has	a	positive	influence,	indicating	that	the	occupancy	increases	as	the	season	is	high.	

The	 result	 is	 predictable	 but	 the	 variable	 is	 still	 relevant	 due	 to	 the	 extent	 of	 the	 effect	 on	 the	

occupancy.	Considering	the	result,	StayAt	may	use	the	information	to	put	effort	on	the	marketing	as	

they	 are	 approaching	 low	 season.	 Equivalent	 to	 the	 Relative	 Price	 variable,	 awareness	 of	

simultaneity	is	present	when	choosing	this	covariate.	The	seasons	are	defined	by	the	average	level	of	

occupancy	and	 therefore	 there	 is	a	 risk	of	endogeneity.	The	motivation	 for	keeping	 the	variable	 is	

the	small	standard	error	and	high	ETA-squared.	

	

Weather	

Warm	weather	 contributes	 positively.	 It	may	 be	 concluded	 that	 the	 factor	 is	 advantageous	when	

computing	 a	 market	 strategy	 to	 attract	 end	 customers	 to	 the	 hotel.	 The	 significance	 of	 weather	

unleashes	strategy	improvements	as	the	relevance	may	reveal	understanding	of	the	guests	choosing	

StayAt	 when	 visiting	 Sweden.	 The	 data	 for	 the	 variable	 is	 expressed	 in	 degrees	 Celsius.	 Data	 for	

hours	of	sun	per	month	is	not	available	and	therefore	excluded	from	the	variable.	Therefore,	it	may	

not	be	completely	translated	to	“weather”	but	still	contains	significance.		
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Months	on	Market	

The	 variable	 has	 a	 favourable	 impact	 on	 the	 demand,	 implicating	 that	 a	well-established	 brand	 is	

beneficial	 in	 this	 market.	 Another	 interpretation	 of	 this	 variable	 is	 that	 tourism	 in	 Sweden	 has	

increased.	The	covariate	represents	the	passing	of	time,	implying	that	the	conclusions	are	many.	The	

main	inference	is	that	experience	is	valuable	in	this	market	and	may	be	used	in	future	strategy	work.	

	

Occupancy	Competitive	Set		

The	 sign	 of	 this	 variable	 is	 positive,	 supposing	 that	 increased	 demand	 for	 adjacent	 competitors	 is	

beneficial	 for	 StayAt.	 An	 implication	 is	 that	 the	 branch	 seasons	 are	 synchronised.	 This	 inference	

strengthens	 the	 aim	 of	 this	 study.	 The	 need	 for	 a	 strong	 brand	 is	 essential	 and	 B2E	marketing	 is	

evidently	important	for	increased	penetration	power	and	occupancy.	

	

Stockholm	

The	 variable	has	 a	 negative	 influence	on	 the	 result.	Hence,	 StayAt	have	better	 occupancy	 in	 Lund	

than	 in	Stockholm.	The	observational	advantage	to	exploit	 is	evidently	 the	 importance	of	 location.	

Since	StayAt	are	expanding	it	is	of	greater	interest	to	study	the	wider	definition	of	location,	to	study	

sub-locations	 separately	would	 not	 be	 as	 relevant	 in	 this	 project.	 Further,	 since	most	 of	 the	 used	

data	 is	 obtained	 from	 each	 individual	 hotel,	 multicollinearity	 would	 be	 present	 if	 separating	 the	

variables	into	sub-locations.	The	established	variable	may	implicate	other	properties	than	Stockholm	

versus	Lund,	based	on	common	factors	for	the	Stockholm	hotels	which	differs	for	the	facility	in	Lund.	

An	 example	 is	 that	 the	 Stockholm	hotels	 are	 open	 24	 hours	 a	 day,	whilst	 the	 Lund	 facility	 is	 not.	

Another	difference	is	the	proximity	to	Denmark	and	Western	Europe.	This	is	the	downside	with	the	

inclusion	of	a	dummy	variable.		

	

Despite	 of	 above	mentioned	 criticism,	 the	 regression	 result	 eventuates	 that	 the	 dummy	 variable	

Stockholm,	 is	significant	for	the	hotel’s	occupancy.	The	variable	has	a	principally	negative	effect	on	

the	 occupancy,	 indicating	 that	 the	 StayAt	 brand	 and	 the	 general	 standard	 of	 the	 hotel	 may	 be	

superior	 in	 Lund.	 Another	 implication	 is	 that	 the	 Stockholm	 hotels	 might	 be	 exposed	 to	 a	 more	

competitive	market.	 A	 further	 explanation	may	 be	 that	 the	 location	 of	 the	 hotel	 in	 Lund	 is	more	

central	and	attractive.	

	

Market	Shares	

The	positive	coefficient	demonstrates	that	an	 increase	of	the	hotel’s	penetration	power	relative	to	

the	 competitive	 set	 will	 generate	 an	 increase	 of	 the	 occupancy	 as	 well.	 This	 indicates	 that	 the	
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greater	the	company	has	become,	the	greater	its	occupancy	will	be.	It	leads	to	a	well-known	brand	

which	 attracts	more	 customers.	 The	main	 conclusion	 of	 the	 variable	Month	 on	Market	 is	 thereby	

strengthened.	

	

Nearby	Events	

The	Nearby	Event	variable	is	reduced	from	the	model;	it	did	not	have	a	significant	influence	on	the	

hotel	occupancy.	It	is	natural	to	assume	that	a	desirable	event	would	influence	the	occupancy	due	to	

the	wider	range	of	people	arriving	to	concerned	area.	The	reason	for	the	poor	relevance	is	probably	

due	to	incompatibility	of	the	data.	The	information	for	the	variable	is	compiled	on	data	sorted	day	by	

day,	and	then	summarised	to	a	monthly	value.	The	hotels	are	occasionally	fully	booked	as	an	event	is	

present	 but	 that	 do	 not	 affect	 the	monthly	 occupancy	 enough	 to	 be	 considerable.	 If	 the	 variable	

instead	 would	 consider	 only	 events	 with	 longer	 durations,	 the	 occupancy	 may	 be	 influenced	

significantly.	

	

Economy		

The	 economic	 situation	 in	 Sweden	 does	 not	 show	 enough	 relevance	 to	 be	 significant.	 An	 initial	

assumption	 is	 that	 the	economy	 in	Sweden	has	an	 impact	since	 it	may	 influence	 incoming	tourists	

and	 international	consultants.	The	 interpretation	of	the	rejection	 is	 that	the	data	does	not	cover	a	

time	period	long	enough	to	perceive	a	fluctuation	in	the	economy.		

	

NPS	

The	customer	satisfaction	 is	rejected	from	the	model.	 Intuitively,	one	may	assume	that	the	guests’	

judgement	of	the	hotel	 is	relevant	since	they	would	recommend	it	to	others.	The	 interpretation	of	

the	result	 is	that	the	data	is	 incoherent.	The	variable	shows	an	average	for	the	entire	organisation,	

which	does	not	generate	a	fair	interpretation	of	the	separate	hotels.	
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6. Discussion	and	Market	Strategy	Analysis	

In	this	chapter	two	main	models	are	used:	SWOT	analysis	and	4P’s.	The	SWOT	analysis	generates	an	

overall	view	of	the	current	market	situation	for	the	company.	The	4P’s	examine	more	thoroughly	the	

practical	 capacities	 of	 the	 company	 which	 may	 be	 developed.	 Further,	 within	 the	 4P’s-method	

concrete	analytical	understanding	is	found	using	PENCILS	(Skärvad	and	Olsson	2013).	All	models	are	

influenced	 with	 the	 results	 and	 inferences	 from	 the	 mathematical	 analysis	 to	 strengthened	 the	

arguments.	

	

6.1. SWOT	

Strengths	

When	observing	StayAt’s	strengths	the	most	obvious	factor	is	their	customer	relationships.	They	are	

established	 on	 the	 market	 towards	 companies	 employing	 international	 consultants	 and	 have	

excellent	contact	with	 these.	Their	ability	 to	be	perceptive,	 communicate	with	different	audiences	

and	adapt	to	the	customers'	requests	 is	definitely	a	strength.	This	 is	part	of	the	 idea	with	contract	

arrangements	(Frisell	2016).	The	company	has	a	lemma	called	work	and	life	balance.	Since	most	of	

their	customers	are	 in	Stockholm	or	Lund	 for	work,	and	are	new	to	either	 the	country	or	 the	city,	

StayAt	 raise	 the	 importance	of	being	able	 to	 live	a	normal	 life	and	balancing	 free	 time	with	work.	

This	 is	 proved	 to	 be	 appreciated	 among	 the	 guests	 and	 is	 a	 very	 valuable	 resource.	 The	 heart	 of	

StayAt	 are	 the	 Extended	 and	 Long	 Term	 residences	 but	 there	 is	 capacity	 for	 the	 Short	 Term	

accommodation	as	well,	which	the	company	is	eager	to	take	advantage	of.	This	is	further	examined	

in	Opportunities.	

	

Another	 strength	 of	 the	 company	 is	 the	 desire	 to	 do	 well	 and	 the	 genuineness	 among	 the	 co-

workers,	as	the	Deputy	CEO	explains.	According	to	him,	there	is	incredible	drive	and	urge	among	the	

staff.	By	providing	all	co-workers	with	continuous	feedback	on	their	work	and	thereby	encouraging	

them	 to	 increase	 their	 independence,	 the	 company	 may	 make	 further	 use	 of	 this	 potential.	 The	

hotel’s	 well	 thought	 out	 geographical	 positions	 is	 another	 valuable	 acquisition.	 Read	more	 about	

location	in	section	6.2.	

	

Weaknesses	

Not	 being	 large	 enough	 is	 a	weakness	 for	 StayAt	 today,	 this	 is	 further	 discussed	 in	Opportunities.	

Another	factor	to	consider	is	the	insufficiency	in	mediating	who	StayAt	are,	what	they	do,	why	and	

how;	 id	est	articulating	their	brand	within	the	B2E	field.	There	is	 internal	ongoing	work	to	 improve	

this	today,	the	StayAt	Academy.	The	Academy	is	a	workshop	for	co-workers	at	the	company	where	
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vision	and	brand	are	filled	with	concrete	value	and	stories.	Visualising	the	brand	towards	the	public	

is	not	as	well-developed,	and	this	is	especially	essential	in	an	expansion	phase.	

	

To	 further	discuss	expansions,	one	may	enlighten	a	case	 study	of	 IKEA	where	 it	 is	mentioned	 that	

scale	and	size	can	be	seen	as	a	downside.	The	larger	the	organisation	gets,	the	harder	it	is	to	control	

the	 standards	 and	 qualities	 (Business	 Case	 Studies	 2016).	 This	 is	 a	 perspective	 the	 company	may	

want	 to	keep	 in	mind	while	growing.	 	One	 last	weakness	 identified	 is	 that	StayAt	does	not	exploit	

their	NPS-system	completely.	A	follow-up	is	not	performed	with	the	people	giving	feedback.	Having	

a	 continuous	 dialogue	with	 customers	 generates	 additional	 value	 since	 it	 brings	 forth	 the	missing	

parts	in	a	product	or	service.	

	

Opportunities	

As	mentioned	in	section	1.1,	the	hotel’s	mean	occupancy	is	about	77%	and	if	StayAt	can	reach	out	to	

a	broader	customer	segment,	a	large	potential	lies	here.	There	is	capacity	within	the	company,	which	

is	brought	up	in	Strengths,	and	the	Deputy	CEO	declares	the	market	demand	exist.	This	opportunity	

is	mainly	based	on	the	existing	facilities	and	concepts	but	there	lies	many	in	the	future	expansion	as	

well,	both	concerning	offerings	and	geographical	locations.		

	

As	 stated,	 there	 is	 further	 capacity	within	 StayAt	 and	 they	 have	 a	 thrive	 for	 expanding	 (Schwalm	

2016)	but	their	branch	has	a	difficult	time	developing.	The	branch	referred	to	here	is	the	Extended	

and	Long	Term	Stay	Hotels.	Because	of	this	they	have	not	yet	been	welcomed	into	the	hotel	segment	

and	to	the	forums	where	they	need	to	be	heard	and	acknowledged.	It	is	essential	for	them	to	show	

their	 Unique	 Selling	 Points	 (USP)	 to	 relevant	 decision	makers	 in	 order	 to	 expand,	 see	 section	 6.3	

Lobbying.	

	

Threats	

Problems	and	barriers	in	the	labour	market	is	one	of	the	threats	to	StayAt	and	the	entire	branch,	for	

example	 if	 the	government	sharpen	the	rules	 for	working	visas.	Creating	these	kind	of	obstacles	 is	

usually	unfavourable	for	the	business	world	and	therefore	also	for	the	nation	in	the	end.	An	example	

of	 this	matter	 is	when	 Spotify	 threatened	 to	move	 to	 the	US	 because	 of	 political	 barriers,	 one	 of	

which	 being	 the	 shortage	 of	 residents	 in	 Stockholm.	 This	 would	 have	 been	 costly	 for	 the	 entire	

country	 because	 of	 losses	 in	 tax	 incomes,	 occupations,	 innovation	 and	 human	 resources	 (Ek	 and	

Lorentzon).	
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When	analysing	StayAt’s	threats	it	is	clear	that	competitors	is	not	the	most	essential	one.	Since	the	

market	for	Extended	and	Long	Term	residences	is	still	relatively	small,	it	is	rather	beneficial	for	StayAt	

if	others	were	to	enter	the	field.	This	indicates	that	growth	of	current	competitors	and	entrance	of	

new	ones	is	both	a	threat	and	an	opportunity.	One	may	compare	this	conclusion	with	a	case	study	of	

McDonald’s	entering	 the	Chinese	market.	The	threat	 is	present	due	to	 the	severe	competition	but	

opportunities	 arises	 as	 more	 consumers	 embrace	 the	 new	 concept,	 enabling	 others	 to	 succeed	

within	the	field.	(Glenn	and	Castle	2011)	In	StayAt’s	case,	 increase	of	competitors	would	cause	the	

branch	to	grow	and	evolve	 influence	but	still	expose	the	company	to	pressure.	As	the	Deputy	CEO	

expresses	 it,	 competitors	 are	 rather	 seen	 as	 inspiration	 and	 motivation.	 (Schwalm	 2016)	 This	 is	

further	supported	by	the	coefficient	of	the	variable	Occupancy	Competitive	Set	in	the	mathematical	

part	 of	 this	 paper,	which	 is	 positive.	 That	 indicates	 that	 the	more	 the	 occupancy	 of	 a	 competitor	

increases,	the	more	it	increases	for	StayAt.		

	

6.2. 4P’s	

Price	

StayAt	do	not	use	a	 low	cost	 strategy	 (Skärvad	and	Olsson	2013),	 instead	 they	prioritise	 to	 create	

great	value	for	the	guests	to	a	slightly	higher	price.	The	price	strategy	is	constituted	in	the	manner;	

the	longer	the	stay,	the	lower	the	price	is	per	night.	The	intention	of	the	Deputy	CEO	is	however	to	

change	 this	 strategy.	His	 vision	 is	 to	 implement	a	value	creating	 system	by	personalising	 the	price	

(Normann	2001).	StayAt	has	the	potential	to	adjust	their	product	for	each	individual	customer	and	

consequently	use	a	price	strategy	following	the	demand	of	the	independent	guest.		

		

A	 result	 from	 the	 regression	 analysis	 indicates	 that	 the	 price	 varies	 significantly	 for	 the	 separate	

lengths	of	 stay,	 see	 section	4.5.	 The	 implication	 is	 that	 the	price	elasticity	 is	 greater	 for	Daily	 and	

Extended	than	for	Long	term	accommodation.		

	

An	 internal	 question	 one	might	 raise	 is	 if	 it	 is	 beneficial	 to	 decrease	 the	 prices	 for	 the	Daily	 and	

Extended	category	and	increase	it	for	the	Long	Term.	As	mentioned,	a	value	creating	system	is	to	be	

synergised	 in	 the	 organisation	 and	 the	 price	 is	 included	 in	 the	 reformation.	 As	 the	 system	 is	

implemented,	 it	may	be	of	great	 importance	to	regard	that	the	Daily	and	Extended	 rates	are	quite	

sensitive	 whilst	 the	 Long	 Term	might	 be	more	 flexible	 for	 inclusion	 of	 packages	 and	 increases	 in	

price.	One	must	 recall	 that	 the	margin	 for	Daily	 is	 the	 lowest	of	 the	 three	categories	and	 that	 the	

Daily	customers	typically	prefer	a	low	price.	This	dilemma	raises	further	investigation.		
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As	 stated	 in	 section	 1.2,	 further	 marketing	 and	 establishment	 in	 the	 B2E	 sector	 is	 needed.	 The	

customers	 in	focus	here	are	mainly	the	short	term	ones	since	the	end	users	are	usually	renting	for	

vacation	or	 temporary	 stays	 (Schwalm	2016).	A	 lower	price	 for	 this	 category	will	 be	 an	 additional	

support	 for	 breaking	 into	 this	market.	 On	 the	 contrary,	 the	 profit	 of	 the	 organisation	 is	 naturally	

prioritised	 –	 especially	 during	 an	 expansion	 phase	 (Berk	 and	 DeMarzo	 2014).	 The	 conclusion	 one	

may	 draw	 is	 to	 keep	 the	Daily	 price	 as	 low	 as	 possible	 and	 let	 the	 guests	 decide	 for	 themselves	

whether	to	add	breakfast	and	other	services,	which	today	are	included.	Naturally,	it	is	important	to	

regard	that	the	margin	should	stay	positive	while	changing	the	price,	see	section	1.1.	

	

The	costs	 for	Extended	and	Long	Term	categories	are	 less	 than	 for	 the	Daily	 (see	section	1.1),	and	

therefore	a	more	adjustable	pricing	strategy	can	be	conducted.	As	mentioned,	the	regression	shows	

that	 the	 price	 elasticity	 is	 lower	 for	 the	 Long	 Term	 category,	 therefore	 it	 may	 be	 advisable	 to	

primarily	let	this	variable	be	the	most	flexible	while	personalising	the	strategy.		

	 	

Place	

“We	own	the	relations”	is	what	the	Deputy	CEO	replies	when	asked	about	their	B2B	marketing.	The	

hotels	 current	 strategy	 is	 creating	 strong	 customer	 bonds	 on	 a	 business	 level,	 the	 brand	 is	

established	 via	 personalised	 marketing	 and	 mainly	 spread	 mouth	 to	 mouth.	 Concerning	 the	

outsourced	distribution	channels,	StayAt	has	less	control.	They	act	on	a	large	and	unfamiliar	market	

where	they	have	 little	penetration	power	today	(Schwalm	2016).	The	well	established	brands	have	

an	advantage	here	due	to	their	direct	marketing	towards	the	end	customer.	What	people	see	when	

looking	 for	 a	 hotel	 using	 the	 channels	 available	 is	 a	 picture,	 geographical	 location	 and	 price.	 The	

StayAt	brand	is	not	strong	enough	in	the	market	to	stick	out	in	this	area.	It	is	difficult	to	show	their	

exceptional	brand	since	it	is	internally	embedded.		

	

Geographically,	 the	 hotels	 are	 strategically	 located	 in	 proximity	 to	 industrial	 areas.	 For	 StayAt’s	

primary	 client	base	 this	 is	 especially	 inviting	due	 to	 the	 closeness	 to	work.	 For	 the	B2E	 customers	

though,	the	 location	needs	to	be	argued	for.	The	hotels	are	centrally	 located	but	perchance	not	 in	

the	 most	 pleasant	 areas.	 Due	 to	 mentioned	 fact,	 the	 marketing	 might	 enlighten	 factors	 such	 as	

proximity	 to	 metro,	 attractions	 and	 nature.	 This	 is	 something	 StayAt	 can	 use	 the	 distribution	

channels	 for	 by	 highlighting	 the	 beneficial	 aspects	 more	 consciously.	 The	 collaborations	 with	

distribution	 channels	 are	 costly	 and	 therefore	 it	 is	meaningful	 to	 exploit	 the	 relation	 as	much	 as	

possible.		
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The	StayAt	website	is	a	platform	used	mostly	by	the	frequent	independent	travellers	(Schwalm	2016)	

and	 the	 opportunities	 here	 are	 nearby	 endless.	 If	 the	 website	 is	 thoroughly	 promoted,	 the	 hotel	

might	penetrate	the	market	segment	they	are	excluded	from	today.	Simplicity	can	help	customers	

understand	the	StayAt	brand,	further	explained	in	section	6.3.		

	

Product	

StayAt’s	product	is	their	accommodation;	it	is	what	they	call	the	hardware.	Although,	as	mentioned	

in	section	1.1,	the	experience	of	the	stay	–	the	software	–	is	the	focus.	The	hotel	is	not	only	offering	a	

place	 to	 sleep	 but	 a	 place	 to	 live	 and	 make	 use	 of	 their	 spare	 time.	 This	 development	 is	 a	

requirement	in	order	to	differentiate	from	competitors.	

	

From	the	regression	analysis	it	is	deduced	that	the	number	of	months	on	the	market	has	a	positive	

influence	on	the	occupancy.	This	indicates	that	StayAt’s	product	grows	in	value	proportionally	to	its	

time	 at	 the	 market.	 The	 result	 strengthens	 the	 differentiation	 to	 focus	 on	 the	 software;	 the	

hardware	is	rather	valued	high	if	it	is	recently	reconstructed.	To	further	enlighten	a	similar	contrast,	

this	can	be	compared	to	a	technological	product,	which	decrease	in	value	the	longer	it	has	been	on	

the	market	(Porter	and	Heppelmann	2014).		

	

For	StayAt,	 it	 is	now	important	to	create	an	alignment	 in	their	products,	 id	est	to	construct	a	clear	

design	 of	 their	 accommodation	 and	 facilities.	 A	 standardization	 of	 the	 apartments	 and	 lobbies	 is	

necessary	in	order	to	build	a	brand	and	define	the	company’s	essence.			

	

Promotion	

The	 B2B	market	 communication	 of	 StayAt	 is	 strongly	 connected	with	 the	 brand.	 Due	 to	 the	 fixed	

supply,	 they	 have	 a	 push-strategy	which	 is	 combined	with	 a	 personalised	 selling	 process	 (Skärvad	

and	Olsson).	The	strategy	can	though	be	seen	as	a	crossing	between	push	and	pull	since	the	selling	

often	 is	 pursued	 through	 a	 dialogue.	 The	 selling	 process	 is	 designed	 such	 that	 main	 sales	 are	

managed	 in	 the	 sales	department.	Another	platform	 for	 sales	 is	 the	 reception	where	 the	 selling	 is	

done	mouth	 to	mouth.	 The	 implication	 is	 that	 StayAt’s	 current	marketing	 is	 solely	 advertised	 via	

personalised	communication	and	meetings.		

	

The	 result	 from	 the	 regression	 analysis	 of	 the	 category	 models	 implicates	 that	 the	 high	 and	 low	

seasons	for	the	hotel	have	no	relevance	for	the	Daily	guests.	Market	Shares	indicates	the	same	and	

the	interpretation	of	this	 is	that	Daily	customers	do	not	averagely	consider	these.	On	the	contrary,	
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the	 mentioned	 factors	 can	 be	 used	 when	 advertising	 towards	 the	 Long	 Term	 segment,	 which	

generally	mainly	 consists	 of	 business	 customers	 according	 to	 the	 Deputy	 CEO.	 One	may	 consider	

putting	greater	effort	on	marketing	towards	these	customers	during	low	season.	Further,	it	would	be	

beneficial	to	emphasise	the	extent	of	StayAt’s	market	penetration.	

	

The	Weather	variable	is	significant	for	the	Daily	customers	according	to	the	category	results	from	the	

regression.	The	advantage	one	can	take	from	this	 is	to	constantly	have	an	updated	weather	report	

on	the	website.	The	report	may	include	connecting	 ideas	of	what	to	do	at	certain	temperatures	to	

attract	end	customers.	

	

6.3. PENCILS		

The	 Deputy	 CEO	 explains	 that	 80%	 of	 their	 accommodation	 comes	 from	 B2B	 and	 10%	 from	

distribution	channels,	id	est	the	end	users.	His	answer	to	what	the	greatest	lack	in	their	marketing	is	

today	 is:	 Penetration.	 This	 statement	 insinuates	 that	 the	 main	 focus	 of	 this	 section	 lies	 within	

expanding	 the	 communication	 with	 the	 B2E	 field.	 To	 investigate	 how	 to	 reach	 out	 to	 a	 wider	

customer	base	and	how	to	sell	the	rooms	they	do	not	today,	a	detailed	analysis	of	StayAt’s	market	

opportunities	is	studied	with	PENCILS.	

	

Publications	

When	studying	StayAt’s	 current	publication	strategy	 it	 is	 clear	 that	 it	may	be	 improved.	A	website	

and	Facebook	pages	are	used	to	some	extent,	and	financial	statements	are	made	public	but	nothing	

else	is	performed.	

	

The	 company	 is	 greater	 and	more	 active	 than	 the	market	 is	 aware	 of,	 see	 Social	 Investments	 for	

further	discussion.	This	may	be	an	important	factor	to	why	they	do	not	obtain	the	great	success	in	

their	 marketing	 towards	 the	 end	 users,	 the	 private	 individuals.	 First	 of	 all,	 the	 website	 can	 be	

developed	 in	 several	matters.	 Today,	 there	 is	 no	 general	 description	of	 the	 company,	 its	 business	

model,	vision,	mission	and	goals	despite	the	fact	that	they	have	a	thoroughly	articulated	such.	These	

factors	are	presented	to	their	contracted	customers	when	selling	but	it	never	quite	reaches	the	end	

users.	Therefore,	 this	may	be	developed	so	that	 it	 is	available	and	easily	accessed	for	all	customer	

segments,	and	the	brand	is	better	articulated	in	the	B2E	sector.	In	addition,	the	website	could	post	

every	 event,	 news	 happening	 and	 action	 made	 at	 the	 company	 in	 order	 to	 keep	 a	 continuous	

update.		
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The	Facebook	pages	are	divided	by	locations.	This	may	cause	an	impression	that	the	three	facilities	

are	not	completely	connected,	which	weakens	the	brand	since	an	alignment	between	the	hotels	 is	

the	goal.	At	their	Facebook	page	they	may	also	post	daily	updates	of	upcoming	events	and	plans.		

	

Further,	 there	 is	 definitely	 room	 for	 promotion	 on	 additional	 platforms	 than	 used	 today.	 Today,	

social	media	 is	 a	 significant	 part	 of	 company's	marketing	 strategy	 (Kaplan	 2011).	Well	 established	

brands	such	as	Volvo,	Nike	and	Coca-Cola	have	discovered	this	way	of	exploiting.	Already	 in	2007,	

the	mobile	marketing	 revenue	 totals	US$2.773	million	 (Mishra	and	Gupta	2012).	 If	 StayAt	were	 to	

follow	these	examples	a	breakthrough	may	come	to	the	B2E	market.	It	has	proven	to	be	effective	to	

keep	an	active	profile	at	every	digital	media.	In	addition	to	mentioned	website	and	Facebook	page,	

important	events	 and	news	at	 the	 company	may	be	posted	on	 Instagram,	 LinkedIn	and	via	E-mail	

Newsletters.	It	is	important	to	continually	keep	these	updates	equivalent	and	synchronised.			

	

Events	

Weekly	events	are	performed	in	the	reception	lobbies	to	promote	familiarity	among	the	customers.	

The	events	are	directed	to	all	people	staying	at	the	hotel.	The	news	is	spread	mouth	to	mouth	and	

by	putting	 information	notes	 inside	the	facilities,	no	public	advertising	 is	performed.	This	results	 in	

attendance	 of	mostly	 Long	 Term	 guests,	 id	 est	mainly	 the	 B2B	 customers.	 The	marketing	may	 be	

developed	since	events	could	be	a	good	tool	for	marketing	and	attracting	new	customers.		

	

Evidently	the	hotels’	overall	focus	is	to	consciously	elevate	their	Long	Term	guests,	mainly	consisting	

of	 Asian	 consultants,	 and	 the	 same	 strategy	 influences	 their	 events.	 A	 cricket	 team	 is	 initiated	 in	

order	to	build	a	sense	of	community	and	the	enquiries	for	this	come	from	the	Asian	guests.	(Mikrut	

2015)	The	Deputy	CEO	expresses	a	need	for	more	diversity	among	the	guests.	The	hotel	is	currently	

situated	 in	 a	 lock	 in	 effect	 (Kuhn	 1962)	 created	 by	 mainly	 targeting	 customers	 from	 Asia.	 If	 the	

economic	growth	in	this	geographical	area	decreases,	the	hotels	customer	base	will	also	be	severely	

reduced	(Regeringskansliet	2016).	There	are	room	for	further	events	 in	the	hotel	budget	(Schwalm	

2016),	which	may	be	used	in	order	to	increase	the	diversity.	

	

An	example	of	 this	 is	 arranging	 for	 the	guests	 to	 visit	 nearby	 fairs,	 to	 go	bowling	or	 sing	 karaoke,	

nothing	extravagant.	The	events	held	outside	the	hotel	facilities	could	entail	a	smaller	fee	so	that	it	

would	not	be	a	large	financial	burden.	Another	example	may	be	to	organise	non-prestigious	creative	

competitions	such	as	publication	of	an	Instagram	picture	tagging	StayAt.	This	 is	great	publicity	to	a	

large	diversity	for	the	company	as	well	as	a	fun	happening	and	an	opportunity	to	win	for	the	guests.	
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News	

In	 the	beginning	of	 2016	 a	 new	playroom	at	 the	hotel	 in	 Kista	 is	 inaugurated,	 the	news	 is	 spread	

mouth	 by	 mouth	 to	 in-house	 guests.	 The	 Deputy	 CEO	 expresses	 that	 emailing	 information	 to	

individual	core	customers	occur	but	it	is	commonly	delayed	or	disregarded.		

	

As	innovative	processes	are	implemented	and	completed,	there	are	no	updates	towards	the	public	

to	tell	the	news.	There	are	platforms	available,	well-functioning	and	designed	in	a	modern	manner.	

These	are	not	used	and	the	question	Why	is	instantly	raised.	As	mentioned	under	Publications,	if	the	

hotel	were	 to	publish	updates	of	 their	ongoing	plans	and	 finished	goals,	a	wider	understanding	of	

the	hotel	value	might	be	increased	by	the	public.		

	 	

Community	Relations	

At	 the	 time	 of	 the	 interview	 the	 only	 existing	 sponsoring	 is	 to	 the	 cricket	 community	 in	 Sweden.	

Other	 initiatives	 executed	 are	 scholarships	 regarding	 innovations	within	 hospitality	 services	 at	 the	

University	of	Lund.	An	expressed	desire	of	StayAt’s	is	to	develop	this	area	in	the	near	future.	

	

StayAt’s	competitor,	Scandic	Hotel,	has	a	separate	section	on	their	website	dedicated	to	sponsoring	

(Scandic	2016).	The	impression	is	seriousness	and	commitment	to	the	society.	If	StayAt	implements	

the	same	technique,	an	idea	is	to	clearly	state	the	purpose	of	the	sponsoring	decisions	and	to	make	

sure	that	their	core	values	are	reflected	in	their	choice.	Hilton	Hotel	is	also	a	good	example	regarding	

sponsoring,	 at	 their	 website	 they	 offer	 an	 opportunity	 to	 apply	 for	 financial	 support	 (Hilton	

Worldwide	 2016).	 This	 suggests	 an	 economic	 confidence	 and	 an	 impression	 of	 security	 and	

innovation.	

	

Identity	Media	

Today	StayAt	use	Google	AdWords	to	mediate	their	identity,	their	main	hits	come	from	the	website	

(Frisell	2016).	As	mentioned	in	section	1.1,	the	intention	is	to	illuminate	the	experience	of	the	stay	

and	not	the	hardware.	Further,	to	enlighten	their	establishment	an	extension	of	the	logotype	may	be	

introduced	where	 it	 is	presented	how	 long	 the	StayAt	brand	has	existed	on	 the	market.	 Since	 the	

variable	Months	on	Market	played	a	significant	role	in	the	Occupancy	equation,	this	seems	to	be	an	

appropriate	action.	
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Lobbying	

There	 is	 one	 main	 actor	 that	 businesses	 in	 the	 hotel	 branch	 may	 exploit	 to	 influence	 decision	

makers.	This	organisation	is	called	Visita	(Nandorf	2016).	StayAt	has	a	delimited	vote	with	Visita	due	

to	 the	 lack	of	 penetration	power.	As	mentioned	 in	 section	6.1,	 the	branch	has	not	 yet	 developed	

enough	to	become	an	important	actor	in	the	relevant	forums.		

	

One	 cannot	put	enough	 importance	 to	 the	 issue	of	 StayAt’s	brand	within	 the	B2E	 field.	 There	are	

sufficient	paths	that	can	be	taken,	Visita	is	not	the	only	opportunity	StayAt	has	regarding	lobbying.	

An	approach	 is	the	commercial	and	 industrial	 life	 in	Sweden,	or	to	directly	approach	the	end	user.	

The	dilemma	is	to	find	an	entrance	to	create	significant	influence.	

	

Social	Investments	

For	StayAt,	social	investments	are	mainly	managed	in	a	close	perspective	by	taking	good	care	of	the	

guests	they	receive.	As	mentioned	in	section	1.1,	most	of	StayAt’s	customers	are	 international	and	

new	to	the	country.	Therefore,	creating	a	homely	environment	for	them	is	a	substantial	part	of	the	

company’s	 social	 investments.	 This	 promotes	 diversity	 and	 a	multicultural	 society.	 Further,	 StayAt	

work	 on	 Corporate	 Social	 Responsibility	 (CSR).	 An	 example	 of	 this	 is	 their	 involvement	 in	 an	

accommodation	 project	 with	 UNHCR	 dedicated	 the	 current	 refugees	 in	 Europe.	 This	 was	 not	 a	

planned	process,	only	an	action	 the	company	saw	necessary.	 (Schwalm	2016)	When	engaging	 in	a	

matter	 this	 important	 and	 up	 to	 date,	 it	 is	 essential	 that	 the	 company	 goes	 public	 with	 it,	 see	

Publications.	It	is	crucial	partly	because	it	may	evoke	others	to	act	the	same	way,	and	partly	because	

the	goodwill	of	StayAt	is	strengthened.	Additional	CSR	work	may	be	executed	in	order	to	align	with	

core	values.	An	example	is	engaging	in	support	of	homeless	and	refugees.	
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7. Recommendations		

	

Develop	Strategy	

In	 section	 6.2	 under	 Price,	 the	 conclusion	 of	 the	 discussion	 is	 not	 determined	 in	 this	 study.	 The	

decision	 needs	 to	 be	 evaluated	 by	 the	management	 of	 StayAt.	 The	 dilemma	 raised	 is	whether	 to	

enlighten	the	result	of	the	regression	analysis	and	decrease	their	Daily	and	Extended	rates	to	attract	

concerned	customers	or	if	the	margins	are	to	be	prioritised.	A	suggested	approach	is	to	consider	the	

low	 price	 elasticity	 for	 the	 Long	 Term	 segment	 and	 increase	 the	 concerned	 rate.	 This	 would	

compensate	for	the	decrease	in	profit	when	lowering	the	Daily	and	Extended	rate.	

	

When	analysing	 the	Public	Relations	of	StayAt’s	 in	section	6.3	Lobbying,	 the	discussion	circuits	 the	

influence	the	company	has	in	the	hotel	branch.	It	may	be	advisable	for	StayAt	to	redirect	their	main	

focus	 from	 Visita	 to	 another	 actor	 within	 their	 field	 of	 business	 to	 get	 their	 voices	 heard.	Which	

actors	to	consider	is	not	included	due	to	the	feasibility	of	this	thesis	but	the	recommendation	is	to	

rethink	the	strategy	regarding	engagement	in	different	unions.	

	

Digitalisation	

A	crucial	opportunity	for	StayAt	is	further	using	digitalisation.	One	advice	is	to	make	additional	use	of	

the	digital	channels	used	today,	id	est	Facebook	and	the	website.	Further,	it	would	be	beneficial	to	

establish	the	company	at	more	medias	such	as	Instagram,	LinkedIn	and	sending	E-mail	Newsletters	

to	attract	B2E	customers.		

	

Visualise	Brand	

StayAt	may	profit	significantly	from	visualising	their	well	formulated	brand	to	the	B2E	field.	In	order	

for	 the	public	 to	 access	 their	 core	 values	 and	 incentive,	 business	model,	 vision,	mission	and	goals	

should	be	printed	on	the	website.	Also,	a	historical	background	may	be	presented	here	to	capture	

the	 essence	 of	 StayAt.	 This	 will	 create	 a	 platform	 where	 their	 USP	 is	 thoroughly	 illustrated.	 To	

further	build	a	profound	brand,	 StayAt	may	extend	 their	 logotype	with	 “Established	 in	2010”.	 The	

Facebook	pages	 should	be	 transformed	 into	one	 common	 for	 StayAt	and	 further	 alignment	 in	 the	

physical	facilities	is	necessary	to	clarify	the	trade	mark.	
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Publications	

The	 main	 recommendation	 is	 to	 make	 all	 essential	 information	 available	 to	 the	 end	 customer.	

Everything	that	is	accomplished	and	implemented	is	advised	to	be	published	on	the	digital	channels.	

The	 importance	 lies	 in	 the	 synchronisation	and	equivalence	of	 the	updates,	on	 should	 consider	 to	

have	a	regulation	policy	regarding	what	to	publish	to	make	it	professional.	

	

To	further	 include	the	end	customer	 in	the	organisation,	a	newsletter	may	be	 implemented	where	

upcoming	 events,	 weather	 reports	 and	 happenings	 in	 the	 proximity	 is	 mentioned.	 If	 the	

recommendation	 is	 operated,	 a	 thought	 is	 to	 include	 connecting	 ideas	 of	 what	 to	 do	 at	 certain	

moments.	Timings	are	further	mentioned	below.	

	

To	 trigger	 end	 customers	 to	 participate	 in	 organised	 events,	 a	 recommendation	 is	 to	 formulate	

publicity	driven	competitions	or	non-prestigious	events.	 Examples	of	 such	are	discussed	 in	 section	

6.3.	The	idea	is	to	let	the	customers	spread	the	word	about	StayAt	using	social	media.	

	

CSR	initiatives	

Sponsoring	 and	 enter	 partnership	 with	 additional	 actors	 may	 be	 a	 considerable	 effort	 to	 make.	

When	choosing	these,	the	company	may	want	to	prioritise	the	actors	reflecting	StayAt’s	core	values.	

To	 further	 develop,	 the	 company	may	 consider	 introducing	 additional	 CSR	 engagement	 related	 to	

their	 customer	 base	 and	 vision.	 These	 could	 be	 supporting	 street	 children	 in	 Asia	 or	 help	

coordinating	refugees.		

		

Exploit	Resources	

StayAt	has	great	competence	within	 the	company,	a	 recommendation	 is	 therefore	 to	make	use	of	

this.	 To	 let	 the	 employees	 interact	 and	be	 included	 in	 discussions	 to	 raise	 innovative	 incitements.	

Another	unexploited	resource	is	the	customer	satisfaction;	it	is	recommended	to	take	advantage	of	

the	data	provided.	Ensure	all	opinions	are	studied	and	analyse	whether	to	make	changes	to	adjust	

for	the	results.	The	proximity	to	malls,	cinemas	and	similar	common	spaces	should	be	enlightened.	A	

recommendation	 is	 to	create	cooperation	with	 local	entrepreneurs	 to	get	discounted	offers	 to	 the	

guests.	
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Timing	

To	prevent	threats	and	enhance	opportunities	it	should	be	considered	when	to	take	certain	actions	

in	terms	of	marketing.	In	this	case,	several	of	the	variables	from	the	regression	analysis	may	be	used.	

Enlightening	 activities	 during	 different	 weathers	 and	 putting	 greater	 effort	 on	marketing	 towards	

businesses	 during	 low	 season	 are	 two	 examples	 of	 this.	 Another	 important	 aspect	 is	 to	 consider	

where	to	take	these	actions,	not	only	on	which	platforms	but	also	if	it	should	be	promoted	internally	

and	externally.	
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8. Criticism	

Criticism	 is	 raised	 towards	 the	 model	 4P’s,	 it	 is	 stated	 as	 old	 fashioned	 and	 conservative.	 The	

marketing	 professor	 Robert	 Lauterborn	 and	 his	 cowriters	 Don	 E.	 Schultz	 and	 Stanley	 I.	

Tannenbaum’s	 introduce	 4C’s	 as	 a	 compliment	 to	 rather	 put	 focus	 on	 the	 client	 instead	 of	 the	

product.	The	notion	 is	 thoroughly	described	 in	 the	book	The	New	Marketing	Paradigm:	 Integrated	

Marketing	 Communications.	 The	 4C’s	 are	 Consumer,	 Cost,	 Convenience,	 Communication.	 The	

decision	 is	 made	 to	 still	 use	 the	 4P’s	 due	 to	 reliable	 sources	 still	 recommending	 the	 method.	

(Lauterborn,	Schultz	and	Tannenbaum	1994).		An	awareness	of	the	criticism	is	present	as	the	analysis	

is	performed,	resulting	in	a	flexible	usage	of	the	model.	Choosing	4P’s	mainly	bases	on	the	depth	of	

the	 model,	 it	 provides	 companies	 with	 a	 complete	 understanding	 of	 their	 products	 and	 how	 to	

market	them.	

	

Concerning	 the	 SWOT	 analysis,	 criticism	 is	 raised	 towards	 its	 objectiveness.	 Opinions	 brought	 up	

mean	that	the	analysis	is	mainly	based	on	subjective	observations.	On	the	contrary,	it	is	said	that	this	

is	insignificant	since	the	process	of	this	study	is	more	important	than	its	results.	This	is	also	applied	

to	the	case	of	this	thesis	since	its	weight	is	lied	on	the	4P’s	and	the	SWOT	acts	mainly	as	a	foundation	

for	this.	(The	Economist	2009)	In	this	paper,	SWOT	is	chosen	because	of	the	width	of	the	model,	 it	

includes	 both	 internal	 and	 external	 perspectives.	 Compared	 to	 Porter’s	 Five	 Forces	 for	 instance,	

which	 only	 examines	 external	 factors	 (Porter	 1979),	 this	 is	 presumably	 the	 SWOT	model’s	 largest	

advantage.	To	further	argue	for	using	SWOT	analysis	and	dismissing	Porter’s	Five	Forces	specifically,	

the	 Five	 Forces	 are	 known	 to	 be	more	 applicable	 within	 product	 oriented	 companies	 and	 in	 not	

value	creating	ones.	(Schilling	2013)	

	

Criticism	 regarding	 the	SWOT	being	 too	generic	 is	 raised	by	a	 variety	of	professors,	 the	analyse	 is	

said	to	be	long	and	costly	but	not	compelling	or	valuable	(Martin	2014).	Although,	the	generic	view	is	

interesting	 in	 this	 thesis,	 and	 so	 the	 model	 being	 too	 wide	 is	 rather	 a	 positive	 factor	 when	

investigating	 the	 occupancy	 for	 StayAt.	 This	 assumption	 is	 strengthened	 by	 a	 wide	 range	 of	

practitioners	 working	 with	 strategic	 analyses.	 The	 tool	 is	 referred	 to	 as	 a	 key	 to	 obtain	 a	

comprehensive	overview	of	the	organisation	concepts	(Dietrich	2015).	

	

Lastly,	 an	 objective	 criticism	 is	 raised	 towards	 the	 recommendations	 in	 section	 7.	 StayAt	 may	

advisably	 consider	 the	 time	 investment	 needed	 in	 the	 strategy	 implementation.	 The	 innovative	

approach	 will	 bring	 both	 structural	 reformations	 and	 changes	 in	 priorities.	 When	 observing	 the	

StayAt	brand	as	a	product,	 it	 is	realised	that	the	new	marketing	strategy	may	initially	be	tedious.	If	
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the	 company	 obtain	 early	 adopters	 who	 spread	 their	 idea,	 the	 customer	 base	 will	 increase	

continuously	 resulting	 in	 an	 improved	 occupancy.	 To	 visualise	 the	 process,	 an	 adaptor	 category	

model	 is	 shown	 in	 the	 figure	 below.	 (Rogers	 1983)	 The	 conclusion	 of	 this	 is	 that	 the	 postulated	

recommendations	will	not	yield	results	immediately	but	are	intended	to	lead	StayAt	towards	the	B2E	

field	and	an	improved	occupancy.	

	

	
	 	



 46	

9. References	
StayAt	

Schwalm,	Michael;	Deputy	CEO	at	StayAt	HotelApart	AB.	2016-02-02,	2016-04-14	

Frisell,	Niklas;	Commercial	Manager	at	StayAt	HotelApart	AB.	2016-02-02	

Financial	Statement	of	StayAt.	2016-01	

	

Articles	and	Papers	

HBR	Tools:	SWOT	Analysis.	Dietrich,	Lindsey.	2015.	Harvard	Business	Review.		

	

Three	 Quick	 Ways	 to	 Improve	 Your	 Strategy-Making.	 Martin,	 Roger	 L.	 2004.	 Harvard	 Business	

Review.		

	

How	Competitive	Forces	Shape	Strategy.	Porter,	Michael	E.	1979.	Harvard	Business	Review.		

	

Assumptions	 of	 Multiple	 Regression:	 Correcting	 Two	 Misconceptions.	 Williams,	 Matt	 N.;	 Gómez	

Grajales,	 Carlos	 Alberto	 and	 Kurkiewicz,	 Dason.	 2013.	 Practical	 Assessment,	 Research	 and	

Evaluation;	Volume	18;	Issue	11.		

	

Eta	Squared,	Partial	Eta	Squared,	and	Misreporting	of	Effect	Size	in	Communication	Research.	Levine,	

Timothy	R	and	Hullett,	Craig	R.	2002.	Human	Communication	Research,	Volume	28,	Issue	4.		

	

A	 Caution	 Regarding	 Rules	 of	 Thumb	 for	 Variance	 Inflation	 Factors.	 O’Brien,	 Robert	 M.	 2007.	

Department	of	Sociology,	University	of	Oregon.		

	

Effect	size,	confidence	interval	and	statistical	significance:	a	practical	guide	for	biologists.	Nakagawa,	

Shinichi	and	Cuthill,	Innes	C.	2007.	Biological	Reviews.		

	

What	 Future	 Quantitative	 Social	 Science	 Research	 Could	 Look	 Like:	 Confidence	 Intervals	 for	 Effect	

Sizes.	Thompson,	Bruce.	2002.	Educational	Researcher.		

	

Model	 selection	and	Akaike	 Information	Criteria:	An	example	 from	wine	 ratings	and	prices.	 Snipes,	

Michael	and	Taylor,	Christopher.	2002.	Wine	Economics	and	Policy.	 	

	 	 	 	



 47	

If	 you	 love	 something,	 let	 it	 go	 mobile:	 Mobile	 marketing	 and	 mobile	 social	 media	 4x4.	 Kaplan,	

Andreas	M.	2011.	Business	Horizons,	Volume	55,	Issue	2.		

	

Framework	of	Mobile	Marketing	Communications	in	Consumer	Markets.	Mishra,	Sumant	and	Gupta,	

Rajinder.	2012.	International	Journal	of	Management	and	Business	Studies,	Volume	2,	Issue	3.	

	

Construct	 Validity	 and	 Error	 Components	 of	 Survey	 Measures:	 A	 Structural	 Modelling	 Approach.	

Andrews,	Frank	M.	1984.	Oxford	Journals	-	Public	Opinion	Quarterly,	Volume	48,	Issue	2.	

	

Using	heteroskedasticity-consistent	standard	error	estimators	in	OLS	regression:	An	introduction	and	

software	implementation.	Hayes,	Andrew	F.	and	Cai,	Li.	2007.	Behaviour	Research	Methods.	

	

How	Smart,	Connected	Products	Are	Transforming	Competition.	Porter,	Michael	E.	and	Heppelmann,	

James	E.	2014.	Harvard	Business	Review.		

	

Case	Study	and	SWOT	Analysis:	Ronald	McDonald’s	Goes	 to	China.	Glenn,	 Lona	and	Castle,	Maria.	

2011.	ScholarAdvisor.	

	

Websites	

Benchmarking	 Alliance	 Nordic	 AB.	 Benchmarking	 |	 Alliance.	 Owner	 of	 account:	 Frisell,	 Niklas.		

Collected:	2016-01-20.		

http://www.benchmarkingalliance.com	

	

University	 of	 Virginia	 Library.	 Research	 Data	 Services.	 Ford,	 Clay;	 Statistical	 Research	 Consultant.	

Collected:	2016-03-20.		

http://data.library.virginia.edu/understanding-q-q-plots/	

	

Princeton	University	Library.	Data	and	Statistical	Services.	The	Trustees	of	Princeton	University	2007.	

Collected:	2016-03-19.	

	http://dss.princeton.edu/online_help/analysis/interpreting_regression.htm	

	

Statistic	How	To.	F	statistics:	Definition	and	How	to	find	it.	Andale,	Stephanie.	Last	modified:	2016-

03-10.	Collected:	2016-03-25.	

http://www.statisticshowto.com/f-statistic/		



 48	

Pennsylvania	State	Eberly	College	of	Science.	STAT	501	Regression	Methods.	Department	of	Statistics	

Online	Programs.	Collected:	2016-03-09.		

https://onlinecourses.science.psu.edu/stat501/node/347	

	

GraphPad	Software.	Interpreting	Adjusted	R2.	Collected:	2016-03-02.	

http://www.graphpad.com/guides/prism/6/curve-

fitting/index.htm?reg_interpreting_the_adjusted_r2.htm	

	

Investopedia.	What's	the	difference	between	r-squared	and	adjusted	r-squared?	Collected:	2016-03-

10.	

http://www.investopedia.com/ask/answers/012615/whats-difference-between-rsquared-and-

adjusted-rsquared.asp	

	

Business	News	Daily.	SWOT	Analysis:	What	It	 Is	and	When	to	Use	It.	Fallon	Taylor,	Nicole;	Business	

News	Daily	Assistant	Managing	Editor.	Last	modified:	2016-04-01.	Collected:	2016-04-02.	

http://www.businessnewsdaily.com/4245-swot-analysis.html		

	

MarketingTeacher.com.	History	of	SWOT	Analysis.	Friesner,	Tom.	Collected:	2016-04-02.	

http://www.marketingteacher.com/history-of-swot-analysis/	

	

MarketingProfs.	 Advertising	 vs.	 PR:	 Kotler	 on	 Kotler.	 Kotler,	 Philip.	 Last	 modified:	 2005-07-12.	

Collected:	2016-04-03.	

http://www.marketingprofs.com/5/kotler1.asp		

	

The	Marketing	Mix.	The	Marketing	Mix	4P’s	and	7P’s	Explained.	Acutt,	Mark	and	Kuo,	Patrick.	Last	

modified:	2015-05.	Collected:	2016-04-04.	

http://marketingmix.co.uk	

	

SMHI	Öppna	Data.	Meteorologiska	Observationer.	Collected	2016-03-10.	

http://opendata-download-metobs.smhi.se/explore/	

	

Konjukturinstitutet.	Barometerindikatorn	och	andra	indikatorer,	månad.	Collected:	2016-03-30.	

http://statistik.konj.se/PXWeb/pxweb/sv/KonjBar/KonjBar__indikatorer/Indikatorm.px/?rxid=28fa7

bce-c06e-4b4b-be8e-e999a49e2a6a		



 49	

Net	Promoter	Network.	The	Net	Promoter	Score.	Satmetrix	Systems.	Collected:	2016-03-31.	

https://www.netpromoter.com/know/		

	

Minitab	17.	What	is	a	variance	inflation	factor	(VIF)?.	Minitab	Inc.	Collected:	2016-04-02.	

http://support.minitab.com/en-us/minitab/17/topic-library/modeling-statistics/regression-and-

correlation/model-assumptions/what-is-a-variance-inflation-factor-vif/		

	

Veckans	 affärer.	 Öppet	 brev	 från	 Spotifys	 grundare:	 Svensk	 politik	 tvingar	 startups	 att	 flytta	

utomlands.	Ek,	Daniel	and	Lorentzon,	Martin.	Last	modified:	2016-04-12.	Collected:	2016-04-18.	

http://www.va.se/nyheter/2016/04/12/oppet-brev-fran-spotify/	

	

DI	Weekend.	Teatime!.	Mikrut,	Jack.	Last	Modified:	2015-09-09.	Collected:	2016-04-12.	

http://weekend.di.se/reportage/teatime		

	

Scandic	Hotels.	Så	ser	Scandic	på	sponsring.	Collected:	2016-04-11.	

https://www.scandichotels.se/vi-sponsrar	

	

Regeringskansliet.	Asien	och	Oceanien.	Collected:	2016-04-10.	

http://www.regeringen.se/sveriges-regering/utrikesdepartementet/sveriges-diplomatiska-

forbindelser/asien-och-oceanien/		

	

Hilton	HHonors.	Få	Hjälp.	Hilton	Worldwide.	Collected:	2016-04-18.	

http://hhonors3.hilton.com/sv_SE/support/index.html		

	

DN	Ekonomi.	Hotell-	och	restaurang	är	överens	med	Visita.	Nandorf,	Tove.	Last	modified:	2016-04-

21.	Collected:	2016-04-22.	

http://www.dn.se/ekonomi/restaurangfackets-krav-vacker-ilska/		

	

The	Economist.	SWOT	analysis.	Last	modified:	2009-11-11.	Collected:	2016-04-25.	

http://www.economist.com/node/14301503	

	

Ledarskapsteknik.se.	SWOT-analys	–	Så	här	gör	du…	Sjöberg,	André.	Collected:	2016-04-20.	

http://ledarskapsteknik.se/swot-analys-sa-har-gor-du/		

	



 50	

Business	Case	Studies.	SWOT	analysis	and	sustainable	business	planning	–	An	IKEA	study.	Collected:	
2016-05-12	
http://businesscasestudies.co.uk/ikea/swot-analysis-and-sustainable-business-planning/weaknesses-
and-threats.html#axzz48RmpiHdP	
	

Literature:	

Elements	of	Regression	Analysis.	Lang,	Harald.	2015.	Royal	Institute	of	Technology	Compendium.	

	

Corporate	Finance.	Third	Edition.	Berk,	Jonathan	and	DeMarzo,	Peter.	2014.	PEARSON.	

	

Företagsekonomi	100.	16th	Edition.	Skärvad,	Per-Hugo	and	Olsson,	Jan.	2013.	Liber.	

	

Econometrics.	Third	Edition.	Hansen,	Bruce	H.	2015.	University	of	Wisconsin	Compendium.	

	

Problemformuleringsprivilegiet:	 samhällsfilosofiska	 studier.	 First	 Edition.	 Gustafsson,	 Lars.	 1989.	

Norstedt.	

	

A	Guide	to	Modern	Econometrics.	 	Second	Edition.	Verbeek,	Marno.	2004.	 John	Wiley	&	Sons,	Ltd.

	 	 	 	 	 	 	 	 	

The	 Structure	 of	 Scientific	 Revolutions.	 Second	 Edition.	 Kuhn,	 Thomas	 S.	 1962.	 INTERNATIONAL	

ENCYCLOPEDIA	of	UNIFIED	SCIENCE.	

	

Reframing	business	–	when	the	map	changes	the	landscape.	First	Edition.	Normann,	Richard.	2001.	

John	Wiley	&	Sons,	Ltd.	

	 	 	 	 	 	

Economics.	 Third	 Edition.	 Krugman,	 Paul	 and	 Wells,	 Robert.	 2013.	 Worth	 Publishers.		

	

The	New	Marketing	Paradigm.	First	edition.	Lauterborn,	Robert	F.;	Schultz,	Don	E.	and	Tannenbaum,	

Stanley	I.	1994.	NTC	Business	Books.	

	

Regression	 Diagnostics	 -	 Identifying	 Influential	 Data	 and	 Sources	 of	 Collinearity.	 Second	 Edition.	

Belsley,	David	A.;	Kuh,	Edwin	and	Welsch,	Roy	E.	2004.	John	Wiley	&	Sons,	Ltd.	

	
Strategic	 Management	 of	 Technological	 Innovation.	 Fourth	 Edition.	 Schilling,	 Melissa	 A.	 2013.	
McGraw-Hill	Irwin.	
	



 51	

Diffustion	of	Innovations.	Third	Edition.	Rogers,	Everett	M.	1983.	The	Free	Press.	
	
Strategic	 Management:	 An	 Introduction	 to	 Business	 and	 Corporate	 Strategy.	 First	 Edition.	 Finlay,	
Paul.	2000.	Pearson	
	
	 	



 52	

10. 	Appendix	
10.1. List	of	Tables	
	
Table	1	

	 Category	Models	

𝒚	 Occupancy	(%)	

𝒙𝟏	 Price	(kr)	

𝑥>	 Season	

𝒙𝟑	 Weather	

𝒙𝟒	 Months	on	Market	

𝒙𝟓	 Stockholm		

𝒙𝟔	 Market	Shares	(%)	

	
	
Table	2	

Original	Model	Confidence	Interval	 Lower								 Upper	

(Intercept)														 0.1443585306	 0.5484791750	

Relative	Price	(%)	 -0.8305711269	 -0.5125303099	

Season	 0.0107373097	 0.0478354306	

Weather	 0.0002276278	 0.0047951166	

Nearby	Events	 -0.0007645415	 0.0016445686	

Economy		 -0.0012362421	 0.0014202141	

Months	on	Market	 0.0003659837	 0.0013772924	

Occupancy	Competitive	set	(%)	 0.5664829077	 0.9394186169	

NPS	 -0.0007994841	 0.0008129173	

Stockholm		 -0.2696594282	 -0.1937460162	

Market	Shares	(%)	 0.4258513730	 0.5608845506	
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Table	3	

	 Estimate				 Std.Error			 Eta.sq		 p.value	

(Intercept)															 0.3647656436	 0.0724276724	 0.18163		 0.0000	

Relative	Price		 -0.6728414058	 0.0799056463	 0.47737	 0.0000	

Season	 0.0297254576	 0.0092595095	 0.08334	 0.0016	

Weather	 0.0026269342	 0.0011185288	 0.04258	 0.0200	

Months	on	Market	 0.0008641373	 0.0001982089	 0.11957	 0.0000	

Occupancy	Competitive	Set		 0.7483414056	 0.0868951642	 0.42404	 0.0000	

Stockholm	 -0.2316473813	 0.0165331613		 0.52383	 0.0000	

Market	Shares	 0.4906227701	 0.0341160037	 0.62892	 0.0000	

	
	
Table	4	

Covariate	 VIF	(>29)	 VIF	(5-29)	 VIF	(1-4)	

Price	 1.832196	 1.186678	 1.223315	

Season	 1.073856		 1.205689		 1.243634	

Weather	 1.034801		 1.032982	 1.027913	

Months	on	Market	 3.169241	 2.777040	 2.786976		

Stockholm	 3.596394	 3.609388	 3.635024	

Market	Shares		 1.664403		 1.617652	 1.587795	
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Table	5	
Daily							 lower	 upper	

(Intercept)								 4.099766e-01	 5.093414e-01	

Daily	Price	(1-	4	days)	 -4.205833e-05	 -1.016243e-05	

Stockholm								 -7.766923e-02	 -1.817504e-02	

Season													 -1.780016e-03	 1.479030e-02	

Weather	 2.028833e-03	 4.072042e-03	

Months	On	Market				 -2.441466e-03	 -1.864788e-03	

Market	Shares						 -4.111206e-02	 2.696007e-02	

		 		 		
Extended	 lower	 upper	

(Intercept)								 0.1586907349	 0.4499132659	

Extended	Price	(5-	29	days)									 -0.0005254272	 -0.0001750698	

Stockholm								 0.0222902141	 0.0965599748	

Season													 0.0499658334	 0.0757921739	

Weather	 -0.0008448688	 0.0022250619	

Months	On	Market				 -0.0009996956	 -0.0003189111	

Market	Shares						 0.0543091321	 0.1835798631	

		 		 		
Long	Term	 lower										 upper	

(Intercept)								 -0.3370877087	 5.098434e-02	

Long	Term	Price	(>29	days)								 -0.0006107655	 3.633996e-05	

Stockholm								 -0.2282374100	 -1.429407e-01	

Season												 0.0532722656	 7.970042e-02	

Weather	 -0.0033134793	 2.096046e-04	

Months	On	Market				 0.0038605108	 4.766339e-03	

Market	Shares						 0.0793275188	 2.089167e-01	
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10.2 List	of	Plots	
	

Plot	1		

	
Plot	2	

	
Plot	3	
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Plot	4	
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