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Abstract

Tourism is the world’s largest industry. It has power to change communities and 
has a large societal impact. The tourism industry is rapidly growing and by 2011 it 
is projected to generate 7.0 trillion USD of economic activity and 260 million jobs 
over the world. In Sweden consumption by tourists grew to about 16,500 USD in 
2001 or by 10% from the preceding year. From 1997 that is a growth by almost 
25%. During 2001 more than 127,000 people worked in the tourism industry, 
calculated as whole year employment. The tourism industry is the only export 
industry in Sweden to supply Government finance with more than 667 million 
USD in value-added taxes. 

Seen in that perspective, the tourism industry will be an important income source, 
not the least in peripheral areas, if utilized sufficiently well. However, to be 
successful it is important to understand the needs and expectations of those 
tourists you want to attract and then also satisfy, or preferably exceed, those needs 
and expectations. 

The purpose of this thesis is mainly to explore needs and expectations of inbound 
tourists, which deals with visits to a country by non-residents, visiting a peripheral 
area, and see how these needs and expectations are fulfilled during the stay. From 
that it is possible to explore how customer satisfaction can be measured in the 
tourism sector and thereby contribute to improvement work in that sector. 

In the thesis a number of Italian and British tourists visiting Northern Sweden are 
studied in a multiple-case study. The three cases are related to different time 
perspectives of the journey. The first case deals with the needs and expectations 
the tourists have before the journey starts. These were investigated by 
questionnaires. The second case is the experiences during the stay. These were 
gathered by interviews. The third case related to the impression the tourists have 
when they are back home again were collected using questionnaire. Different 
groups of Italian and British tourists were followed through all the three cases. In 
the first step 33 Italian and 20 British tourists were studied. In the second step 26 
Italian and 14 British tourists were interviewed. In the third step, finally, 27 Italian 
and 12 British persons answered the questionnaire.

Roughly, the results show many similarities, but also some differences in needs 
and expectations between the Italian and British tourists. The quality dimensions, 
which were considered most important, were reliability, tangibles, courtesy and 
competence for the British tourists and reliability, competence and credibility for 
the Italian tourists. When being asked what could have been done better at the 
destination, quite a lot of the British tourists mention “Facilities & food”. Another 
issue, mentioned by both the groups, was “Communication & Information”. 





Sammanfattning

Turism är världens största industri. Den har ett stort inflytande på samhällen och 
har makt att förändra dem. Turismindustrin växer snabbt och den beräknas 
generera en omsättning av 7.0 triljoner USD och ge 260 miljoner jobb världen 
över år 2011. I Sverige växte turisters konsumtion till omkring 16 500 USD under 
år 2001, en ökning med 10% från året före och ca 25% jämfört med 1997. Under 
2001 arbetade mer än 127 000 människor i turismindustrin, beräknat som 
helårsanställningar. Turismindustrin är den enda exportindustrin i Sverige som 
förser staten med mer än 667 miljoner USD i moms. 

Turismindustrin kommer därför att vara en viktig inkomstkälla, inte minst i 
perifera regioner, om man utvecklar den tillräckligt väl. Men för att bli 
framgångsrik så är det viktigt att man förstår behoven och förväntningarna hos de 
turister, som man vill locka till sig, och att man sedan uppfyller, och helst 
överträffar, dessa kunders förväntningar. 

Syftet med denna avhandling är huvudsakligen att studera behov och 
förväntningar hos inkommande turister, det vill säga besök till ett land av personer 
om inte bor i landet, som besöker ett perifert område, och se hur deras behov och 
förväntningar uppfylls under vistelsen. I förlängningen gör man det därmed 
möjligt att utforska hur kundtillfredsställelse kan mätas i turismsektorn och 
därigenom bidrar man också till dennas utveckling. 

I avhandlingen studeras i en multipel fallstudie ett antal italienska och brittiska 
turister som besöker norra Sverige. De tre fallen är relaterade till olika 
tidsperspektiv av resan. Det första fallet berör de behov och förväntningar som 
turisterna har innan besöket. Dessa undersöktes med hjälp av enkäter som delades 
ut till turisterna före upplevelsen. Det andra fallet är upplevelserna under besöket. 
Dessa fångades upp med hjälp av intervjuer. Det tredje fallet är relaterat till de 
intryck och upplevelser som turisterna hade när de var hemma igen. Dessa 
samlades också in med hjälp av en enkät. Olika grupper av italienska och brittiska 
turister följdes genom alla tre fallen. I det första studerades 33 italienska och 20 
brittiska turister. I det andra intervjuades 26 italienska och 14 brittiska turister och 
i det tredje steget besvarades enkäten av 27 italienare och 12 britter. Data 
analyserades först separat inom de olika fallen och sedan genom att jämföra data 
mellan de olika stegen. 

Sammanfattningsvis visar resultaten många likheter, men också vissa skillnader 
mellan de italienska och brittiska turisternas behov och förväntningar. De 
kvalitetsdimensioner, som man upplevde som viktigast var tillförlitlighet, 
kompetens och trovärdighet/ärlighet för italienarna, medan britterna angav 
tillförlitlighet, fysiska/materiella faktorer, artighet och kompetens. När britterna 
blev tillfrågade vad som hade kunnat gjorts bättre på destinationen svarade flera 
”faciliteter och mat”. En kategori som nämndes av båda nationaliteterna var 
”kommunikation och information” 
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Chapter 1 Introduction

This chapter contains background, problem discussion, research questions, 
purpose of the thesis, and the delimitations made. 

1.1 Background 

Tourism is the world’s largest industry. It has the power to change communities 
and has a large social impact. The tourism industry is rapidly growing and by 
2011 travel and tourism are projected to generate 7.0 trillion USD of economic 
activity and 260 million jobs over the world. (Goeldner & Ritchie, 2003) 

According to analyses by the United Nation’s World Tourism Organization 
(WTO), tourism is rapidly growing and is one of the largest global export 
industries (Burns & Holden, 1995). During the late part of the twentieth century 
tourism has developed from a marginal and local activity to a global economic 
giant containing about 6% of the global economy and creating some 200 million 
jobs in the world. This means that the tourism is of the same size as agriculture 
and mining industry (Weaver & Oppermann, 2000) 

Compared to other countries in Europe, Sweden receives more foreign visitors per 
inhabitant than the average European country (Turistdelegationen, 2004). In 
Sweden consumption by tourists grew to about 16,500 million USD in 2001, or by 
10% from the preceding year. From 1997 that is a growth by almost 25%. During 
2001 more than 127,000 people worked in the tourism industry (calculated as 
whole year employment). Primarily it is the export, meaning foreign visitors 
consumption in Sweden that is considerably growing. The tourism industry is the 
only export industry in Sweden to supply Government finance with more than 667 
million USD in value-added taxes; see Turistdelegationen (2001a). During 2002
and 2003 international tourism has somewhat decreased, influenced by the threat 
of terrorism, but Sweden has not been as influenced and has kept about the same 
number of foreign visitors; see Turistdelegationen (2004). 

There are certainly several reasons for the increase of the tourism industry. The 
ongoing internationalisation with fewer boarders and more transfers between 
countries might be one. Several countries in Eastern Europe have, for instance, 
recently got better possibilities to travel abroad. On a national level, the age 
structure with many elder people with quite a lot of money is probably one, but 
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also changes in values among younger people, who prefer experiences rather than 
‘things’ is another reason. 

In the tourism sector the product, the quality and the relation between price and 
performance will gain importance. This means a heavier focus on the customer. 
At the same time as people’s expenses on tourism and travelling grow faster than 
the consumption of other products and services, the growing supply of leisure 
activities imply an increased competition concerning people’s time and money. 
Quality becomes a central issue when the customer chooses destination. Also 
activities, as a content of the holiday, gain importance. The tourism consumer 
becomes more and more critical and demands to an ever-increasing extent higher 
performance to a lower price. (Turistdelegationen, 2001b) 

Since quality often is interpreted as equal to pleased, or preferably delighted, 
customers, it is extremely important to understand the customers’ needs and 
expectations, so that measures can be taken to fulfil, or even exceed, them. Here 
‘customer’ means ‘those, who we want to create value to’ (Bergman & Klefsjö, 
2003) or ‘those, who receives a product1‘ (ISO 9000:2000). Therefore, it is 
important to make serious efforts to identify needs and expectations and to 
measure customers’ experience and customer satisfaction and use that information 
as a base for quality improvements (Bergman & Klefsjö, 2003). 

Seen to the different categories of tourism enterprises, those offering attractions 
have shown to be the ones that are the most important factor to consumers when 
evaluating the whole tourism experience; see Stiernstrand (1997). Without 
attractions there is a risk that the tourists will stay away from a region, which then 
loses all the other incomes from tourism as well. According to Goeldner & Ritchie 
(2003), there is no doubt that attractions are the main motivators to travel today.

A peripheral area has a form of geographical isolation and economic marginali-
zation, which can be a result of declining traditional industries. It is often situated 
distant from core spheres of activity, with poor access to and from markets. There 
is often a lack infrastructure and a reliance on imports; see Wanhill (1997). At the 
same time, this can be perceived as an advantage. Those perceptions, which can 
consist of natural beauty or quaintness, can be the key to the development of 
tourism in peripheral areas (Brown & Hall, 1999). 

1.2 Problem Discussion and Research Questions 

Inbound tourism, which deals with visits to a country by non-residents, is 
important to the tourism sector thereby being important to the economy of the 
visited country, and not the least the specific region.

1 The word “product’ includes both goods and services, but for the sake of clarity the term 
“services’ will often be used in this thesis. 
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It is important to understand that inbound tourists may have different needs and 
expectations compared to native tourists. To attract inbound tourists and serve 
them well when they arrive, it will, therefore, be necessary to know more about 
those tourists, and understand their needs and preferences.

Since attractions are a powerful motivator in tourism, it can be essential for the 
potential success of a tourist destination to know how to design and develop 
attractions to suite the needs of inbound tourists. 

In this thesis we will specifically focus on the needs and expectations of inbound 
tourists visiting peripheral areas. We want to know the needs of the tourists as 
well as what is the key for turning them to satisfied customers. Since it is 
important to measure customer satisfaction, we first have to know what to 
measure before we can worry about how to measure it. To sum up, the following 
research questions will be answered in this thesis: 

How can needs and expectations of inbound tourists visiting peripheral areas 
be characterized? 

How do inbound tourists in peripheral areas perceive their experience? 

What factors are perceived as important service quality factors by inbound 
tourists visiting a peripheral area?  

1.3 Purpose of the Thesis 

The purpose of this thesis is to explore and describe quality dimensions of 
importance for inbound tourists and the fulfilment of their needs and expectations, 
in order to contribute with knowledge and support to the societal development in 
peripheral areas.

1.4 Delimitation 

This study focuses on the needs and expectations of tourists meaning also that the 
perspectives of, for example, the tourism company or service provider and of the 
tour operator are more or less left out. The tourism companies are, in this thesis, 
mainly used as a source for providing the studied tourists.

The studies are exclusively performed in Northern Sweden. The reason for that is 
explained in Chapter 4. Furthermore, the focus is on inbound tourists that are 
coming from areas fairly far away from the destination in order to try to catch 
possible differences in needs and expectations due to cultural differences.
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1.5 The Structure of the Thesis 

This thesis consists of eight chapters and five appendices. The structure of the 
thesis is illustrated in Figure 1.1. In Chapter 1 the background of the thesis, as 
well as the stated purpose and research questions are presented. In Chapter 2 the 
frame of reference used in the research is presented with a focus on the two areas 
of quality management and tourism. In Chapter 3 some methodological aspects 
are discussed and the chosen approach is presented and motivated. Chapter 4 
describes the research process behind the thesis and gives a short description of 
the area the tourists visited. Also a brief description of the Research Station 
Eastern Norrbotten (‘Forskarstation Östra Norrbotten’) within which frame the 
research was initiated and performed is given in that chapter. In Chapter 5 a pre-
study of Eastern Norrbotten’s tourism companies is briefly discussed. Chapter 6 
describes three case studies performed in this thesis in more detail. In Chapter 7 
the single-case analysis of the three case studies are presented as well as a cross-
case analysis. Finally, in Chapter 8 some conclusions and a discussion on the 
findings are presented. 

Figure 1.1. Illustration of the structure of this thesis.  

1: Introduction

2: Theoretical Frame of 
Reference 

3: Methodology 

4: The Research Process and 
Studied Peripheral Area

5: The Pre-study 

6: Case Descriptions 

7: Results and Analysis  

8: Conclusions and Reflections 
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Chapter 2  Theoretical Frame of 
Reference

In this chapter some concepts and theories belonging to the research field of 
quality and the research field of tourism will be presented in order to give a 
background to the studies presented later in the thesis. Also the area overlapping 
these both is discussed. 

2.1 Field of Study 

This thesis deals with a certain form of service quality, namely quality within 
tourism. This means that the content is in the overlap area of the two young 
academic disciplines tourism and quality management.  

2.1.1 Tourism

Tourism is an old phenomenon, nobody knows exactly how old. Goeldner & 
Ritchie (2003) say that travellers of today are just the latest in a long line reaching 
back to antiquity. They claim that the modern era of travelling started with the 
invention of money by the Sumerians and the developing of trade at about 4000 
B.C. Already five thousand years ago, cruises were organized from Egypt. They 
say that Queen Hatshepsut probably conducted the first journey for purposes of 
peace and tourism when she travelled to the land of Punt in 1480 B.C. 
Descriptions of this journey were recorded at the walls of the temple of Deir el-
Bahri at Luxor.

The pyramids in Egypt started to attract large numbers of people as early as the 
New Kingdom from 1600 to 1200 B.C. These journeys seem to have had 
combined purposes of both religion and curiosity, and the travellers left evidence 
of their visits behind through inscriptions. Another typical tourist trait existing 
already then was the urge for souvenirs. The early Egyptians bought gifts and 
specialties for their friends and brought them back from abroad. (Goeldner & 
Ritchie, 2003) 

Goeldner & Ritchie (2003) also mention the invention of the wheel, and being 
able to transport heavy wagons, as one important step for tourism, as well as the 
development of roads. The lands of the Mediterranean Sea (2000 B.C. to 500 
A.D.) evolutioned travelling. There was travelling for trade, religious purposes, 
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festivals, medical treatments or education. From 776 B.C. citizens of the city-
states gathered every fourth year to honour Zeus through athletic competition and 
national festivals emerged.  

Smith (2001) divides the history of tourism into four stages in time. What he 
labels as the Pre-Industrial Era includes both trade and religious related journeys. 
As examples, he mentions three historical routes, ‘La Ruta Maya’, the main trade 
route of Mayan communities, generating both trade and religious travelling, the 
major Eurasian caravan route, the Silk Road, from Rome to Xian in China, and 
what is termed the Slave Route, the route once used by African slave trade, 
bringing unfortunate victims to the coastal markets for sale and export. The next 
era mentioned by Smith is the Industrial Steam Revolution in the 18th century, 
with mines, factories, and the railroad. This era started to use non-renewable 
resources, especially coal and petroleum. People started to have work time and 
free time and wages to choose how to spend. The railroad gave new opportunities 
for travellers, linking small villages to urbanizing market centres. Later on, in the 
beginning of the 20th century, the introduction of the car also gave new means of 
travelling.

During the 1930s pioneering airlines were established, but they still lacked the 
appropriate technology and a war intervened. The third stage in Smith’s history 
description is called the Nuclear-Synthetic Revolution and took place in the 
1940s. The military technology developed to win World War II led to many 
peacetime innovations in communication, manufacturing, and travel. Also 
experienced military pilots became available, when returning home after the war. 
Eventually the charter flights started. The mass tourism started to develop and was 
fully developed in the mid-1970s. After World War II the number of working 
hours per week decreased giving more time off. Also after the war many women 
had incomes of their own and the double-income families had more money for 
taking holiday trips. The fourth and most recent time period in Smith’s historic 
description is called the Electronic-Cyberspace Revolution and is taking place at 
the new millennium. He says that the use of new fuels, new synthetic materials 
and new travel frontiers like space, virtual reality, and a deeper awareness of the 
need to preserve our planet and our human heritage. 

The research conducted on tourism is younger. According to Jafari (1990), 
writings on the subject of tourism during the last decades can be divided into four 
groups, or platforms, with separate views on the subject. These platforms emerged 
chronologically, one platform leading to the formation of the next, but without 
replacing each other. 

The Advocacy Platform emphasizes tourism as a problem-solver, creating jobs, 
earning money, preserving natural and man-made environments and promoting 
cultural performances. With time observations and research findings started to 
challenge the position of the Advocacy Platform. The Cautionary Platform 
includes a range from outright rejection of tourism to calculations about 
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undesirable consequences of tourism, pointing, for example, at tourism providing 
mostly seasonal and unskilled jobs and claiming that it destroys nature. 

Both the Advocacy Platform and the Cautionary Platform have been mainly 
focusing on the impact of tourism. Some forms of tourism are viewed as having 
less impact than others, and gradually alternative forms of tourism have gained 
attention. This led to the development of the third platform, the Adaptancy 
Platform. This platform favours the forms of tourism, which are responsive to the 
host communities and their environments, at the same time as providing tourists 
with new choices and experiences. The three platforms mentioned contributed in 
different ways to the development of the thinking about tourism. The tourism 
industry was recognized as a global industry and as having both wanted and not 
wanted impacts. However, the Advocacy Platform and the Cautionary Platform 
focusing on the impacts of tourism and the Adaptancy Platform, focusing on 
forms of development, are all only partly treating tourism. Therefore, a fourth 
platform appeared, the Knowledge-base Platform, studying tourism as a whole, 
with its underlying structures and functions. The main goal here is the formation 
of a scientific body of knowledge for tourism. 

2.1.2 Quality Management 

The quality management discipline has its origin in the production industry 
around the World War II. A common description of the evolution of work with 
quality and quality improvements towards the concept of Total Quality 
Management (TQM) is by using four stages, see, for instance, Dale (1998). These 
stages are: Quality Inspection, Statistical Quality Control, Quality Assurance, and 
Total Quality Management; see Figure 2.1.

The first stage had a focus on the idea that poor quality products could be found 
by inspection and then be scrapped, reworked or sold at a lower price. During the 
1920s and 1930s, Statistical Quality Control was developed, mainly by Walter A. 
Shewhart, and then introduced to manufacturing companies. The main idea was to 
try to catch problems earlier and control the manufacturing process, instead of just 
rejecting or repairing afterwards. However, in many cases quality work by 
inspection has been predominant for a long time in many companies (Bergman & 
Klefsjö, 2003).

The third stage, called Quality Assurance, focuses on pre-production activities. 
Through the development of suitable organizations, distribution of responsibilities 
and use of quality instructions conditions are created to avoid failures and 
mistakes as much as possible. In this way quality systems are created, for 
instance, according to the international series of standard ISO 9000. This stage 
implies a change ‘from detection to prevention’, see Dahlgaard et al. (1998).

The fourth stage, Total Quality Management, involves understanding and 
implementation of quality management principles and concepts in every aspect of 
business, not only in the own organization, but also by influencing customers and 
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suppliers. This means a clear systems approach. The four stages have partly 
replaced each other during the evolution, but to some extent previous stages exist 
in parallel with the following stages2; Bergman & Klefsjö (2003).  

Figure 2.1 Illustration of the concepts of quality inspection, quality control, quality 
assurance and quality management. The figure shows one common 
description of the evolution of quality work. (From Bergman & Klefsjö, 
2003).

Originally, quality issues and the TQM concept were mainly used in 
manufacturing companies. However, roughly when the quality area entered the 
Quality Assurance stage, quality issues also became systematically used in the 
service area. The area of service quality has its origin mainly from marketing3.
The TQM concept has then been used also in the service sector. When applied to 
the service sector, special theories on quality in services was developed; see, for 
instance, Grönroos (1990), Gummesson (1991), Arnerup & Edvardsson (1992), 
and Normann (1992, 2002).  

The use of quality management issues in the public sector is more recent, and the 
interest of working with quality from a TQM perspective within this sector has 
grown considerably during the last decade; see, for instance, Lagrosen (1997), 
Zbaracki (1998) and Svensson (2004). The public sector is, in accordance to 
Tarschys (1978), here interpreted as the part of the society that commonly is 
called either governmental or municipals. 

In this chapter we will describe concepts and theories from the quality 
management area and the tourism area and also try to touch the intersection of the 
two areas as well. 

2.2 Quality 

The quality concept has changed over time. We start here with a short summary of 
the quality concept and some interpretations. 

2 Another description using two schools, the deterministic school and the continuous improvement 
school, was described by Kroslid (1999). 
3 Edvardsson et al. (1994) say “it is only in the last 10 to 15 years that the subject of service quality 
has become an established discipline.’ 

Quality Control

Quality Inspection 

Total Quality Management 

Quality Assurance 
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2.2.1 Definition of quality 

Quality can be defined in many ways. Some key-views on quality in literature are: 
“Quality means conformance to requirements” (Philip B. Crosby), “Quality is 
fitness for use” (Joseph M. Juran), “Quality should be aimed at the needs of the 
customer, present and future” (W. Edwards Deming), “Lack of quality is the 
losses a product imparts to the society from the time the product is shipped” (G. 
Taguchi); see Bergman & Klefsjö (2003).  

In these definitions of quality the focus on customers and their needs is obvious. 
Deming also expanded the customer focus to include future customers, and 
Taguchi stresses that the losses for the whole society after delivery of the product 
should be considered, a view which is fairly closely related to today’s concept of 
sustainable development.  

The ‘customer’ concept is here used in accordance with modern quality 
management literature4 denoting ‘those, who the organization should create value 
to through its products, services and other activities’; Bergman & Klefsjö (2003). 

Garvin (1984, 1988) uses five different approaches to define quality, and 
concludes that it is beneficial to be aware of multiple approaches and actively 
shift approach when the product moves from design to market. The dimensions 
according to Garvin (1984, 1988) are: 

Transcendent - quality is synonymous with ‘innate 
excellence’, absolute and universally 
recognizable, timeless and enduring, 
an un-analysable property, which 
can be learned to be recognised 
through experience 

Product-based - quality reflects differences in the 
quantity of some ingredient or 
attribute possessed by a product 

User-based - the products that best satisfy 
customers’ preferences and different 
wants and needs are those with the 
highest quality 

Manufacturing-based - focus is on the supply side; quality is 
primarily concerned with 
engineering and manufacturing 
practices and fulfilling tolerances 

Value-based - quality is about costs and prices, a 
product with high quality provides 
performance or conformance at an 
acceptable price or cost 

4
Another, more narrow, definition is used in ISO 9000:2000, the international standard of quality 

systems, as “those, who receives a product’ (ISO 9000:2000). 
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According to Gummesson (1991), the study by Garvin does not adequately 
account for the service area. On the other hand, Gummesson (1991) says that the 
five approaches by Garvin illustrate that quality is a complex concept.  

The user-based approach is the one that is often used within the service 
management area. One example can be found in Edvardsson et al. (1994), who, 
with reference to an unpublished paper by Edvardsson from 1988, say: “Quality is 
a matter of finding out what creates value for the customer and achieving it. …”. 
This statement is followed by a general definition of service quality as: “…the
service must correspond to the customers’ expectations and satisfy their needs 
and demands”.

The definition chosen in this thesis is: “The quality of a product5 is its ability to 
satisfy, or preferably exceed, the needs and expectations of the customers”
(Bergman & Klefsjö, 2003). This definition is related to the customers and their 
demands and expectations, a definition inspired from the service quality area and 
characterised as a user-based approach, according to the terminology by Garvin 
(1984, 1988). One strong reason for choosing this definition is that it clearly 
includes a focus on customer needs and not only their expectations and also the 
importance of satisfying them to create satisfaction.  

2.2.2 Customer needs related to quality 

To gain and keep new customers the organization has to understand its customers’ 
needs and expectations. First of all, it is important to understand that these 
concepts differ. Sometimes we have expectations on things we do not need, but 
more important is that we have needs that we do not expect because in many 
situations we do not realize our own needs; see Bergman & Klefsjö (2003). This 
fact has also been emphasized by researchers from the service sector. For 
instance, Witt & Muhlemann (1994) say that “in many cases customers are not 
necessarily aware of exactly what they require”.

One model that helps understanding the complexity of customer needs is the Kano 
model illustrated in Figure 2.2.  

The customers’ needs can, according to the Kano model, be divided into three 
different groups, which briefly are presented below. For a more thorough 
discussion; see Kano (1995, 2001) or Bergman & Klefsjö (2003). 

5 The word “product’ includes both goods and services, but for the sake of clarity the term 
“services’ will often be used in this thesis. 
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Figure 2.2  The Kano model illustrating a classification of different customer needs. 
Basic needs are expected but unspoken, expected needs are expected and 
expressed, and excitement needs, finally, are unexpected and unspoken. 
Source: Bergman & Klefsjö (2003), but the model was originally presented 
by Kano (1985). 

Basic needs: The basic needs are so obvious to the customer that you can’t figure 
them out by asking the customer. The customer will not mention them. If these 
needs don’t get satisfied the customer won’t get pleased. However, you don’t get 
pleased customers simply by fulfilling these needs. By satisfying basic needs we 
only create ‘must-be quality’. 

Expected needs: The expected needs are possible to obtain by asking the 
customer. These needs respond to what the customer expects to get and also to 
what is experienced as important to him/her. If these expectations are fulfilled the 
customer gets satisfied, but if they not are fulfilled the customer will be 
dissatisfied. By satisfying expected needs we create ‘expected quality’. 

Excitement needs: The customer is not aware of these needs and can not, 
accordingly, mention them. By, as producer or supplier, identifying such needs 
and satisfying them, the customer will obtain something unexpected from the 
product and the organization. This creates an attractive value to the customer. By 
finding and satisfying these needs we create ‘attractive quality’. When discussing 
excitement needs the focus often is at technical innovations, but these needs can 
be well performed or exciting services as well (Söderlund, 2001). 

As we can see, both the basic needs and the excitement needs are unspoken needs. 
That means that the customer will not mention them when being asked. Obviously 
it is crucial to an organization to satisfy the basic needs of its customers. 
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Therefore, it is very important that the organisation has the possibility to 
understand the customers to be aware of them.  

Here it is also important to emphasize that those who succeed in identifying 
excitement needs and fulfil them often will create very satisfied customers, who 
create value by mentioning their experiences to other people. The importance of 
what nowadays often is called storytelling becomes even larger since the 
communication possibilities increase through the internet.

2.2.3 Service quality 

Differences between services and goods 

This thesis will above all deal with quality of services, since services are very 
important in the tourism industry. There are a number of definitions of a service. 
One of these is: “A service is an activity or a series of activities of a more or less 
intangible nature that normally, but not necessarily, takes place in the interaction 
between the customer and service employees and/or physical resources or goods 
and/or systems of the service provider, which are provided as solutions to 
customer problems” (Grönroos, 2002). Another definition, presented by Zeithaml 
& Bitner (1996), says that “services include all economic activities whose output 
is not a physical product or construction, is generally consumed at the time it is 
produced, and provides added value in forms (such as convenience, amusement, 
timeliness, comfort or health) that are essentially intangible concerns of its first 
purchaser”.

Although many of the quality improvement approaches are independent of 
whether we discuss production of goods or services, there are some differences 
between the concepts of goods and services, which are important to be aware of. 
These differences are discussed, for instance, by Edvardsson et al. (1994), 
Bergman & Klefsjö (2001), and Gummesson (1991). Some of these, which partly 
are included in the definitions just mentioned, are: 

Services are not as concrete as goods and, therefore, it can be difficult to 
explain, specify and measure the contents of a service. 
The customer often plays an active role in creating the service. 
The service is often consumed at the same time as it is created. This means 
that it cannot be stored or transported. 
The customer doesn’t become the owner of something after the delivery of the 
service.
Services consist of activities and processes and can therefore not be tested or 
tried out before the purchase. 
Services often consist of a system of parts of service. The customer though, 
evaluates the whole and not the separate parts. 
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Service quality 

There is a list created by Edvardsson (1996), which covers findings of 
international researchers regarding service quality and what characterises 
successful service companies:  

The managing director should be the leading practitioner of a professional and 
operative leadership. That means, among other things, creating and spreading 
a quality policy, developing challenging goals, plans and rituals, and dividing 
the responsibility in the organisation.  
Service quality has become a strategic area of development and an important 
part of the business plan and the vision of the company’s development. It is 
also a central task for management at all levels.  
Successful service companies are characterised by a multiple focus. They 
manage to satisfy the needs and expectations of customers, co-workers and 
owners at the same time. They emphasise quality in results, processes and 
prerequisites for the service and how these interact. The customer orientation 
is especially important. 
Quality is considered as everyone’s responsibility. Every co-worker has the 
knowledge, resources and authority to perform high quality. The co-workers 
also control the quality of the own work. 
Service development and service construction, to build-in prerequisites for the 
right quality when developing new services is a key-issue.
Emphasis on the development of quality in all processes in the organisation. 
The point is preventing faults, not just detecting the ones already made.  
To develop service quality is regarded as maybe the most important measure 
to take to improve productivity and profitability. 
Emphasis on complaint management. Detecting customer dissatisfaction, 
learning to repair mistakes, compensate and explain the cause of the quality 
failure. 
Emphasis on the co-workers commitment to customer-perceived total quality. 
Increased emphasis on systematic measuring of the service quality. Measuring 
quality from the point of view of customers, co-workers and other interested 
parties.

There are certain issues that make service quality a bit more difficult to measure 
and secure than for goods. Since services are not objects, but created through 
series of activities or processes – at least partly produced and consumed at the 
same time – it is hard to maintain quality control and to do marketing in the same 
way as it is done with goods. There is no quality that can be controlled in advance, 
before consumption. Another peculiarity about services is that they are abstract 
and also perceived and evaluated by the consumer in a somewhat more subjective 
way than goods. The quality control and the marketing have to be done at the 
same time and at the same place as the production of the service. That means that 
the person that is in contact with the customer has to do quality control at the 
same time as serving him/her (Grönroos, 1990). The abstraction of services also 
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make them hard to describe in advance, before the actual delivery, which makes it 
hard to set the right level of expectation from the part of the customer 
(Edvardsson, 1996). 

Zeithaml & Bitner (1996) discuss another issue of service quality. In many cases 
it is hard for the customer to know for certain what the outcome of the service 
really was. If a lawyer wins a case, that will certainly has a big impact on the 
perceived quality by the customer, but in most cases the outcome can not be 
defined as clearly as good or bad. In the case of many services performed by 
doctors, engineers, college professors, accountants and architects, among others, 
the outcome is not always as evident. 

Another issue that complicates the quality aspect of services is the heterogeneous 
character, the fact that there is not one service that is exactly the same as another. 
That is due to the fact that both the consumer and the service provider strongly 
influence the production and delivery process (Grönroos, 1990). Accordingly, it is 
even more important that services are properly done, with the right quality, from 
the beginning, since they can not be stored and exchanged or redone (Edvardsson, 
1996).

Customer perceptions 

Bitner (1991) has studied the evaluation of the quality in customer interactions in 
service companies (according to Edvardsson, 1996). She claims that customers’ 
perception of these meetings is an important component in the evaluation of the 
total service. This concerns especially repetitive services with long-time relations. 
Bitner (1991) also discusses the ‘Marketing Mix’-approach on marketing with the 
four P:s (Product, Price, Place and Promotion). According to Bitner (1991), these 
four variables are not enough for service companies. Therefore, she suggests 
another three P:s, namely Physical Evidence, Participants and Process. ‘Physical 
Evidence’ concerns the environment in which the service is produced and the 
equipment that is used. ‘Participants’ concerns the people that are involved in the 
service delivery and thereby affecting the customers. By ‘Process’ is meant the 
sequence of activities and procedures through which the service is produced and 
delivered. Through this augmentation of the four P:s the customer is regarded as 
an active participator, which is especially important regarding services. 

Boulding et al. (1993) bring forward empirical support for the belief that 
individual expectations colour the way of perceiving quality. They found two 
types of expectations (‘should expectation’ and ‘will expectation’) in their model 
of service quality. They suggest that customers’ predictive ‘will expectations’ act 
as a positive filter on reality, raising perceptions of the actual service encounter. 
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The Gap Model 

Figure 2.3.  The Gap Model presented by Zeithaml et al. (1990) in a slightly modified 
version presented by Bergman & Klefsjö (2003). 

The Gap Model, presented by Zeithaml et al. (1990), illustrates five gaps as 
causes for customer dissatisfaction, see Figure 2.3. These are shortly mentioned 
below. For more details, see, for instance, Zeithaml et al. (1990) and Bergman & 
Klefsjö (2003). 

Gap 1: Between customers’ expectations and the company’s perceptions of 
those expectations.

This gap arises because of too low knowledge within the organization of 
customers’ needs and expectations. This gap is normally larger in service 
companies than in manufacturing firms. 

Gap 2: Between the company’s perception of customer expectations and the 
service quality specifications. 

This gap often arises because of the difficulties to make the customers voice heard 
in all steps in the product design process.
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Gap 3: Between service quality specifications and service delivery. 

This gap is often caused by the fact that the employees are unable, or maybe 
sometimes unwilling, to perform the service at the desired level. Often this is due 
to insufficient quality systems in the organization. 

Gap 4: Between service delivery and external communications to customers 
about service delivery. 

Accurate and appropriate company communication, advertising and public 
relations that do not over-promise or misrepresent are here essential to avoid this 
gap.

Gap 5: Between customers’ expectations and the perceived service. 

Good service quality is to satisfy, or preferably exceed customer expectations. 
Judgements of high and low service quality depend on how consumers perceive 
the actual service performance in the context of what they expected. Pricing, as 
well as marketing, can have a great influence on customer satisfaction. 

Finally, it is important to emphasise that the Gap Model is focusing on 
deficiencies in fulfilling customer needs and expectations, and is not of great help 
for identification of the excitement needs illustrated in the Kano Model in Figure 
2.1, according to Bergman & Klefsjö (2003). 

The service encounter 

The service encounter is of extreme importance when it comes to quality. The 
notion ‘moment of truth’ was established by Normann (1984) to denote this 
moment. It later gained popularity to a large extent thanks to Jan Carlzon, former 
CEO at SAS (Gummesson, 1999). 

The service encounter differs from other social interaction. Researchers have 
identified a number of characteristics in the service encounter (Solomon et al., 
1985)

They take place for a purpose. 
The service providers are not altruistic, but performing a job. 
Prior acquaintance is not necessary. 
They have a narrow focus. 
The information that is exchanged is predominantly task-related. 
The roles of the customer and the service provider are well defined. 
A temporary status differential may occur (a ‘higher status person’ can 
provide services to a ‘low status person’). 
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The service encounter can be a meeting between persons, but it can also consist of 
the customers’ meeting with physical or technical resources (like machines). 
Often the persons-meeting is the predominant part (Edvardsson, 1996). 

Also to be thought about is the fact that there are not just external customers, but 
also internal customers. Kristiansen & Juhl (1999) have shown a clear connection 
between internal customer satisfaction and external customer satisfaction. 
Edvardsson (1996) also points out that the quality will not get better than the 
potential in the resources of the service producer, thereby especially meant the 
human resources. 

Service quality dimensions  

To bring forward an instrument for measuring consumer’s opinions about 
perceived service quality, Parasuraman et al. (1988) constructed SERVQUAL. 
This scale includes a number of dimensions that they meant were applicable to not 
just the five lines of business that were included in their original study, but to the 
entire service sector. 

Parasuraman et al. (1988) present ten quality dimensions of services. These 
dimensions are in several ways a base for the discussions in this thesis. 

Tangibles (looks and appearance of housing, equipment, staff etc.) 
Reliability (ability to deliver the promised service) 
Responsiveness (readiness of the staff to help in a nice and effective way) 
Competence (staff is competent to execute the service) 
Courtesy (staff in contact with the customer is respectful, thoughtful, polite 
etc.)
Credibility (trustworthiness and honesty of the service giver) 
Security (absence from doubt, economic risk and physical danger) 
Access (accessibility of the service giver) 
Communication (service giver communicates in an understandable way and 
language)
Understanding the customer (the service giver makes efforts to get to know 
and understand the customer) 

Later on the authors revised the scale to make sure that the dimensions were not 
overlapping and they first brought it down to seven dimensions and later even to 
five; see Stiernstrand (1997). Parasuraman et al. (1991) presented a list of the 
following five dimensions: 

Reliability, which refers to in what extent the customers got the correct service 
form the beginning without doing mistakes, whether the service is in 
agreement with what was promised and in right time. 
Responsiveness, which refers to whether the staff is prepared to help the 
customers to fulfil their needs and expectations and to give information.  
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Assurance, meaning that the staff acts in such a way that the customers trust 
the company and feel safe. It also means that the staff is polite and has the 
knowledge needed to answer questions. 
Empathy, meaning that that the company understands the customers’ problems 
and act for the customers best. 
Tangibles, which refers to physical things as rooms, equipment and material 
and also the appearance of the staff. 

Edvardsson (1996) has created a synthesis of general dimensions of quality 
concerning services, based on previous research on the issue: 

Trust and reliability is a factor that has been pointed out in several studies as 
perhaps being the most important. Reliability and trust are central components 
in the concept of quality seen from the customer’s perspective. They have a 
close connection to safety. The customer wants to be able to trust in the 
service being delivered as agreed and that the expectations are being fulfilled.
Simplicity and flexibility is another quality factor that seems to be of great 
importance to the customer. By that it is meant that it shall be easy to deal 
with the company. The company should be easy to get in touch with, for 
instance, by phone or e-mail. Flexibility is about opening hours and location, 
for instance. 
Recovery, which means the ability to handle critical situations in the service 
process, is another quality factor that has been pointed out as important. By 
recovery is meant the handling of dissatisfaction and other critical situations 
when things turn out badly and the customer is disappointed. In these 
situations the company has the opportunity to make it all right by handling the 
situation in a professional way. It is even possible to change dissatisfaction to 
high satisfaction if such a situation is handled in a suitable way. It is when the 
customer does not get the expected he/she realises what he/she gets. A good 
recovery process has been shown able to strengthen customer relations and 
leading to improved quality perception. 
Competence, attitudes and behaviour of the staff is the fourth category of 
quality factors, connected to the service process. Examples are treatment, 
empathy, spontaneity and ability to solve problems. 

SERVQUAL

SERVQUAL, meaning SERVice QUALity, is an often used model for measuring 
quality dimensions. SERVQUAL has been promoted by the three American 
researchers Zeithaml, Parasuraman and Berry and is based on five general quality 
dimensions6 and the Gap Model; see Zeithaml et al. (1990). The five dimensions 
are reliability, responsiveness, assurance, empathy and tangibles7.

6 Originally the model was based on ten dimensions, but they were later on reduced to five. 
7 It is based on a number of questions on which the customer answers in a seven grade scale 
answers. The questions are related to the expectations and the experiences of the service. 
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Another similar model, often called SERVPERF, an abbreviation of SERvice 
PERFormance, was presented by Cronin & Taylor (1992). In this model only the 
customer’s experience is measured and not, as in SERVQUAL, the expectations 
as well.

According to Witt & Muhlemann (1994), Parasuraman et al. developed the 
SERVQUAL questionnaire in mid-1980s to measure quality based on the 
presumption that service quality occurs when customers perceive received 
performance to equate with prior expectations. This has provoked much 
discussion. (Parasuraman et al., 1985) 

SERVQUAL can be considered as a multi-item instrument for quantifying the 
service expectation-perception gap using these five generic dimensions 
(Parasuraman, 1985, 1988). 

According to Zeithaml et al. (1990), the five dimensions empirically have shown 
the importance illustrated in Table 2.3. Zeithaml & Bitner (2000) also discuss 
these dimensions and their importance and state that reliability has been the 
consistently shown to be the most important determinant. 

However, it is important here to emphasize that the importance depends of the 
type of service provided. For example, reliability probably is most important 
when visiting a doctor, but the tangibles are more important when visiting a 
restaurant (Bergman & Klefsjö, 2003). 

Table 2.3 The five quality dimensions used in SERVQUAL and their importance 
according to Zeithaml et al. (1990). 

Dimension Weight Definition 

Reliability 30% 
Doing what we have 

promised 

Responsiveness 25% 
Willingness to help and 
provide prompt service 

Assurance 20% 
Conveying trust and 

confidence

Empathy 16% 
Ability to see through the 

customer’s eyes 

Tangibles 10% 
Equipment, physical 

facilities etc 

There are a limited number of empirically oriented articles that discuss the use of 
the SERVQUAL approach within the tourism sector (Atilgan et al., 2003). Atilgan 
et al. (2003) discusses expectations and perceptions of two distinct groups of 
German and Russian tourists related to tour operations. A study of Ingram & 
Daskalakis (1999) applies SERVQUAL to investigate hotels in Crete having 
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adopted the ISO 9000 quality standard, establishes that there is a divergence 
between the perceptions of service quality of guests and managers, and that the 
greatest gaps exist in hotels of the highest quality classification. 

Baker & Fesenmayer (1997) focused on the levels of service quality expectations 
of theme park visitors, employees and managers. On the basis of their results they 
question the sufficiency of the SERVQUAL approach, claiming that it ignores 
multiple stakeholders.  

Another use of the SERVQUAL approach in tourism was made by O’Neill et al. 
(2000), studying five tour operators in Australia. As a result from this study the 
authors claim that assurance was the most prominent indicator of service 
performance. 

Juwaheer & Ross (2003) use SERVQUAL to measure service quality in the hotel 
industry in Mauritius. They identified nine dimensions in which assurance and 
reliability appear as main determinants of service quality. 

However, there is some dispute as to the validity of the SERVQUAL instrument; 
see, for instance, Keating & Harrington (2002) and Grönroos (2002). Some 
writers have pointed out the difficulties involved in analysing differences between 
expectations and perceptions, and others have noted the influence of cultural 
background on the measurement of service quality perceptions; see (Armstrong et 
al. (1997); Ekinci & Riley (1998). Ekinci & Riley (1998) also mean that the 
instrument does not address the difficulty of quantifying and conceptualising 
expectations, thus rendering it less useful as a comparison standard in assessing 
service quality. Others have suggested that the scale is not sufficiently 
comprehensive; see Sureshchandar et al. (2001).  

2.3 Tourism

2.3.1 Definition of tourism 

Tourism can be defined in many ways, and there is no common and accepted way 
to define the concept. The most common way is to define tourism from the 
demand side, which means from the perspective of the tourist and the tourists’ 
behaviour and needs. A less common way is to define tourism from the 
production system and the people involved. (Debbage & Daniels, 1998) 

Tourism can be described based on people’s relations, interactions and network as 
‘the sum of the phenomena and relationships arising among tourists, business 
suppliers, host governments, host communities, origin governments, universities, 
community colleges and non-governmental organisations, in the process of 
attracting, transporting, hosting and managing these tourists and other visitors’
(Weaver & Oppermann, 2000). 
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Burton & Holden (1995) mean that there are three general perspectives when 
tourism is defined. One is the aim or motive (as leisure or business), another one 
the time perspective (as day trip or over night stay) and the third the situation 
aspect (as migration, travelling through or cruise). 

Figure 2.4   A model picturing the different kinds of tourism companies.  
 Source: Stiernstrand (1997). 

Burton & Holden (1995) also mean that it is difficult to define tourism as an 
industry. They mean that it does not exist any clearly separated tourism unit, 
which means that it is difficult to categorize whether a thing is part of tourism 
industry or not. They prefer to describe tourism as a form of process and say: 
“tourism is a difficult phenomenon to describe … All tourism involves travel, yet 
all travel is not tourism. All tourism involves recreation, yet all recreation is not 
tourism. All tourism occurs during leisure time, but not all leisure time is not 
given to touristic pursuits. … Tourism is an activity (taking place) when people 
cross a border for leisure or business and stay at least twenty-four hours…”. 
(Burton & Holden, 1995) 

Some of the definitions of tourism companies include all providers of visitor and 
visitor-related services (Goeldner & Ritchie, 2003). That means activities, 
services, transportation, accommodations, eating and drinking establishments, but 
also shops, entertainment, among other. Tourism industries can also be divided 
into different categories due to which type of services or attractions they provide; 
see Figure 2.4. As we can see in Figure 2.4 the tourism industry consists of 
providers of services related to travelling, staying, eating and doing. The doing,

   The tourism industry 
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that means the Attraction part, can further be divided into the three groups: 
surrounding attractions, permanent attractions and events.

The definition of tourism used in this thesis is from the Swedish Tourist Authority 
(‘Turistdelegationen’) and consists of people’s activities when they are travelling 
to or staying at places outside of their usual environment for a shorter time period 
than a year for leisure, business or other purposes (Turistdelegationen, 1995). 
Attractions provide residents and visitors with entertainment, activities, and other 
forms of stimulation that make a region or destination a desirable and enjoyable 
place (Goeldner & Ritchie, 2003). 

Tourism, in turn, can be divided into different subgroups based on residence. 
International tourism includes the group inbound tourism, which is visits to a 
country by non-residents, and outbound tourism, which means visits by residents 
of a country to another country. Internal tourism consists of visits by residents of 
a country to their own country. Domestic tourism is internal tourism plus inbound 
tourism, and national tourism is internal tourism plus outbound tourism. 
(Goeldner & Ritchie, 2003) 

2.3.2 Why travel? 

There are several aspects studied in the research concerning tourism (Stiernstrand, 
1997). There is the geographic aspect, the physical transfer from one place to 
another. There is also the social transfer, to a place outside the home environment. 
The reasons to travel are not always distinct. Instead there are several reasons 
acting together. Often the travel is a complex behaviour, where the individual tries 
to satisfy a series of needs at the same time, during a limited time period. 

Stiernstrand (1997) states, as a conclusion from an American study performed by 
Pearce (1982), that tourists are primarily driven in their travel behaviour by 
motives of self-realisation or for social reasons. Stimulation in different forms is a 
very strong cause. According to Stiernstrand (1997), many of the human 
behaviours can be explained by the cause called ‘attraction of the novelty’ that 
means experiencing something new. There is a constant balance-act taking place 
between ‘attraction of the novelty’ and comfort. This is especially evident in the 
case of tourism. A person that is bored of the everyday situation will probably 
choose a vacation where needs of stimulation are getting satisfied, while a person 
that has too much stimulation in the ordinary home environment will much more 
likely choose a vacation that fulfils the need of comfort. 

Dunn Ross & Iso-Ahola (1991) consider that the basic motivational dimensions in 
pleasure travelling are to seek and to escape. Both dimensions affect the 
behaviour of the individual at the same time. The individual seeks something 
unusual, or a change or break from the daily routines and stress and gets personal 
reward mainly consisting of self-determination, competence, challenge, learning, 
exploration and relaxation. By the term escape is meant that the individual can 
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leave routine life with personal problems, difficulties and failure. In a study of 
travellers travelling by tour buses the authors obtained results supporting the 
theory about seeking and escaping as important dimensions of motivation. To 
seek knowledge and social contact was dominating. The escape motive could also 
bee seen, but was not as dominating, examples that occurred was to escape from 
troubles, work and responsibility. 

2.3.3 Motivation and consumer behaviour related to events 

A wide range of factors motivate consumers to buy tourism products. The 
motivating factors can be split into two groups, namely 

Those which motivate a person to take a holiday 
Those which motivate a person to take a particular holiday specific destination 
at a particular time. 

There are many potential motivators that could relate to either or both of these.

Beach & Ragheb (1983) developed a model called Leisure Motivation Scale, 
which sought to clarify motivators into four types, based on the work of Maslow 
(see Maslow, 1954). These four types were as follows: 

The intellectual component, which assess the extent to which individuals are 
motivated to engage in leisure activities which involve … mental activities 
such as learning, exploring, discovery, thought or imagery 
The social component, which assesses the extent to which individuals engage 
in leisure activities for social reasons. This component includes two basic 
needs … the need for friendship and inter-personal relationships, while the 
second is the need for the esteem of others. 
The competence-mastery component, which assesses the extent to which 
individuals engage in leisure activities in order to achieve, master, challenge 
and compete. The activities are usually physical in nature. 
The stimulus-avoidance component, which assesses the desire to escape and 
get away from over-stimulating life situations. It is a need for some 
individuals to avoid social contacts, to seek solitude and calm conditions. For 
others it is to seek rest and to unwind themselves. 

We rarely take holiday alone, and who we take with has an influence over the 
factors which influence our decisions. Imagine a woman who is married and is 
mother of two young children, is a member of a women’s football team, and a 
church-going visitor. Her motivation may be different depending on which group 
she is intending to holiday with. 

Not only are motivators different for each individual tourist, but perhaps they also 
vary between different market segments. For example, the tourism industry seems 
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to be convinced that segments are based on demographical criteria. They seem to 
assume that (see, for example, Swarbrooke & Horner, 2001; Goeldner & Ritchie, 
2003):

Young people want to party, relax, drink, dance and make lots of new friends. 
Elderly people are presumed to have a preference for sedate activities like 
bowls and bingo, and to be almost obsessed by nostalgia. 
Parents are thought to be preoccupied with the need to keep their children 
happy. They are also thought to want to escape from their parent 
responsibilities from time to time to spend time together. 

If a person doesn’t feel a need or desire to be engaged that person will not. But if 
the product (article or service) can be apprehended as strengthening the self-image 
the engagement will be strong. A process of motivation starts when the individual 
feels that there is a need. The needs can generally be divided into two categories 
based on expected advantages through purchase and consumption. Utility-focused 
needs take into consideration advantages that are objective and functional. 
Pleasure and event-focused needs cover things such as reactions, pleasures, day-
dreams and aesthetics. (Mossberg, 2001) 

According to Mossberg (2001), post-modern researchers studying consumers have 
identified four ways through which the ‘ego-concept’ works in a person’s daily 
life. 

To outshine: The belongings of a person can in most cultures tell who we are, 
who we have been and where we are going.
To get self-control: We change our behaviour in order to fit in different social 
contexts.
To fantasise: Comparing the real ‘me’ to the one that is perceived as the ideal.
To give oneself gifts: Connected to high commitment. This is used by many 
companies when advertising.  

One paradigm for understanding tourism motivation is the push-pull model by 
Dann (1981). The base for this model is the distinction between factors that 
encourage people to leave their home environment (push factors) and the factors 
that draw or attract people to a certain destination (pull factors). Push factors can 
be either on an individual or a social level, or a combination of both. Pull factors 
are positive characteristics of the destination area. Analytically the push factors 
act before the pull factors, both logically and temporally, the decision to travel 
being made before the choice of destination. However, in practice the decision 
making can be virtually simultaneous. (Dann 1981) 
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2.4 Tourism Quality – Intersection of Two Areas 

Kandampully (2000) emphasizes that quality will be the main driving force as 
tourism firms strive to meet the competitive challenges of the future. Quality in 
tourism is defined by WHO (2003) as: “…the result of a process which implies the 
satisfaction of all the legitimate product and service needs, requirements and 
expectations of the consumer, at an acceptable price, in conformity with the 
underlying quality determinants such as safety and security, hygiene, 
accessibility, transparency, authenticity and harmony of the tourism activity 
concerned with its human and natural environment.” 

According to Witt & Muhlemann (1994) there are very few reports of 
organizations within the tourism industry adapting Total Quality Management, 
TQM. However quality clearly appears on the agenda of many firms in the 
tourism industry, even if not called TQM. 

The tourism product is an unconventional production in the sense that it does not 
consist of just one service. It is a process which involves several services and 
accordingly has many suppliers. von Friedrichs Grängsjö (2001) means that there 
are at least five different components, describing and influencing the tourism 
product. One is that tourism is dominated by service organisations and that 
accordingly the consumption happens in interaction with the supplier. Another is 
that it consists of a number of ingredients experienced over time. von Friedrichs 
Grängsjö (2001) refers to Middleton (1994), saying that it is “…the complete 
experience from the time he leaves home to the time he returns to it”. Still another 
is that the tourism industry is fragmented and consists of a number of small 
companies working in several different lines of businesses. However, one of the 
most important is that the tourism to a large extent is influenced by seasonal 
variations of different types, due to, for instance, weather conditions or vacation 
periods.

Product quality within tourism is like a jigsaw puzzle with many important parts 
that must fit together perfectly in order to satisfy the tourist. It is of great 
importance to satisfy the tourism customer, both because it leads to positive word-
of-mouth recommendation and repeat customers, but also because dealing with 
complaints is expensive, time-consuming and creates bad reputation. (Swarbrooke 
& Horner 2001). 
.
With time the expression ‘experience’ has gained popularity. Pine & Gilmore 
(1999) claim that experiences have always been around, but that they earlier were 
lumped into the service sector together with totally uneventful services. However, 
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during the past few decades, the number of entertainment options has exploded 
and encompasses many new experiences. 

Bitner (1992) and Mossberg (2003) discuss the impact of service quality from the 
surroundings on customers and employees. Bitner (1992) calls this the 
servicescape - a parallel word to ‘landscape’. Mossberg (2003) develops this 
further within tourism and describes experience areas that can include several 
destinations and that can cover quite long time periods and large areas, since 
experiences can include various sub-parts and still be regarded as one experience, 
even if they are taking place during a longer time span. For example, during a 
vacation, it is difficult to tell when one experience begins and stops because all 
activities are a part of one larger experience context. 

Mossberg (2003), and other people within the area of tourism research, mention 
the importance of exceeding the expectations of the customers by providing 
something unexpected, although they do not refer to the Kano model. 
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Chapter 3 Methodology 
This chapter gives an overview of some general methodological aspects 
concerning research and discusses the methodology used in this thesis. It also 
includes a discussion of different ways to design a study and collect data. 
Furthermore, the chapter contains a discussion on the trustworthiness of the 
obtained results. 

3.1 Research Approach 

The mission of research is to generate new knowledge. As a researcher one gains 
knowledge during the path of reading, discussing and investigating. The research 
and how it is conducted, is influenced by the researcher’s epistemological 
standpoint. The different theoretical paradigms and perspectives of research, 
which the researcher believes in shapes how the researcher looks at the world and 
acts in it (Denzin & Lincoln, 1994). Also the researcher’s own background, pre-
knowledge and purposes contribute to the interpretations made (Wallén 1996). 

However, the choice of research approach is not only dependent on the 
researcher’s epistemological position and pre-knowledge, but should also be 
influenced by the research questions we set out to illuminate (Holme & Solvang, 
1991; Yin, 1994). 

It is important to be aware of that there is no such thing as total objectivity. In 
particular, this is important when studying a social phenomenon. The world is 
created by individuals through continuous processes, meaning that the reality is 
socially constructed (Arbnor & Bjerke, 1994). 

3.1.1 Positivism and hermeneutics 

The two dominant research approaches are positivism and hermeneutics. They are 
different considering methodological aspects, but they also represent two opposite 
ways to view life.

Positivism tries to explain a phenomenon objectively through causal relationships 
between independent and dependent variables. It is often built on experimentation, 
quantitative measures and logical discussion (Wiedersheim-Paul & Eriksson, 
1992). Hermeneutics instead looks for the meaning or purpose of the phenomenon 
that is studied, to get an interpretive understanding of it. Hermeneutics can also be 
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seen as a general doctrine about communication and understanding. It is important 
that the interpretations in hermeneutic research are related to a context 
(Andersson, 1979; Denzin & Lincoln, 2001).

The author of this thesis is conscious of the importance of being aware of ones 
background and the influence it might have on ones interpretations of the reality. 
The writer has a background in social sciences and a view upon the world that is 
closer to hermeneutics than positivism. The two undergraduate thesis works were 
related to marketing and organisation, which lead to an increased interest in 
human behaviour and interaction. However, this research is performed within the 
field of quality management, where the traditional approach is founded on 
positivistic values. Therefore, the present writer also is influenced of this 
paradigm.  

3.1.2 Induction, deduction and abduction 

Discussions on methodological choices often include a comparison between 
induction and deduction. The fundamental idea of induction is the generation of 
general conclusions from the specific case (Molander, 1983). The weakness here 
is that a general rule is developed based on a limited number of observations.  

Induction refers to generation of general conclusions from different phenomena in 
reality, experienced by use of any of the five senses. Wiedersheim-Paul & 
Eriksson (1992) present the following definition of induction: ‘from separate 
phenomena in reality we derive general statements’. Accordingly, induction starts 
with studies of reality and ends up in new theory. 

Theory
(model)

Hypotheses

Observations

Generalisation

Reality
(measuring &
interpretation)

Observations

Deductive

projection

Inductive

projection

Figure 3.1 The principles of induction and deduction. From Wiedersheim-Paul & 
Eriksson (1992). 

Deduction states the explanation of a specific case from a general rule. Deduction 
starts with theory and ends up in reality, where the theories will be tested. 
Deduction can be described in the following way: “from theory we form 
hypotheses, which are testable statements about reality. Through logical 
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conclusion we derive the result.”, according to Wiedersheim-Paul & Eriksson 
(1992). Here the weakness is that the approach does not explain the rule, but 
rather establishes it. (Alvesson & Sköldberg, 1994; Molander, 1998) 

Figure 3.1 shows graphically the perspectives of inductive and deductive research. 
Accordingly, use of these two approaches individually can, be seen as moving 
half.the way round in a circle (Wiedersheim-Paul & Eriksson, 1991). 

A third approach is abduction. According to Alvesson & Sköldberg (1994), this 
approach is probably used in most case studies. With this approach a single case is 
interpreted with a kind of overarching hypothetical pattern. The interpretation is 
corroborated with new observations. In this way abduction can be seen as a 
combination of induction and deduction. During this process the empirical 
application is developed, and the theory adjusted. A difference from induction and 
deduction is that abduction involves understanding. Abduction departs from 
empirical facts, just like induction, but does not dismiss a conceptual framework 
and is closer to deduction. The analysis of the empirical work can be combined 
with earlier theories through literature studies in order to obtain understanding. 
(Alvesson & Sköldberg, 1994) 

This study is using an approach that is closer to deduction than induction, using 
relevant theories in order to interpret the phenomena that is studied, but is at the 
same time a combination that is similar to abduction since the starting point is an 
empirical phenomena, even though it is combined with earlier theories. 

3.1.3 Qualitative and quantitative 

Reality is a complex thing. It is not easily captured with one single method. 
Instead, it is about finding the right method to suit the problem investigated. There 
are both qualitative and quantitative methods. The difference between them is not 
absolute and they can also be combined in the same investigation. Since both have 
strengths and weaknesses, they can strengthen each other. (Holme & Solvang, 
1991)

Within qualitative methods it is the researcher’s perception or interpretation of 
information that is prominent. Qualitative methods are suitable for giving a deeper 
understanding of the studied phenomena. According to Denzin & Lincoln (2002), 
the word qualitative, such as in ‘qualitative studies’ means an emphasis on the 
qualities of entities and on processes and meanings that are not necessarily 
experimentally examined or measured in terms of quality, amount, intensity or 
frequency. Sometimes they are not measured at all. 

Quantitative methods can simplified be described as turning information into 
numbers and amounts and using these to commit statistical analysis. Quantitative 
methods are suitable if the researcher wants less information about more units of 
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analysis and if it is important to draw conclusions from a sample that is to be valid 
for a larger population as well. (Holme & Solvang, 1991) 

Quantitative research is intended mostly to test theories by the logical-deductive 
model. Advocates of quantitative studies often claim that their work is conducted 
within a value-free framework (Denzin & Lincoln, 2000).

3.2 Research Purposes 

Dane (1990) claims that the immediate goals of research, namely exploration, 
description, prediction, explanation and action, provide us with a strategy for 
figuring out which questions to ask and which answers to seek.

This thesis has a focus on studying needs and expectations of inbound tourists in 
peripheral areas. The research strategy of this thesis is based on the research 
questions, which can be described as being mainly descriptive and exploratory, 
with some explanatory elements.

According to Dane (1990), descriptive research involves examining a 
phenomenon to define it more fully or to differentiate it from other phenomena. 
He further states that descriptive research involves attempting to define or 
measure a particular phenomenon, usually by attempting to estimate the strength 
or intensity of behaviour, or the relationship between two behaviours. Phillips & 
Pugh (2000) argue that in descriptive research8 one tries to find the limits of 
previously proposed generalisations. 

Marshall & Rossman (1999) state that explanatory studies try to explain patterns 
related to the studied phenomenon and to show relationships between events and 
the meaning of these events. Yin (1994) notes that in explanatory studies, 
questions deal with operational links needed to be traced over time.  

Marshall & Rossman (1999) mean that exploratory studies try to build descrip-
tions of complex circumstances or phenomenon that are unexplored in the 
literature. Zikmund (2000) states that explorative studies are often performed in 
order to clarify the nature of vague problems. 

3.3 The Chosen Research Strategy 

Yin (1994) mentions three conditions that should influence what strategy to use: 

Type of research question. 
Extent of control over behavioural events 

8 Phillips & Pugh (2000) use the term “testing-out research’ for “descriptive research’. However, 
the meanings of these two terms are similar. 



31

Degree of focus on contemporary events as opposed to historical 
events.

.

3.3.1 Strategy in the pre-study 

A pre-study was decided to perform in order to investigate how the tourism 
companies in Eastern Norrbotten looked at their situation and their threats and 
possibilities. The selection of the geographical area was based on the author’s 
connection to the Research Station Eastern Norrbotten (see Section 4.3 for further 
information). The pre-study was also intended to be a support in the discussions 
with the companies related to suitable research questions, which would be of 
benefit not only for the research society, but not the least also to the companies 
themselves. It was intended to perform that investigation as a survey. 

A survey is usually an investigation conducted with the help of some kind of 
questionnaire containing a set of questions on one or several themes. There are 
different ways of conducting surveys, for example through mail, telephone, face-
to-face or the Internet. They all have different advantages and disadvantages. 
(Dahmström, 1996). 

One of the advantages with a mail survey is the possibility to reach a large 
number of respondents at the same time. Another advantage is that it is a fairly 
inexpensive data collection method, since many different questions can be posed 
and the respondents can answer them when appropriate and during as much time 
as it takes. It is also possible for the respondent to check documents. Another 
advantage is that the interviewer does not directly affect the respondent. 
(Dahmström, 1996) 

One disadvantage with mail surveys is that there is a risk of many falling offs, 
which may influence the reliability of the study. Furthermore, there is also some 
uncertainty for the researcher about who really answered the questionnaire, the 
intended respondent or somebody else. It is also difficult to get answers to open 
questions, in contrast to those, where the respondent is asked to cross some 
alternative or grade some statement. (Dahmström, 2000)  

In this study a mail survey was used since we wanted to reach as many companies 
as possible with small resources. The questionnaires were sent to all the 103 
companies, defined as tourism enterprises at the homepages of the municipalities 
Kalix, Överkalix, Haparanda and Övertorneå, which constitute Eastern 
Norrbotten9. More details of the survey are described in Section 5.1. 

9 Eastern Norrbotten is described in Section 4.2. 
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3.3.2 The chosen strategy for the research questions 

Case study is one way of performing social science research. Other ways are 
experiments, surveys, histories, and the analysis of archival information. Each 
strategy has advantages and disadvantages, mainly depending upon three 
conditions: (a) the type of research question, (b) the control an investigator has 
over actual behavioural events, and (c) the focus on contemporary as opposed to 
historical phenomena; see Yin (1994). 

Case studies are usually conducted when there is a need to develop a deeper 
understanding of a complex phenomenon. The case study permits an investigation 
to retain the holistic and meaningful characteristics of real-life events (Yin 1994). 
A case study can be considered as an intensive and holistic description and an 
analysis of a restricted phenomenon (Merriam, 1998). The methodology is 
especially useful when the boundaries between phenomenon and context are not 
clearly evident (Yin, 1994) and when the focus is on the process rather than the 
result, on the context rather than specific variables, and on discoveries instead of 
proving casual connections (Merriam, 1998).

One important application of case study methodology is when we want to explore
situations in which the intervention being evaluated has no clear, single set of 
outcomes. A second application is to describe an intervention and the real-life 
context in which it occurred. The case study strategy may also be used to explain
the casual links in real-life interventions that are too complex for survey or 
experimental strategies (Yin, 1994). Accordingly, a case study can be used for 
exploratory, descriptive or explanatory purposes.

In general, a case study methodology is preferred when the investigator has little 
control over events, and when the focus is on a contemporary phenomenon within 
some real-life context. (Yin, 1994)  

However, there is also methodological criticism against the case study 
methodology. Yin (1994) states that within the academic community, researchers, 
who reject case study do so mainly referring to the method’s lack of rigour and 
the difficulties for scientific generalisation. Another suggested deficit of the case 
study methodology is that it is considered to be very time consuming and 
generates massive amount of data, which often is not being used; see Hamel et al. 
(1993) and Simons (1996). 

Based on the reasoning above, a case study methodology was considered to be an 
appropriate research strategy answering the research questions. The strategy 
chosen is also in accordance with the recommendations made by Yin (1994), who 
recommends the use of case studies when you want answers on ‘how’ questions. 
Due to the different purposes in the research questions different methods for data 
collecting were used. The ‘what’ question has explorative features, which makes 
the case study a possible research strategy, see Yin (1994). This is also 
commented more in Section 3.3.3. 
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3.3.3 Case studies 

Single-case versus multiple-case designs 

A primary distinction when designing case studies is between single-case and 
multiple-case designs. Both designs can further on be classified as holistic or 
embedded designs, depending on the defined ‘unit of analysis’ (Yin, 1994). 

The single-case approach is suitable when the aim is to study whether a theory’s 
propositions are in accordance with practice or whether some alternative set of 
explanations might be more relevant. Other rationales for a single case 
methodology are when the case represents a rare or unique case, or when the 
investigator has an opportunity to observe and analyse a phenomenon previously 
inaccessible to scientific investigation (Yin, 1994). 

In a multiple-case study, one goal is to build a general explanation that fits each of 
the individual cases in the study, even though the cases will vary according to 
different characteristics. With a multiple-case study, there is better potential for 
greater explanatory power and better possibilities for generalisations than by using 
a single-case study. In a way the cases should serve a purpose similar to that of 
multiple experiments (Miles & Huberman, 1984). 

When only one unit of analysis is studied, the case study is considered to be 
holistic (Yin, 1994). However, the same case study may involve more than one 
unit of analysis. This occurs when attention also is given to different subunits. The 
design used will then be called an embedded case study design. However, relevant 
field contacts depend upon an understanding of what is being studied, where 
theory building is used to define the case and its unit of analysis (Yin, 1994). 

Altogether this means that Yin (1994) divides case studies into four different 
types of designs: single-case designs and single unit of analysis (holistic); single-
case designs and multiple units of analysis (embedded); multiple-case designs and 
single unit of analysis (holistic); and, multiple-case designs and multiple units of 
analysis (embedded). 

Sample selection 

The multiple-case study that was conducted to answer the research questions has 
different levels on the units of analysis. The three cases included in the study are 
‘before’, ‘during’, and ‘after’ the experience perceived in the peripheral area. The 
main unit of analysis is the tourists and the subunits of analysis are their needs and 
expectations.

In the case study, a choice was made to include only tourists that were customers 
of a tourism enterprise offering ‘activities’ related to ‘attractions’ associated with 
the location. The reason was the fact that it is generally the ‘attraction’ enterprises 



34

that make people pleased or not and also make tourists decide whether to come to 
a particular region or not. (Stiernstrand, 1997; Goeldner & Ritchie, 2003)

The case study was conducted in the municipalities Haparanda, Jokkmokk and 
Jukkasjärvi in the region of Norrbotten10. Strong arguments for that were that the 
research was performed within the frame of Research Station Eastern Norrbotten11

and in a close co-operation with local tourism companies with the aim to 
contribute to the development of the local tourism industry. 

Inbound tourists from Europe, outside of the Nordic countries, were preferred as 
respondents. The reason for this was both that the survey in the pre-study (see 
more details in Chapter 5) showed that the enterprises in Norrbotten are interested 
in having more visitors from the selected region and also that foreign visitors 
consumption in Sweden is considerably growing (Turistdelegationen, 2004). 
Another reason was that the needs and expectations of foreign tourists may differ 
from the ones of customers in the region near-by due to cultural differences. 

3.3.4 Data collection 

Conducting a case study there are a number of different sources of evidence to 
chose from including documentation, archival records, questionnaires, interviews, 
direct observations, participant-observation and physical artefacts. (Yin 1994) 

The advantage with documentation is that it is stable and can be reviewed 
repeatedly, it is unobtrusive and exact. But it can be biased both through selection 
and through reporting. The advantages and disadvantages with questionnaires
were indicated in Section 3.4.1. Interviews are targeted and insightful, but can be 
biased through poorly constructed questions, and there is a risk that the 
interviewee gives what the interviewer wants to hear. Different types of 
observations cover reality and the context, but are time-consuming and there is a 
risk that the observation affects the observed event. (Yin 1994) 

Interviews were chosen as the main source of evidence, completed by documents 
and observations in the second case study – the ‘during’ case. In the first and third 
case – the ‘before’ and ‘after’ cases – questionnaires were used. Reasons for that 
are indicated in Section 4.1. 

Interviews as a methodology 

Yin (1994) notes that performing interviews is one of the most important sources 
of information in a case study. There are different kinds of interviews. The term 
‘qualitative interviewing’ usually refers to in-depth, semi-structured or loosely 

10 See Section 4.2. 
11 See Section 4.2. 



35

structured forms of interviewing. These types of interviews are generally 
characterized by a relatively informal style and have some kind of thematic 
approach, not a structured list of questions. Qualitative interviews can involve one 
to one interactions, but also larger groups. (Mason, 1996) 

The most common in case-studies are an ‘open-ended’ interview, which means 
that key person can be asked both about facts and about their opinions in one and 
the same interview (Fontana & Frey, 1994). 

One type of interview is ‘face-to-face’, which means that the interviewer talks to a 
respondents in person, in contrast to, for instance, a telephone interview. A group 
interview is when the researcher interviews a group of respondents at a time 
(Creswell, 1994) According to Creswell (1994) and Yin (1994) there are 
advantages and limitations of the different types of interviews, when used for 
collecting data. 

One limitation is that an interview provides information filtered through the eyes 
and memory of the respondent, maybe also affected by the presence of the 
researcher. Interviews may also be biased if they take place in a designated place 
and not in the natural field setting. In addition, they can suffer from poorly 
constructed questions which can confuse the respondent (Yin, 1994). 

3.4 Methodological Delimitation 

In the case study a choice was made only to investigate tourists that to some 
extent were customers of tourism companies that offered some sort of activities in 
the peripheral region. This is due to the fact that it is the attractions that primarily 
attract visitors to a region, thereby allowing opportunities to other types of 
tourism companies as well, and activities of different kinds are part of attractions 
(Goeldner & Ritchie 2003). This leaves as an example out the tourists that are 
only customers to tourism companies dealing with housing or catering.

In the pre-study only tourism enterprises situated in the northernmost county of 
Sweden, called Norrbotten, were included12. Only tourists to this type of 
enterprises that were residents in countries outside the Nordic countries were 
included in the case studies. 

12 A short description of Norrbotten can be found in Section 4.2. More information can be found 
on the website www.norrbotten.se/se/om_norrbotten/. 
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3.5 Analysis and Presentation of the Empirical Data 

3.5.1 The survey in the pre-study 

To analyse and present the data obtained in the survey in the pre-study descriptive 
statistical tools were used.

3.5.2 The case study 

The dominant modes of analyses used in case studies are (Yin 1994): 

Pattern-Matching. This approach means comparing an empirically based 
pattern with a predicted one. This approach is, according to Yin (1994), the 
most desirable strategy for case study analysis. 
Explanation-Building. In this approach, analyses of the case study data are 
performed by building an explanation about the case. It can be considered as a 
form of pattern-matching. 
Time-Series Analysis. According to Yin (1994), this is a strategy, which is 
useful when one wants to identify important events or activities occurring on 
different occasions or when certain trends are followed in the case over time. 
Program-Logic Models. This is a specific combination of pattern-matching 
and time-series analysis. The strategy can be useful for explanatory and 
exploratory studies. 

To analyse the data in the case study in this thesis aspects of both Time-Series 
Analysis and Pattern-Matching have been applied. A Pattern-Matching logic was 
used in order to find patterns in the tourists’ needs and expectations. A simple 
Time-Series Analysis based on the chronological order between the tourists’ 
expectations ‘before’, ‘during’ and ‘after’ their experience was also performed. 
The results of these analyses are presented as narratives and tables.

3.5.3 Detailed analysis of the case studies 

Analysis – open questions 

First all the answers to the each separate question were grouped together. This 
resulted in a long list of answers to each question. These lists were in turn 
separated into the two groups of British and Italian. 

After that each answer was broken into meaning bearing ‘parts’, which were 
regrouped based on extracted patterns and similarities. This resulted in a number 
of groups with similar content. Each meaning bearing ‘part’ could only be 
represented once for each respondent. Each group had to be homogeneous so that 
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a label could be found that represented the group in a logic way without important 
loss of information. At least two had to have similar meaning bearing ‘parts’, 
either two respondents from the same nationality or one from each. All meaning 
bearing ‘parts’ that could not be sorted into groups according to this procedure 
ended up in a group called ‘Other’. The answers to question 6 in the case ‘after’ 
resembled much to the answers to the closed question 7. The meaning bearing 
‘parts’ related to these answers were put in the category ‘Other’ in spite of some 
of them occurring more than once, see Appendix V. This was due both to the fact 
that it was hard to know if the respondents would have given the same answers if 
they would not have answered to the closed question in the ‘before’ case and to 
the fact that these answers were still very varying between them. 

Labels were set for each group and the number of included ‘parts’ was counted. 
The results were written down in tables, with the British and the Italian answers 
next to each other so that one could easily see what groups were represented in 
both nationalities and what parts were only given as answers by one of them. 
After that one or a few ‘parts’ that were representative for the group were chosen 
for each. The groups were in this way reduced down to a few representative words 
and the number of originally included words. 

The number of persons was re-calculated into percent (of responding persons 
from each nationality) and diagrams were made to facilitate the reading of each 
question.

Analysis – closed questions 

For each closed question the number of indicated answers were counted 
(separated in British and Italian, as before) and turned into percent (of the 
nationality). Diagrams were made. 

3.6 Validity and Reliability 

Four tests are commonly used to establish the quality of empirical social science 
research. These are: construct validity, internal validity, external validity, and 
reliability. How these issues are treated decides the quality and credibility of the 
study; see Yin (1994). 

3.6.1 Validity 

Construct Validity 

Dane (1990) argues that construct validity involves determining the extent to 
which a measure represents the concepts that it should represent and does not 
represent the concepts that it should not represent. Moreover, construct validity 



38

deals with establishing correct operational measurements for the concept being 
studied, see Yin (1994).

It is important for the researcher with a case study approach to describe the 
studied phenomena as correctly as possible. That implies that the researcher’s 
comprehension and interpretation of the studied phenomena should be in 
accordance with the real phenomenon. According to Merriam (1988), construct 
validity is increased by the use of multiple sources of information such as 
questionnaires, interviews, literature reviews and observations used in a 
complementary way, together making up a so called triangular approach. The 
author has tried to follow these advices as much as possible.  

Internal Validity 

Internal validity deals with establishing causal relations between factors, see Yin 
(1994). Herzog (1996) states that internal validity refers to the validity of 
inferences about cause based on research findings. Internal validity is only a 
concern for explanatory case studies, where causal relationships between variables 
are studied. In exploratory and descriptive studies, where the causal relationships 
are not considered, the internal validity is not applicable (Yin, 1994). 

During all work with the thesis, the project design, as well as design of 
questionnaires and the case study and the thesis itself was discussed with 
colleagues of the author, who also commented on different occasions on the work 
and the research design in order to increase construct validity.  

Moreover, as an incentive to construct validity in the study, the questionnaires and 
other ways to gather data were reviewed in different ways in order to improve the 
structure and the questions that were going to be asked, and correct possibilities of 
misinterpretation and other flaws. Besides internal reviews within the research 
group and with colleagues at the university external reviews were utilized in 
several cases. 

Moreover, during the completion of the projects different forms of reference 
groups were formed, which continuously made comments and helped the author 
to improve the design of the study. Furthermore, pattern matching was used in the 
analysis of data in order to try to increase the internal validity, see Yin (1994). 

External Validity 

External validity refers to the validity of inferences about the generality of the 
research findings, according to Herzog (1996). The external validity for case 
studies deals with analytical generalisations. This means that some of the results 
of the case study are generalised to some broader theory (Yin, 1994). 

The use of theory, in doing case studies, is not only of great aid in defining the 
appropriate research design and data collection, but also becomes the main vehicle 
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for generalizing the results (Yin 1994). Statistical generalization is the most 
common when doing surveys, and an integral (but not the only) part of 
generalizing from experiments (Yin 1994). Yin (1994) further says that one 
should try to aim towards analytic generalization in doing case studies, and avoid 
thinking in such confusing terms as ‘samples of cases’ or ‘small sample size of 
cases’, as if a single case study would be like a single respondent in a survey or a 
single subject in an experiment. Yin also says that statistical generalization is the 
less relevant one for doing case studies. 

3.6.2 Reliability 

Bell (1993) states that the reliability of an investigation is satisfying if another 
researcher can conduct the same research and draw the same conclusions. Or in 
other words, if the data collection procedures can be repeated with the same 
result, see Yin (1994). It might be valuable to compare reliability with precision. 

One precondition for high reliability is that the data collection procedures are 
described carefully. Therefore, the case studies and the methods used in these 
studies were described carefully in Chapters 4 and 6. 

The author has also tried to write the thesis in such a way that transparency and 
inter-subjectivity are achieved. For instance, the multiple-case study and the 
interviews performed within the study are described as thorough as possible. 

The description over how the data material was gathered and analysed also 
ensures the reliability in the study. Finally, most of the empirical material, i.e. 
transcribed interviews and comments and answers from the questionnaires, were 
compiled in different ways. All interviews were also taped. All material is 
documented in Kvist (2004). 

When conducting research there is always a risk that the researcher influences the 
respondents in some way or another but when studying tourists, who are on 
holiday - often for the purpose of relaxation and recovery – it can be even more 
difficult to conduct the study without severely ruining their experience and 
thereby also spoiling the study. Therefore the intension is to study them at 
different stages in time, so that each interruption will be felt as little disturbing as 
possible. Especially the middle-interview to be conducted when the respondents 
are at their holiday in Norrbotten is meant to be as short as possible.
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Chapter 4 The Research 
Process and 
Studied Peripheral 
Area

This chapter describes the research process illustrated in this thesis. 
Furthermore, a description of the peripheral area in which the empirical material 
has been gathered is given as well as a description the Research Station of 
Eastern Norrbotten (‘Forskarstation Östra Norrbotten’) within which frame the 
work has been performed. 

4.1 The Research Process 

4.1.1 The different steps 

The research process discussed in this thesis consists of two parts. First a pre-
study in the form of an investigation was performed in order to study the tourism 
companies in Eastern Norrbotten, and their views of their situation, their threats 
and possibilities and how they looked at some quality related issues. That was 
performed using a survey based on questionnaires. 

The results from the survey were presented to companies, who had participated in 
the survey and possible research questions were discussed. Based on that 
discussion the final formulation of the research questions was done.  

Considering the importance of understanding the customers’ needs and 
expectations, the main study consisting of the multiple-case study was then 
performed in Norrbotten; see Figure 4.1. The author believes that parts of 
Norrbotten, and in particular Eastern Norrbotten correspond to many of the 
features mentioned as characteristic for peripheral areas in Section 1.1. 

The author has chosen to conduct the study through three stages. The idea was 
from the beginning to start with a telephone interview before the actual visit. This 
interview was meant to cover the expectations set before the visit. This three-part 
strategy could influence the respondent into becoming more aware of the own 
needs during the visit than what would have been the case otherwise. On the other 
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hand that did not have to be a bad thing. The problem with this idea was that 
many tourists were hard to get in contact with before their visit in the region.  

Figure 4.1  The figure illustrates the research process discussed in this thesis. First a 
pre-study was performed, using a questionnaire, to investigate how 
tourism companies in Eastern Norrbotten looked at their situation. Based 
on that the final research questions were formulated and the answers 
were obtained through a multiple case-study in which inbound tourists 
were studied ‘before’,’ during’, and ‘after’ their experience.  

The second step was a face-to-face interview during the tourist stay in the 
investigation-area. The primer purpose of that was to be able to ask questions 
while the impression was still fresh and available. It could also be helpful to 
observe the respondents at place in the area. The idea was to conduct group-
interviews with the group that travelled together, for example, families or couples. 
The reason for this is that people travelling together can have a large impact on 
each others travelling experiences. Also decisions made about vacations are often 
made of the group together, not only by one individual. If one or several 
individuals dominate the group interview, there is also a great chance that they 
had a great impact on the decisions about the holiday and also a great impact on 
the experienced holiday of the others. Decisions regarding the holiday are often a 
compromise between the people travelling together. (Swarbrooke & Horner, 
2001)

The third step was also supposed to be a telephone interview, conducted when the 
group had returned home again. That interview was thought to cover what needs 
and fulfilled expectations were the most central to the tourism experience as a 
whole and what aspects are crucial for a tourism region. In this third stage of the 
study the tourists also received the question if something during the trip surprised 
her/him in a positive way. The idea was to try and find excitement needs. 
Likewise they were asked if something surprised them in a negative way, thereby 
being able to catch basic needs as well. See Figure 2.2. 

However, several problems arose with this approach. The tourism companies 
involved were sceptical to expose their customers to several interviews faring that 
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they would be time-consuming and also it turned out to be difficult or impossible 
to interview many of the respondents without interpreter.

Since both the parts one and three turned out to be difficult or inappropriate to 
perform through telephone interviews, the decision was taken to construct 
questionnaires that would cover the same topics that would have been covered in 
the telephone interviews. It was important that the interview at the destination 
would still be a follow-up from the first part, and the third part a follow-up on the 
two previous. 

4.1.2 Construction of questionnaires and interview guide in 
the multiple-case study 

When constructing the two questionnaires and the interview guide used in the 
cases a few considerations were made. The first questionnaire, the one to be used 
in the ‘before’ case, had to fit in on one page, both due to not wanting to scare 
respondents and eventual guides or tourism companies that might have to hand it 
out to their customers, and also due to the fact that it would sometimes be filled in 
under difficult circumstances for responding, for example during buss transport. 
Therefore, the number of included questions had to be limited. Similar 
considerations had to be taken regarding the interview guide. The interviews had 
to be relatively short due to limited access of time with the tourists. Many tourists 
had busy schedules with a lot of activities and wanted to make the most out of 
their – often short – holiday and the tourism companies did not want their 
customers to be disturbed by the interviews. The interviews were agreed to take 
between 20 and 30 minutes depending on the number of respondents and also to 
some extent of how talkative they were. The last questionnaire was a little bit 
longer since it was sent to the respondents and could be compiled in their home. 
But still it had to be short enough not to discourage the respondents from 
answering. Since stamps could not be bought for their answer, they were instead 
promised and given one small gift from Norrbotten for every returned answer. 

Questions that possibly could affect the answers of other questions were put later 
in the first questionnaire, see Appendix II. Most of the questions were later 
followed up either in the case ‘during’ or ‘after’ the experience. All questions 
could not be asked at all cases, due to limited space and time.  

The questions in the interview guide (see Appendix III) were following virtually 
the same order as in the first questionnaire. Some questions were following up 
questions from the earlier questionnaire, which were answered individually, but 
also a few new questions were posed. To some new ‘open’ questions in the end, 
all respondents were encouraged to answer, to make sure that not just one or a few 
respondents would answer for everybody. The first question during the interview 
was a general question about their trip in order to start the interview in a relaxing 
way.
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The ‘after’ questionnaire followed the same pattern regarding the questions, as in 
the previous cases, although a few new things were added, see Appendix IV.

One of the questions in the questionnaires ‘before’ and ‘after’ was a ‘closed’ 
question based on a number of service quality dimensions. The ten dimensions of 
service quality from the original SERVQUAL method were chosen. One strong 
reason for choosing the ten dimensions and not a later version based on less 
dimensions, was the fact that here ‘Communication’ was a dimension on its own 
and not put together with other factors. This was regarded as being of potential 
importance in the case of a study in tourism, and especially in a cross-cultural 
context. Also other factors like courtesy and security could potentially be 
important in the tourism context and therefore the original ten dimensions were 
chosen.

4.1.3 Some methodological difficulties 

The case study faced a few problems related to the distinctive features of the 
tourism sector and related issues. The major problem was to reach the tourists in 
time to be able to conduct the first interview before they left home. Many of the 
local tourism enterprises that were willing to let their customers take part in the 
study were depending on other enterprises, often foreign, to provide them with 
tourists. Often this supply chain of customers, between the (often very small) 
activity enterprise and the tourist, can be very long and consist of several 
companies that (mostly) add some service to the offer. When trying to reach the 
tourists this chain is hard to get through in time before the departure to the 
destination. Many of the agents are also more negative to the idea of handing out 
the names and phone numbers of their clients than the activity enterprises are. 
This means that this type of study takes a great deal of time to plan to be able to 
reach through to the tourists. In peripheral regions the number of tourists visiting 
can also be limited, that makes fewer opportunities to interview inbound 
customers. Also the activities offered in peripheral regions are often somehow 
connected to natural resources and environment and are therefore probably to 
some extent sensitive for the capriciousness of nature, for example, the weather. 
If, for instance, the snow disappears in the north of Sweden in the beginning of 
March it can be devastating for the tourism enterprises. 

4.2 The County Norrbotten  

Norrbotten is Sweden’s northernmost county with about 98,911 km2 area and a 
population of about 243,000 people (July 2003). That means that Norrbotten has 
about 3% of Sweden’s population and 25% of the area13.

13 Most of the information in this Section is from ‘Perspectives on Norrbotten’ published by the 
County Administrative Board of Norrbotten (see www.norrbotten.se/se/om_norrbotten). 
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Norrbotten is a rich county in many ways. It is rich in natural resources and an 
environmentally, friendly county. No other Swedish county has such large areas 
of pristine wilderness. There are, for instance, three unexploited, major national 
rivers, namely the Pite River, the Kalix River and the Torne River - as well as the 
Råne River, which also has been spared from hydropower development.  

Figure 4.2 Norrbotten is the northernmost county in Sweden with about 98,911 km2

area and a population of about 243,000 people (July 2003). That means 
that Norrbotten has about 3% of Sweden’s population and 25% of the 
area in Sweden. (From Perspectives on Norrbotten at the website 
www.norrbotten.se/se/om_norrbotten) 

Norrbotten has Sweden’s highest mountains, Sweden’s deepest lake Hornavan, 
the most extensive forest areas and fabulous archipelagos. Norrbotten also offers 
innumerable possibilities and ideal locations for outdoor leisure, recreation and 
tourism. Norrbotten is also home to several different cultures: those of 
Tornedalen, the interior, the ore-fields, and the coastal region. Three different 
languages are spoken – Swedish, Finnish and Sami. The Sami are an aboriginal 
people. According to researchers, reindeer herding and Sami culture are about 
2000 years old. 

For most Swedes names like Jokkmokk, Pajala, Nikkaluokta and Kebnekaise are 
well known but nonetheless exotic and mystical sounding places. Many places’ 
names in Norrbotten have Sami or Finnish origin. 

Pite Havsbad, which is seaside resort and Icehotel in Jukkasjärvi near Kiruna are 
two of Norrbotten’s most famous tourist attractions. Visitors from far travel north 
to experience the arctic night and witness the shimmering beauty of Northern 
Lights. Icehotel in Jukkasjärvi attracts visitors from all over the world. Everything 
there is made of snow and ice – the entire hotel as well as the chapel and the 
theatre. Even the darkness and cold of winter have become tourist attractions. 
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During the first weekend in February, the Sami Norrbotten residents and many 
tourists, as many as 50,000 people gather in Jokkmokk for the annual winter faire, 
an old tradition which celebrates 400 years in 2005. 

Tornedalen Finnish is the mother tongue of many people, who have grown up 
along the Finnish boarder. Tornedalen is distinctly influenced, culturally and 
linguistically by both Sweden and Finland. The same place names occur on both 
sides of the border, fro example Pello, Kolari and Kukkola. 

Eastern Norrbotten (‘Östra Norrbotten’) is a region in the north of Sweden, close 
to the Finnish border, consisting of the four municipalities Haparanda, Kalix, 
Överkalix and Övertorneå. 

4.3 The Research Station Eastern Norrbotten 

Eastern Norrbotten

The four local communities, Kalix, Haparanda, Överkalix and Övertorneå, 
situated in the northeast part of Sweden, constitute Eastern Norrbotten. The region 
is part of Norrbotten, the northernmost county of Sweden, and has a little more 
than 37,000 inhabitants14. The location of the region is depicted in Figure 4.3. 

A specific association for cooperation on issues related to higher education was in 
1998/1999 established between the four local communities in Eastern Norrbotten. 
The association is called Eastern Norrbotten Federation for Continued Education 
(‘Högskoleförbundet Östra Norrbotten’) and the main mission is research and 
education within concrete development issues in the municipalities.  

The main reason behind this association was that the four communities 
themselves realized that they were too small to be recognized as an interesting 
partner and a potential location for higher education courses given by universities 
in Northern Sweden. By joining forces, the four local communities together could 
represent a more interesting market for academic courses. Also by utilizing 
distance-spanning technologies, the region could attract a broader variety of both 
courses and academic programs. The mission of the association was however 
already from the start also to initiate academic research based on the specific 
needs of the region.

14 The information in this section is mainly obtained from on the website of Eastern Norrbotten 
Federation for Continued Education (“Högskoleförbundet Östra Norrbotten’) www.hfon.org. 
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Figure 4.3. The region Eastern Norrbotten (‘Östra Norrbotten’) close to the Finnish 
boarder consists of the four local communities Kalix, Haparanda, 
Överkalix and Övertorneå. (From www.hfon.org) 

The vision for Eastern Norrbotten is to be made an even more attractive region to 
live in. What is required are skills and know-how, viable companies, qualified 
education and dynamic sustainable development based on the will of the 
population to form its life conditions. 

The Research Station Eastern Norrbotten 

Inspired by a similar previous development project in mid-Sweden (Research 
Station Bergslagen; see von Otter, 2001), the four local communities, through the 
Federation, in the autumn 1999 decided to develop a project that later became the 
Research Station Eastern Norrbotten. Cooperation was established with Luleå 
University of Technology, but also with the Swedish University for Agricultural 
Sciences in Umeå and Lund, The National Institute for Working Life in 
Östersund, and the Swedish Business Development Agency (NUTEK). 

The Research Station has got financial support from EU Objective 1 funds and 
from Norrbotten County Administrative Board. Furthermore, the Federation 
Eastern Norrbotten, Luleå University of Technology and the Swedish University 
of Agricultural Sciences in Umeå have contributed with money.  

The Research Station Eastern Norrbotten (‘Forskarskolan Östra Norrbotten’) can 
be considered as a virtual organization for research and research education and 
was established in January 2002. It includes the two universities, regional 
businesses, organizations and local and regional government bodies in the 
northeast part of Sweden. The long-term goal of the project is to contribute to 
dynamic regional development. The aim of the Research Station is to pursue 
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research in fields significant to the economic, social and cultural development of 
Eastern Norrbotten. The Research Station has a particular aim to create 
international contacts which can promote continued positive development.  

This kind of cooperation between industry, universities and government 
organizations is in recent literature (for instance Etzkowitz & Leydesdorff 1997, 
2000) called Triple Helix cooperation. Triple Helix-constellations have been 
identified as important success factors behind phenomena such as Silicon Valley 
and Route 128 (Saxenian 1985, 1994), but have also been found to play an 
important role for creating regional competitiveness in Sweden, for instance 
TeleCom City in Karlskrona-Ronneby, see Ylinenpää & Lundgren 1998). 

A steering committee representing this Triple Helix constellation has therefore 
been established, and regularly meets to discuss and decide on matters related to 
the research station. The management function of the research station consists of a 
coordinator or education manager and an assistant employed by the community 
association. A specific evaluation committee with extensive experience from the 
field has also been appointed.

Companies, organizations and local government bodies in the region identified six 
prioritized areas in which the region specifically required new academic 
knowledge for its future development, namely 

Food industry: industrial marketing, cultivation of blueberries, fish farming 
Tourism: quality development, business development and networking, public 
policy
Information technology and electronics: democracy in the digital community, 
embedded systems in development and production 
Wood industry: wood design, value chain processing 
Border-spanning regional issues: border-spanning physical planning, 
integrated communication systems, public law 
Regions in Europe: Social economy, rural development. 

The Research Station Eastern Norrbotten is unique in that 

the initiative has come from the municipal alliance, i.e. the four collaborating 
municipalities
the proposed research fields have been identified by the municipalities 
themselves  
collaboration has been intensified between the business community in the 
municipalities, the public sector and Luleå University of Technology
the project entails interdisciplinary research in the municipalities in fields 
important to their economic, social and cultural development  

The number of arenas for contact and interaction between academic knowledge 
and the region have increased through seminars, advisory groups, or public 
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lectures during Ph.D. courses given in the region. Meeting forums are both 
conventional, physical meetings as well as virtual interaction facilitated by 
modern ICT. The research station has set up a website (www.hfon.org) which is 
used for making scientific and popular reports available to the region.

The contributions of the postgraduate students at the School of Research through 
their research in the priority fields jointly defined by the municipalities is aimed to 

strengthen the competitive advantages of the region  
improve access to research results  
add new forms of knowledge transfer  
define new needs and development areas  
help establish and develop new research environments  
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Chapter 5 The Pre-study 

This chapter deals with the pre-study and contains the results from, the analysis of 
and a discussion about a survey that was performed among tourism companies in 
Eastern Norrbotten (‘Östra Norrbotten’). 

5.1 Background 

Tourism industry can be of great importance for the development and future of a 
region. For remote or peripheral regions, often deserted by other industries, 
tourism can have the key to success in beautiful sceneries, solitary landscapes or 
other types of attractions. Therefore, a start of the research process for the tourism 
area within the Research Station Eastern Norrbotten (‘Forskarstation Östra 
Norrbotten’) was to study how the tourism companies in the area looked at their 
situation, their threats and possibilities. For that reason a survey was performed. A 
number of questions related to quality issues were included as well as questions 
related to networks and also other issues.

Considering the importance of knowing the customers’ needs and expectations, 
the starting point of this project was to investigate if quality is being measured in 
tourism enterprises in peripheral regions. The survey15 was conducted in Eastern 
Norrbotten.

Designing and performing the survey 

The survey within the pre-study was first sent to tourism enterprises in the 
municipalities Haparanda, Kalix, Överkalix and Övertorneå, situated in Eastern 
Norrbotten. These enterprises received the questionnaire in March 2002. 

Since one of the purposes with conducting the survey (considers the part that was 
done in March 2002) was to collect some background information about the 
tourism industry in the region the researchers (apart from the author also the 
colleague Ossi Pessämaa, studying networks in tourism) chose to include all 
tourism enterprises that could be found in the region, instead of just a sample. To 
find the enterprises the municipalities (Haparanda, Kalix, Överkalix and 

15 More about the study of Kvist & Pesämaa can be found on 
http://www.hfon.org/fon/forskarskolan_studerar.htm (In Swedish) 
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Övertorneå) homepages on the Internet, and their listed tourism companies, were 
used.

Before conducting the survey it was made sure that the key-words were clearly 
defined and that the questionnaire was easy to understand and answer. The 
questions were written in a way not to influence the respondents. The respondents 
were also encouraged through the cover letter to contact the researchers if any 
hesitation about how to fill in the answers would occur, so that they would ask if 
they did not understand the questions. 

The survey was sent to 103 enterprises of which 64 answered. This means a 
response rate of 62%. Among those who did not answer 11 did not consider 
themselves as tourism companies or had ceased with tourism services, 6 
enterprises had other reasons for not being part of the study and 22 of the non-
respondents could not be reached for further investigation. 

5.2 Some Results 

Here we only discuss a few of the questions in the survey, which were related to 
the quality area. For the complete results, see Kvist & Pesämaa (2002). 

The study showed that many of the companies perceive themselves as being very 
positively valued by their customers. As much as 50% of the respondents give 
themselves the highest rating, ‘very positive’, on a five-graded scale, and 38% 
chose the next best rating. Only 8% of the respondents stated that they did not 
know whether the customers were pleased or not. See Figure 5.1. 

0

10

20

30

40

50

60

Don't

know

       1      

Very

negative

 2  3 4        5      

Very

positive

%

Figure 5.1  The tourism enterprises’ perception of how pleased their customers are on a 
scale from 1 (Very negative) to 5 (Very positive). The question was: ‘How do 
you believe that your company is perceived by your customers?’ 



53

The survey also included a question whether the enterprises had done any 
investigation about the customers’ needs and expectations. It showed that as much 
as 66% of the enterprises had not done any kind of research considering the needs 
and expectations of the customers. Of the remaining 34%, no one performed any 
systematic investigation. Most of them had occasionally asked questions to a few 
customers. See Figure 5.2. 
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Figure 5.2  Answer to the question whether the tourism enterprises had conducted any 
investigation about the customers’ satisfaction with the company. The 
question was: ‘Has your company performed any study about how the 
customers perceive your company?’ 

The customer market that the tourism enterprises in Eastern Norrbotten (‘Östra 
Norrbotten’) see as the most promising geographically is, according to the survey, 
the European market outside of the Nordic countries. This market constituted at 
the time for the survey about 10% of their customers, but to the question of what 
group they saw as the largest growth potential 16% answered Europeans from 
outside of the Nordic countries, and that was twice as much as any other 
geographical group. 

5.3 Analysis and Discussion 

As already said, it is important to be aware of the customers’ needs and 
expectations so that goods and service can be designed to fulfil and hopefully 
exceed these.  

One can suspect that this can be of even greater importance if the customers are 
from another country, than the company is situated in, with another culture and 
different sets of values. After conducting this first study in the frame of the 
project, new questions were formed based partly on the results. It is interesting 
that so many enterprises, in a sector where a great deal of the product constitutes 
of services and where to a large extent the customers perception of the service 
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seems to be based on the personal treatment, don’t systematically conduct 
customer investigations. Here could be a great opportunity to develop the services 
to better fit the expectations and needs of the customers and thereby developing 
quality. In this context it seems important to continue the project through studying 
what needs and expectations are characteristic for the inbound tourism customers 
of the peripheral region and how customer satisfaction can be measured in the 
tourism sector. The next step in the project was to create a study that would suit 
for those purposes. 
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Chapter 6  Case Descriptions 
This chapter describes shortly some data related to the three cases. However, 
most of the chapter is devoted to a fairly detailed description of the interviews 
made in the second case study ‘during’ the experience. 

6.1 The Three Cases – An Overview 

Here some data related to the three cases is shortly described. However, most of 
the chapter (see Section 6.2) is devoted to a fairly detailed description, mainly of 
the interviews made in the second case study ‘during the experience’. This is done 
to give a picture of what happened, in order to better understand the results and 
the environment. 

The chosen method for the ‘before’ case involved sending questionnaires to 
tourists prior to their visit to the region or handing them out with the help of 
guides or hotel staff, to get them answered before the tourists have had time to 
experience any activities at their destination. This part aimed at finding out the 
tourists’ needs and expectations before the arrival. As a result the respondents 
might become more conscious of their own needs during their stay than they 
would otherwise have been, but this is not necessarily disadvantageous to the 
study. The questionnaire can be found in Appendix II. 

In the ‘during’ case group interviews were made with each party of tourists that 
took part in the inquiry. This interview was conducted with the aid of an interview 
template with questions (connecting to a series of dimensions recurring in the 
various different parts of the study) following up the needs and expectations that 
were expressed individually in the ‘before’ case. The interview was made with the 
party of tourists (who could be a family, a couple, or any other party travelling 
together), but the questions address the tourists individually. Part of the intention 
is also to record the tourists’ individual experiences in the locality. The questions 
used in the interviews can be found in Appendix III. 

In the ‘after’ case, when the tourists had returned home again from the vacation, a 
questionnaire was to be answered. At this stage they had experienced the entire 
visit and gained a perspective on their stay at their destination. The purpose of the 
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third step was to find out if their needs and expectations had been fulfilled. The 
questionnaire can be found in Appendix IV. 

The study encountered some difficulties when attempting to find tourists suitable 
for participation in the case study. A method that turned out be fruitful in 
Haparanda was to cooperate with a local hotel that kept tourists under their 
umbrella who were otherwise taking part in different activities at the destination. 
The hotel helped me to contact the travel agency and hence also the tourists. The 
tourists who took part in this inquiry had come from Italy and were spending a 
short holiday (about four days) in Haparanda and its environs, in some cases in 
combination with other destinations in Sweden.  

Table 6.1  The number of respondents that participated at the different case studies 
separated by nationality. 

‘Before’ case ‘During’ case ‘After’ case 

British 20 14 12 

Italian 33 26 27 

The tourists that participated in the study came from Italy or United Kingdom and 
went on vacation to one or two destinations in Northern Sweden. Those who came 
from Italy were at a short vacation (about four days) either just in Haparanda or at 
a combined trip, which could be either Stockholm & Haparanda or Haparanda & 
Jokkmokk. 

All of the Italians went on an organised vacation that was planned and booked 
through a travel agency in Italy. They flew to Stockholm and then to Luleå before 
going by bus to Haparanda and some of them eventually to Jokkmokk. 

The tourists that went to Haparanda stayed at Haparanda Stadshotell and went on 
planned tours including activities and different types of experiences on both the 
Swedish and Finnish side of the boarder. These could for example include visit to 
the museum Arcticum, to Rovaniemi, mini-cruise with Sampo (ice breaker), 
snowmobile excursion, Husky safari, reindeer’s sledge, visit to Saami tents, snow 
shoe walking and visit to Santa Claus village. Those who went on the trip that 
included two days in Jokkmokk, staying at Hotel Jokkmokk, arrived to Jokkmokk 
during the famous Jokkmokks winter market which starts on the first Thursday in 
February each year, so that trip included a visit at the market as one of the main 
activities. They also had the possibility to visit Aijte museum in Jokkmokk, which 
among others has exhibitions of Saami history and culture. 

The British tourists went to the Icehotel in Jukkasjärvi, not far from Kiruna. They 
came to the destination through flying to Stockholm and then to Kiruna from 
where they could either be brought by bus or by more exotic means of transport 
like dog’s sledge. Most of the British tourists that are part of the study planned 
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and booked their holiday by themselves, but at least one of the travelling parties 
had used the services of a travel agency for that matter. 

All of the British respondents slept at least one night in the Icehotel, which in 
itself could be regarded as an activity. But all of them also took part in at least one 
other activity at the destination. That activity could be for example Northern light 
safari on snowmobiles, Husky safari, visit to Saami camp with reindeer sled ride 
or ice sculpting. They also had the possibility to visit the Ice globe theatre and 
watch Shakespeare being performed in Saami language. Most of the travelling 
parties chose to spend just one night in the ice part of the hotel and the rest of the 
nights in various cabins, some of them having windows in the roof for the 
possibility to see the Northern lights. The length of the stay varied, but most of 
them stayed around three or four days, a few up to a week. At least one of the 
parties combined their visit to Icehotel with a visit to Stockholm of about a week. 
Some other mentioned staying in Stockholm over day on their way up. However 
the Icehotel seem to have been the main attraction. 

6.2 The Three Cases – More Detailed Description 

Due to the need to adapt to the availability of tourists corresponding to the criteria 
of selection, it was only possible to study tourists from Italy in Haparanda and 
Jokkmokk. For the Italians, the questionnaires were translated into Italian and the 
interviews were in most cases conducted with the aid of an interpreter. During 
both the interview sessions in Haparanda and those that were later on performed 
at Jokkmokk and Jukkasjärvi, I chose not to make the interviews alone, but was 
aided by an assistant whose main tasks were, to take notes and to help out by 
making observations during the interview sessions. She also typed out the 
interviews at Jukkasjärvi that were conducted in English. After each interview 
session we (myself, my assistant and sometimes also the interpreter) summarised 
our impressions in a joint description by recapitulating what had taken place. This 
recapitulation is the basis of the description that you are now reading. 

Haparanda

The interviews in Haparanda were carried out on four separate occasions. On each 
occasion three group interviews were made. The lengths of the interviews varied 
due to both the number of interviewees and how much they wanted to talk. All the 
interviewees in Haparanda were Italians, who did not speak English well enough 
to be able to express themselves without problems. In fact, most of them spoke 
hardly any English at all. All the interviews in Haparanda were conducted at 
Haparanda Stadshotell, where the respondents were staying during their visit. For 
the first interview session we were ushered into the hotel’s dining room, where we 
sat around an ordinary restaurant table. For the remaining three sessions we had 
access to a small and more secluded conference room on the first floor. With 
permission of the respondents all interviews were recorded and then translated 
and typed out in their entirety. As a token of gratitude for their taking part in the 
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survey and giving us some of their spare time, we gave each of the three parties of 
tourists who were interviewed in December a CD with classical music recorded in 
North Bothnia.

All the other respondents, who were interviewed later on, in Haparanda, 
Jokkmokk and Jukkasjärvi, were instead given a calendar with pictures from 
North Bothnia for each household. 

At the request of the respondents, the hotel management and the guides, all 
interviews in Haparanda were conducted in the evenings, most often just before 
their dinner but sometimes after16. All interviews in Haparanda were performed 
between 6.30 and 11.30 p.m. Usually, we arrived round six o’clock in order to 
prepare the interviews. We put glasses and a water carafe on the table, placed the 
chairs more informally, and arranged the tape-recorder and note pads so that they 
would disturb the respondents as little as possible. 

The ‘before’ case was somewhat difficult to carry out, because the Italian 
respondents did not understand the questionnaire in English, so they needed help 
from the guide. They answered in Italian, and when the hotel staff in Haparanda 
received the questionnaires, they translated them with the aid of their evening 
course in Italian and faxed the answers to me in Luleå, so that I would be able to 
use the answers in the questions that I wrote for the interviews. 

Since we were not aware of this situation in sufficiently good time to be able to 
find an entirely external interpreter for the first interview session (on 16 
December 2003), we had to engage the group’s interpreter (a Swedish-born 
woman working in Italy), who was hired by the Italian tour operator. This may 
have affected the interviewees in some way. What was most noticeable to us when 
conducting the interviews was that she hurried up both us and those who 
answered and did not allow them to talk for as long as they would otherwise have 
done. On this occasion the person who handed out the questionnaires before the 
visit (the ‘before’ case) had also misunderstood the procedure, so that only one 
person per party had filled in the questionnaire. Despite our attempts to ask 
complementary questions, the guide/interpreter allowed the person who had filled 
in the’ before’ questionnaire to take up most of the time when answering the 
interview questions. 

In one case this did not matter, since the ‘party’ consisted of one man travelling 
alone. In the other two cases it mattered rather more. In one of them it was the 
man of a couple who had answered the questionnaire ‘before’ by himself and he 
was then allowed to dominate the interview. In the other case it was a woman 
travelling with her husband and a child, who had answered the ‘before’ 
questionnaire and was allowed to conduct the lion’s share of the interview alone. 
Her husband was not present from the beginning but turned up after two thirds of 

16 In accordance with Mediterranean culture they had dinner fairly late compared with Swedish 
dining habits. 
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the interview only to remain silent most of the time. Since the guide/interpreter 
was a representative of the Italian travel agency, this may have hampered the 
respondents and prevented them from talking freely about negative aspects of the 
tour. However, we informed the respondents (via the guide/interpreter) that they 
were taking part in a scientific study and that it was very important for us to 
receive their views on all the different aspects that they could bring up, including 
negative ones. Another negative aspect of this interview was that the 
guide/interpreter translated very little of what they said back to us, which made it 
difficult to ask follow-up questions. 

For the following three interview sessions in Haparanda, January 3, 5 and 6, 2004, 
we had learned from the difficulties during the first one. We asked an Italian 
student at Luleå University of Technology to translate the ‘before’ questionnaire 
into Italian, so that the respondents would be able to answer themselves. We also 
hired an independent interpreter, who was Italian-born but had lived in Luleå for 
several years, to accompany us to Haparanda and to interpret during the 
interviews. Since the respondents answered the ‘before’ questionnaire only shortly 
before the visit to Haparanda, we got the answers very late. Most of them filled in 
the questionnaire on the bus on our way to the destination; in a few cases they 
filled it in directly on arriving in Haparanda, and in one case (due to late arrival) 
during breakfast the next day. All respondents answered the ‘before’ question-
naire before taking part in any activities at the destination. Because we got the 
answers so late, we decided to ask the hotel staff to fax the answers of the ‘before’ 
questionnaire to us (usually on the same day as the interviews were to take place). 
At night in the car heading for the interview sessions in Haparanda, the interpreter 
translated the answers together with the assistant in the light of the car’s interior 
lighting and electric torches. 

The atmosphere during the three interview sessions in the beginning of January 
was calmer and more relaxed than during the one in December. This was chiefly 
due to the fact that we were not dependent on the travel agency’s guides but could 
allow the respondents to talk at a pace that suited them. Another reason may have 
been that the atmosphere was quieter in the conference room that we were 
allowed to use. But for the interview session on January 3 we had to wait for 
rather a long time in the reception before we could start to interview the first 
group (a young couple). The guide, that is, the tour operator’s guide, had us wait 
in the reception for about half an hour while she was reading the results of some 
competition that the tourists had taken part in earlier on. When we had begun to 
interview the first group, their guide came in several times to announce that the 
others who were to be interviewed were waiting outside. Somewhat later another 
guide, this time a man, came in and delivered the same message, but in a more 
unpleasant manner, and in Italian. The interviewees did not seem to mind, but as 
interviewers we felt ill at ease. The woman of the couple that was interviewed was 
somewhat more dominant and talked more than the man. 

During the next interview, the interpreter stopped translating everything they said 
word for word. Instead he only translated the questions to the interviewees and 
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enough of their answers to enable me to get the drift of them. This was done in 
order to save time. The interview with the first couple had taken longer than it 
should, and the next group was a family of four persons, which would require 
more time. Besides, an elderly couple sat waiting outside. The family to be 
interviewed consisted of a middle-aged couple and their two sons, the elder in his 
late teens and the younger about ten years old. The younger son seemed most 
often to agree with his mother when she answered, while the elder son considered 
the questions carefully and seemed to be fairly independent. 

The elderly couple, who were the last to be interviewed on January 3, asked many 
questions about the inquiry and showed a great deal of interest. The man was 
somewhat more dominant than the woman, but she, too, talked and asked quite a 
few questions. All the three interviewed parties of tourists were polite, calm and 
friendly.

The first interviewees on January 5 were an elderly couple. Just as on the previous 
occasion we had to wait, but this time only for about 15 minutes. But it soon 
turned out that everybody who was to be interviewed that day had been given the 
wrong information. Just as on December 16 they had been asked to answer one 
questionnaire per party of tourists instead of one per person. This meant that the 
man of the couple had answered the questionnaire in part 1 alone and intended to 
answer the interview as well without his wife. She was resting in their hotel room. 
The elderly man was very loquacious and asked both our interpreter and us about 
Norrbotten and what it was like to live up here. 

The next party consisted of a young man who was travelling alone. In this case it 
did not matter that the guide had given erroneous instructions about the number of 
questionnaires to be filled in. We had to search for him, but his interview went 
fairly quickly in comparison with the other interviews with Italians. 

The last interview that evening was with a young couple, who said at first that 
they had filled in the questionnaire together, but it turned out that they had 
‘marked’ her answers to the questions. She also dominated the interview 
completely; she sometimes looked at the man and allowed him to say something, 
but then she went on telling us about her views. It became clear that he had a 
different opinion about the answers the ‘before’ questionnaire, above all as 
regarding question 5 about the dimensions (see Appendix II). 

On January 6 everybody had understood that they were supposed to fill in a 
questionnaire each. This was the last interview session in Haparanda. This time 
the guide was very accommodating and nice. The first interviewed couple 
consisted of two women who were travelling together. One of them, who was 
slightly older than the other, was very enthusiastic, and her eyes shone with joy as 
she told us about her visit. Both women talked a great deal, but the older a little 
more. On the other hand, neither of them seemed to dominate the other one. The 
younger woman said that she would have to ‘digest’ her experiences before she 
would be able to sum up what she had taken part in. 
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The second couple of the evening was some young and likable people. They 
answered the questions they got and neither of them dominated. 

The third couple was in their early middle age. The woman seemed to be 
somewhat timid and nervous. She had given some incomprehensible answers to 
the questionnaire, which the interpreter tried to sort out. She gradually calmed 
down, however, and talked quite a lot. So did the man, who was calm and 
collected. They took up all sorts of aspects of the dimension question. At first they 
interpreted it as if it was about the tour operator and not the place of destination. 
He seemed to want to try to dominate her and her answers. This made her 
uncertain but she usually stuck to her answers. 

Figure 6.1. Dogs’ sledge trip in Norrbotten. Photo reproduced with courtesy of Icehotel, 
Jukkasjärvi.

Jokkmokk

We were able to get in touch with the respondents that we managed to interview 
at Hotel Jokkmokk on 8 February 2004 thanks to the hotel’s cooperation with 
Haparanda Stadshotell and the help we were given by the local hotel manager. 
The respondents were Italian groups this time too, three parties of tourists who 
had first spent two days in Haparanda and then two days in Jokkmokk. Hotel 
Jokkmokk is a large red old style building facing a lake at the back. The 
interviews in Jokkmokk took place on a Sunday, the day after Jokkmokk’s annual 
winter fair had been finished. The winter fair is a long-standing tradition attracting 
people of every age and nationality. The focus of the fair is to a large extent on the 
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Sami culture and there is an abundant supply of craft products as well as art and 
design exhibitions.

Just as in Haparanda the interviews were performed only shortly before the 
tourists’ departure, so that they had had time to experience as many things as 
possible and would be able to answer our questions. In Jokkmokk, too, we were 
accompanied by our own interpreter, on this occasion the Italian student who had 
translated the ‘before’ questionnaire for us. We were allowed to use a little cosy 
conference room secluded from the rest of the hotel on the first floor. The tourist 
guide (the same guide as at the session in Haparanda on December 16) was not 
involved at all in Jokkmokk apart from passing outside the room once while the 
first interview was in progress, apparently to check whether we had found her 
clients. All the respondents in Jokkmokk had filled in their questionnaires 
individually, just as they had been expected to. But in two cases they had missed 
answering the occasional question, and we asked them to answer these before the 
interview. It took us some time to find the first group (a family consisting of a 
middle-aged couple and their son), since the guide who was to bring them to the 
conference room did not turn up on time. The interpreter and I went instead down 
to the reception and sought them out. This caused some delay, but no real 
problems. However, as a result we were somewhat pressed for time, so the 
interpreter made only brief translations of their answers. The woman was the 
dominant person in the family in the discussions during the interview. She 
sometimes switched over to English when she became too eager to wait for the 
interpreter and spoke directly to me (she was the only Italian to show the least 
inclination to wish to speak English). After this family we interviewed a middle-
aged couple where neither of the two seemed to be dominant, as both answered 
their respective questions without interrupting each other. The last interviewee 
was a middle-aged man who was travelling alone. 

Jukkasjärvi 

Having looked for non-Scandinavian tourists in North Bothnia, who could be 
included in the study in a more or less problematic way, I realised that the 
relatively small companies that I had tried to get help from were unable to help 
me. The main reason was that they quite simply had too few foreign tourists, 
despite seeing non-Scandinavian tourists as a future market, according to the 
initial study. If they get foreign tourists at all, they are usually not informed in 
advance, as the tourists just turn up either at the company or at the tourist office, 
which in turn contacts the company owner. Since another of my problems was 
that many companies get their bookings from tour operators and travel agencies 
(often abroad) and therefore have difficulty in contacting their guests before they 
arrive, I realised that I had to get into contact with a company that was large 
enough to receive bookings directly from visitors and also receives a large number 
of non-Scandinavian visitors.

For this reason I chose the Icehotel at Jukkasjärvi. The Icehotel provides both 
accommodation and activities at the same time, since the guests both stay there 
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and take part in the activities that are arranged. The activities performed in 
collaboration with the Ice Hotel, or sometimes by independent companies, are for 
example dogs’ sledge trips, northern lights safaris, snowmobile safaris, etc. At the 
Icehotel a staff member helped me to find and contact suitable groups and to make 
the practical arrangements for the interviews. She contacted the guests by 
telephone and asked them if they would be willing to take part in the inquiry. 
Then either she or I sent the questionnaire either by e-mail or by fax to the 
respondent, who then sent it back either to her or to me. The respondents were 
selected primarily on the basis of being non-Scandinavian and available for 
interviews. In addition, I wanted them to take part in some forms of activity and 
thus not merely to stay at the Icehotel as at an ordinary hotel. A number of guests 
were eliminated because their only activity was to get married in connection with 
their visit. The reason for this exclusion was that I feared that this activity was so 
different from the others that it would be difficult or impossible to make 
comparisons. All the groups were interviewed fairly shortly before their departure, 
so that they had had time to gain impressions of their stay and of the destination 
and would be able to answer our questions as well as possible. Most of them had 
then been at the destination between three days and one week. In one case the tour 
was combined with a visit to Stockholm, but in most cases the destination was the 
only place to be visited. 

On 15 February 2004 it was time to conduct the first interviews at Jukkasjärvi. 
My assistant and I left Luleå shortly before six o’clock in the morning with a cool 
bag filled with food, as we had a long journey by car ahead of us. The journey up 
to Jukkasjärvi took a fair amount of time, as it was snowing in places and long 
road stretches had not been cleared of snow. Five couples were booked for 
interviews that day, all being guests from Great Britain. All the interviews were to 
be carried out roughly between eleven o’clock in the morning and four o’clock in 
the afternoon. We were allowed to use a small room in the conference building, 
where we could conduct the interviews without being overly disturbed. It was a 
conveniently small room where we performed the interviews on a lounge suite in 
front of an open fireplace with a small fire in it. A water carafe and glasses and 
the tape-recorder were placed on the table. 

We met each group (all those to be interviewed that day were couples) in the 
reception and then brought them to the place for interviews in the conference 
building. The second couple of the day did not turn up, even though we waited for 
them for half an hour in the reception and asked for them in every place we could 
think of. We found the remaining four couples and interviewed them. The 
different couples had many characteristics in common. In none of the couples did 
either partner appear to be in the least dominant. Instead everyone seemed to be 
humble and mutually caring for their partner. Many of the couples seemed to have 
given the tour to each other as a present17 (this is also true of the respondents on 
February 20). Several of them had stated that the gift itself was the main reason 
for the tour, which I interpreted as a misunderstanding of the question, since I 

17 This was occasionally the case in Haparanda as well, but it was more common here. 
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wanted to know what need the tour was primarily supposed to fulfil. But some of 
them maintained that their sole purpose had been to give a present to their partner. 
All the couples seemed really anxious that their partner should have a good time. 
In the cases where I had difficulty in understanding some of the answers to the 
questionnaire or where they had quite simply forgotten to fill in parts of it, I did 
the same thing as in Jokkmokk and sorted this out before starting the interview. 
One of the couples (the last one on this occasion) did not want to leave the 
reception, since they had brought both their own and other people’s luggage there. 
They chose instead to be interviewed by us on a lounge suite in the reception. This 
environment was rather different and much noisier since new groups of tourists 
kept coming and going all the time as buses stopped and left outside, and as 
people came flocking to and from the souvenir shop and the lavatories all the 
time. But the atmosphere was still jovial with cheerful people and no obvious 
stress, and the two interviewees seemed relaxed and answered our questions 
calmly. The recording of the interview was also made without any problems. 

After the interviews we were given a guided tour of the Icehotel by the staff 
member who had helped us to arrange the interviews. This gave us a picture of the 
environment in which the respondents had been staying during their visit, and in 
some cases we gained a better understanding of their answers. The environment of 
the Icehotel was very special. The temperature was stable at a couple of degrees 
Celsius below zero, the sound was dampened and the lighting sparse and carefully 
chosen to be in harmony with the shadows. The hotel, which was made of snow 
and ice, consisted both of ordinary rooms and of a large number of suites, all of 
which were different from one another. The place gave the impression of being 
both a museum and a design exhibition. The rooms and the suites were connected 
by means of a network of corridors and rooms that were all tastefully decorated 
with ice or snow sculptures. Connecting on to the hotel there was also an ice 
chapel where wedding ceremonies were performed, and at some distance behind 
the hotel there was a copy in ice of Shakespeare’s theatre, the Globe Theatre. In 
one part of the hotel there was a large room furnished with an ice bar where 
visitors could order cold drinks in ice glasses. Along one of the walls there were 
some ice tables with frozen benches round them. On a stage in the background a 
great number of instruments of ice were exhibited. The hotel functioned as a 
museum in the daytime but it was closed to non-residents at night in order not to 
disturb the hotel guests. When we were there, we saw tourists wandering 
attentively from room to room and admiring the various works of art that 
competed for their attention. We heard fascinated exclamations in different well-
known, as well as unfamiliar, languages. In addition to the snow and ice section, 
the hotel also consisted of service units that were solid (non-melting) buildings 
with lavatories, locker rooms, cupboards and cabinets, etc. It is also possible to 
spend the night in various types of cabins during part of the visit, which most 
people prefer to do. There are also other service buildings such as the reception, 
restaurants, a sauna, a conference building, etc. We left Jukkasjärvi on that day 
feeling that we had got an extra piece of information to help us understand our 
respondents.
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Figure 6.2. A view of the Icehotel in Jukkasjärvi. Photo reproduced with courtesy of 
Icehotel, Jukkasjärvi. 

The next interview session should have taken place in the evening of February 19, 
when we were supposed to interview a family. But these respondents got in touch 
with our contact person at the Ice Hotel and asked to be interviewed in the 
morning of the following day instead. As a result we had no respondents when we 
came to the hotel area in the evening. We could instead spend the time looking at 
the parts of the hotel area that we had not had time to see on the previous 
occasion. The twilight (which sets in fairly early in North Bothnia in winter) 
makes the surroundings of the Icehotel look especially magic, and as we were 
walking at the back of the hotel and close to the theatre, we also saw a glimpse of 
an eerie light that we almost managed to persuade ourselves was the Northern 
Lights.

On the following day it was time to interview the British family, who 
unfortunately did not turn up. This time we waited for more than an hour since we 
had no new interview until later in the afternoon. We managed to find out that 
they had set out on their snowmobile safari in the morning, but then we lost track 
of them, since they had not even handed in the overalls they had borrowed and 
checked out from their activity. 

The other groups that we were to interview arrived at their appointed times. All of 
them were British couples, and just as on February 15, most of them were young 
or in their early middle age. No member of any couple appeared to dominate their 
partner on this occasion either, and their attitude to each other seemed to be 
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marked by mutual consideration and thoughtfulness for each other. They sat 
listening to each other and allowed the other person to finish what s/he had to say. 
The interviews took place in the same room as on the first occasion. The other 
arrangements, such as the fire in the open fireplace and the water carafe on the 
table, were also the same. However, a number of painted, masked and costumed 
actors (who were using the adjacent room) passed through the room a couple of 
times. But this disturbance seemed most of all to appeal to the respondents’ sense 
of humour and is not considered to have really affected them.

At six o’clock p.m. we left Jukkasjärvi. We passed by the reception before going 
away. The family that we were to have interviewed in the morning had still not 
checked out from their activity. 

Figure 6.3. Northern light in Norrbotten – one of the reasons to go there. Photo 
reproduced with courtesy of Icehotel, Jukkasjärvi. 

After the respondents had returned home, the ‘after’ experience questionnaire was 
sent to them to the addresses they had given us at the destination. Those who had 
not answered the ‘after’ questionnaire within a month received reminders either 
through regular mail or e-mail, depending on what address they had given. 
Another reminder went out after two months and those who had still not answered 
after about three months were phoned to, asking if their address was correct, if 
they had received the questionnaires and asking them again to answer. One British 
couple was not able reach and one answered that they had received the 
questionnaires, but not had time to fill them out, and promised to do it, but did 
not. One Italian woman answered after the reminder through telephone and one 
Italian couple was reached, said that they had received the questionnaires, but just 
never took the time to fill them in. They did not answer after this reminder either. 
Those respondents that answered the last questionnaire received a small gift from 
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Norrbotten, since it was not possible to provide them with stamps valid in their 
home country. This gesture was appreciated, and some of the respondents sent 
pictures and letters in return.
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Chapter 7 Results and Analysis 

In this chapter the expectations and needs, views and perspectives of the tourists 
‘before’, ‘during’ and ‘after’ the experience are presented and discussed. The 
discussion is categorized according to the two nationalities included in the study 
and a comparison between them. 

7.1 Case 1: Before the Experience. 

In this section we summarize the results of the questionnaire used in the ‘before’ 
case. The questionnaire can be found in Appendix II. In Appendix V more of the 
obtained data can be found as well. The analysis of the obtained answers is 
described in Section 3.5. 

7.1.1 Expectations and needs 

The discussion in this section is separated according to the two nationalities that 
were included in the study, British and Italian. A comparison is also given 
between them. In the questionnaire, there were three components included: 
expectations and needs in a general sense before the trip, the reasons for taking 
the trip and the reasons for choosing the particular destination. The presentation 
below is categorized according to these groups in order to facilitate the reading. 

British

Expectations

The British participants in this study seem to have had a large variety of 
expectations when going for the Icehotel. As much as ten different categories of 
expectations were found, all of them including at least two persons having the 
same type of expectation. Often each person had several expectations. 

The most common expectations among the British participants were related to 
climate and weather. As much as 12 persons – or 60% - mention that type of 
expectations. Generally, the theme here is expectations about snow, cold and/or 
Northern light. The second largest group of expectations among the British is 
connected to atmosphere/environment/mood. Nine persons (45%) commented on 
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this. The third largest group of expectations is the one concerning activities and 
experiences, which was mentioned by 40% of the British. These answers usually 
involve a desire to experience new winter sports and to have an active stay. See 
Figure 7.1. 

The answers cover a variety of different expectations and it is quite clear here that 
there is a lot of different aspects for the tourism service supplier to provide. The 
answers indicate a desire for fun, amusement and adventure, as well as relaxation 
and a romantic setting. Sometimes, one and the same person wants both 
excitement and relaxation at the same time.  

Reasons for taking the trip 

Asked for the main reason for taking the trip the answers of the British 
respondents varied quite much. None of the categories outshined the others. 

The alternative most chosen by the British people was ‘Rest and relaxation’, with 
35%. The second largest was ‘Learn something, discover intellectually’ 
mentioned by 30%. See Figure 7.2. 

Choice of destination 

When asked about the reason for their choice of destination, the British were 
united as a group. Only five different groups of reasons were found, some of the 
respondents indicating more than one alternative, and one of the groups was 
overwhelmingly larger than the others. 

As much as 75% of the respondents answered that the reason they went to the 
North of Sweden was to see and visit the Icehotel. In addition to this 15% 
indicated that they had seen Icehotel on TV or that they had been recommended it 
by friends.

Apart from the reason ‘Icehotel’ all other groups were much smaller and also 
involving answers that were not really reasons to go to a specific place, but rather 
reasons that they travelled at all, for example that they received the trip as a gift. 
See Figure 7.3. 

Italian

Expectations

Considering the expectations, the Italians seem quite unanimous as a group even 
though many persons had several different expectations each. Their expectations 
could be divided into seven groups and among these two receive a great deal of 
more attention than the others.
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The largest group is ‘Culture and people’, which was indicated by 76% of the 
respondents. This group includes expectations like ‘getting to know a new type of 
culture through contact with local inhabitants and their traditions and customs’.  

Second largest is the group of expectations considering scenery, landscape, 
nature, place and general looks with 51.5%. The answers indicate a desire to get 
to know an un-spoiled nature and see beautiful landscapes. The third most 
commented expectations with 24% each were ‘Expectations about activities & 
experiences’ and ‘Climate/weather’. See Figure 7.1. 

Reasons for taking the trip 

Among the Italians the reason for taking the trip seems to be quite specific. Only 
two groups received more than 20%. As much as 65.5% of the respondents 
indicated that they went on the trip to ‘Learn something, discover intellectually’. 
The second largest group was ‘Other’ at 22%, which included individual answers 
like ‘having contact with nature’ or simply ‘experiencing something new’. See 
Figure 7.2. 

Choice of destination 

Among the Italians the reason to go to this region varies. The mentioned reasons 
could be divided into nine groups, none of them receiving more than 24%. Some 
people indicated more than one reason. 

The two largest groups that received 24% each were ‘See something different or 
unknown’ and ‘Other’. The former contained answers like ‘To visit the end of the 
world’ and that they wanted to visit a region very different from their own. 
Among the category ‘Other’ the answers vary more, but some of them include 
wishes to get a taste of the winter, and a wish to go to the region independent of 
season. See Figure 7.3. 

7.1.2. Comparison between British and Italian 

When comparing the two nationalities occurring in this study it is important to 
keep in mind that the two groups are not visiting exactly the same type of 
destination due to the Icehotel being a destination not really comparable to 
another hotel or destination. The Icehotel in itself is an attraction and a very 
different one.

Therefore the obtained differences between the British and the Italian can depend 
on the destination and not only be due to the nationality.

Another difference is that almost all of the British booked and planned their trip 
by themselves and travelled to the destination separately in the travelling parties, 
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while the Italians were booked and informed by a travel agency in Italy which 
also planned the journey and the included activities. The Italians also travelled 
together in a larger group that did most of the activities together.

Furthermore, the British could make themselves reasonably understood in their 
mother tongue, but the Italians were accompanied by an either Swedish-Italian or 
English-Italian speaking guide.

Due to these differences it is hard to know what differences between the two 
nationalities are due to nationality and what are due to differences in destination, 
type of travelling, and language difficulties. However, the similarities may be 
even more revealing in this case, than if it would have been otherwise. 

Expectations

Considering the expectations, the two nationalities differ in the way that the 
Italians are more unanimous as a group, compared to the British. We can also see 
that the most common expectation among the Italians is about ‘Culture & people’ 
(76%), compared to 20% for the British. The most common expectation among 
the British is ‘Climate & weather’ (60%), with corresponding figure for the 
Italians as 24%.

Figure 7.1. The main reasons to the stay in Northern Sweden, according to the 
tourists, before the experience. The answers are based on 33 Italian and 
20 British tourists. 

The most obvious similarity concerning the expectations is that as much as seven 
categories are perceived by both nationalities. All seven categories formed from 
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the responses of the Italians correspond to expectations from at least four British, 
mostly more. 

Reasons for taking the trip 

Also concerning the main reason for taking the trip the Italians are more 
unanimous than the British. While as much as 65,5% of the Italians had indicated 
‘Learn something, discover intellectually’, the answers from the British were 
more dispersed. ‘Rest and relaxation’ was a little more frequent than ‘Learn 
something, discover intellectually’. The Italian answers to this question are 
probably linked to the main expectation about ‘Culture & people’, being probably 
what they wanted to learn and discover about. 

Main reasons for taking the trip

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

British: Learn & discover

Italian: Learn & discover

British: Social reasons

Italian: Social reasons

British: Challenge & competition

Italian: Challenge & competition

British: Rest & relaxation

Italian: Rest & relaxation

British: Other

Italian: Other

R
e
a
s
o

n
s

Percentage of respondents

Men

Women

Figure 7.2.  The main reasons for taking the trip, according to the tourists, before the 
experience. The answers are based on 32 Italian and 20 British tourists. 

Choice of destination 

The reasons to go to this region, on the other hand vary a lot more within the 
Italians than within the British, who obviously are pulled to the region by the 
desire to visit the Icehotel. 
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Reasons to go to the north of Sweden
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Figure 7.3  The main reason for choosing the region, according to the tourists, 
before the experience. The answers are based on 33 Italian and 20 
British tourists. 

7.1.3 Important factors to create value or quality 

British

At the open question about what factors are important to create value or quality in 
the overall experience of the trip of the respondent, the answers of the British 
could be divided into ten different groups. Many people indicated several different 
answers. The largest group (60%) dealt with experiences and activities, including, 
for example, unique and unforgettable experiences. The second largest group 
(40%) was things related to facilities and food and the third (30%) was related to 
service or quality in general terms. See Figure 7.4.  

When the British were confronted with a range of alternatives and asked to choose 
the three most important ones to create quality in his/hers experience, seven 
categories were mainly indicated. See Figure 7.5.  

The largest group among the British was Tangibles, indicated by 65% and the 
second largest was Reliability (55%). Other important groups were 
Responsiveness (45%), Courtesy (35%), Competence (30%), Communication 
(30%) and Security (25%). 
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Italian

At the open question about what factors are important to create value or quality in 
the overall experience of the trip the answers of the Italians were quite diverse. 
The largest group was ‘Culture & meetings’ at 27.5% followed by ‘Places, nature 
& looks’ with 21%, and ‘Other aspects of service quality’, including a number of 
spread factors like comprehension, security and competence. See Figure 7.4.  

When asked to choose the three most important factors to create quality in 
his/hers experience, among a range of alternatives the Italians mainly indicated 
eight groups. The largest groups were Reliability and Competence with 57.5% 
each. After that came Responsiveness (42.5%), Tangibles (33.5%), Courtesy 
(27.5%), Credibility (24%), Communication (24%) and Security (21%). See 
Figure 7.5.

7.1.4 Comparison between British and Italian 

Concerning the open question about what factors are important for creating value 
or quality the overall experience of the trip, the answers of the Italians vary more 
than the ones of the British. What is perceived as most important among the 
British, ‘Experiences & activities’ receives only 15% of the Italian answers. The 
category ‘Culture & meetings’, which is perceived as most important among the 
Italians, does not exist at all among the British answers. 

Factors important for creating quality in the overall experience of the trip
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Figure 7.4 Comparison between the mentioned factors for creating quality in the 
overall experience of the trip. The answers are based on 33 Italian and 
20 British tourists responding to questionnaires before the experience. 
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Most important quality factors for the experience
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Figure 7.5 The most important quality factors according to the tourists before the 
experience The answers are based on 33 Italian and 20 British tourists. 

At the given range of alternatives where they were asked to choose the three most 
important, the alternative perceived as most important by the British, ‘Tangibles’ 
receives about half as many percent by the Italians. But on the other hand, the 
following two alternatives ranked as important by the British, ‘Reliability’ and 
‘Responsiveness’, both of them receive about the same attention by the Italians. 
One of the first alternatives chosen by the Italians, ‘Competence’, receives almost 
half of the same attention by the British. 

7.2 Case 2: During the Experience

7.2.1 Expectations and needs 

The interviews were made during December 2003 and January 2004 (see Chapter 
5 and Section 3.4.3). The questions used in the interviews can be found in 
Appendix III.

British

When being asked if their expectations before the trip were fulfilled, 28.5% of the 
British say that they were exceeded, which means more than fulfilled. Half of the 
British (50%) say that their expectations were fulfilled and 21.5% say partly 
fulfilled. Two respondents said that it was not sufficiently cold (20.2.2004), that it 
was not quiet enough and that the Icehotel was too close to ‘normal’ buildings. 
See Figure 7.6 
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When asked if they had been able to do what they had indicated as the main 
reason for the trip, one said ‘partly’ and the rest said ‘yes’. The woman who said 
‘partly’ also said that she did not think that she had learnt enough to say that her 
reason – ‘Learn something and discover intellectually’- was fulfilled completely. 
See Figure 7.7. 

When asked if they had experienced something positive at the destination that 
they had not expected, many spoke about how things had been greater, better, or 
more impressive than what they had expected. Most of all these comments 
referred to the beauty of the place and of the Icehotel itself. Other things 
mentioned here is the friendliness of the people. They also speak about having 
been able to handle the cold better than expected, partly due to the Icehotel 
providing them with suitable clothing. Several British also mention that the food 
was much better than expected. Some talk about ‘comfort’, referring at least partly 
to the accommodation. Phenomena like Northern light and sunshine are also 
mentioned. Several of the tourists mention that they had not been to Sweden 
before, but now they would like to come back, either to the same destination in a 
few years or to visit other parts of the country. 

Several British tourists had no disappointments at the destination to tell about. 
However, some commented on facilities, mainly when spending the night in the 
Icehotel. They also commented on the food being too expensive and that there are 
too few alternative places to go to. Another issue spoken about is aspects of 
communication. One couple had booked an activity, which turned out not to be 
reserved for them. One woman also said that she would have liked more 
information before leaving home so she could have packed more suitably. Some 
were also disappointed about not having seen the Northern light.

The tourists were also asked at the end of the interview to sum up their experience 
in a few sentences, to see what would be the essential impression given during the 
stay.

The British spoke above all about the beauty of the Icehotel and the ‘amazing’ 
place and an atmosphere described as ‘magical’. They also spoke about a suitable 
balance between activities and relaxation. Many mentioned the trip as being ‘once 
in a lifetime’ or ‘unique’, but they also pointed out that now when they have been 
to the destination they would like to come back. Several also commented that they 
would recommend the destination to their friends. 

Italian

Only 4% of the Italians claim that their expectations were exceeded. A little more 
than the half (53.5%) say that they were fulfilled, 38.5% that they were partly 
fulfilled and 4% that they were not fulfilled. Of 11 people mentioning not fulfilled 
expectations, eight were related to their expectations to come in contact with the 
local people and learn about tradition, culture and customs. See Figure 7.6. 
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Many interviewed in Haparanda say that they didn’t meet local people as they 
would have wanted and that the time was too short to fulfil what they had 
expected. Two persons, both in Jokkmokk, said that their expectations about 
discovering traditions and culture had not been fulfilled due to lack of information 
in a language that they could understand. The information, for example at the 
museum, was not even in English. Another expectation was to see the Northern 
light, and not doing so was indicated as not fulfilled expectations by two persons. 
One of these had indicated only the Northern light as expectation before the 
experience. One person also indicated lack of snow as a not fulfilled expectation. 

Of the Italians, 77% say that they had been able to do what they had indicated as 
the main reason for the trip and 23% indicate ‘partly’. Those saying ‘partly’ was, 
both in Haparanda and Jokkmokk, people that had indicated ‘Learn something and 
discover intellectually’ and one, in Haparanda, that had indicated ‘get to know a 
country different from mine’. Most of them said that they were not completely 
satisfied because they had not been able to enter into the culture or had not got 
contact with the local people. Some of them remark that there was not enough 
time. One man (interviewed in Jokkmokk) said that his main reason for the trip – 
‘Learn something and discover intellectually’- was not fulfilled due to lack of 
information in English, for instance at the museum. See Figure 7.7. 

When asked if they had experienced something positive at the destination that 
they had not expected, many of the Italians spoke about experiences, activities or 
about people that they had met. An experience that was a positive surprise to 
many of them was the activity with dogs’ sledge. They probably did not know 
about it before the arrival at the destination. Many spoke about how that trip 
brought them closer to nature. They also mentioned nature itself being more 
impressive and beautiful than what they had imagined and that they admire the 
Swedish respect for the nature. They described both nature and way of life as 
‘tranquillity’ and ‘peace’ with no stress and with less traffic and spoke of a cold 
that is possible to live in with ‘magic’ and ‘clean’ air and beautiful lights in the 
night, especially from the houses. Some of the tourists also mention small ‘details’ 
as positive surprises that were important to them, as sitting in front of an open 
fire. Some Italians mentioned that they would like to come back to the destination. 

Many of the Italians said that they did not have disappointments during the stay. 
Others mention too little time (at the destination or at different activities) and too 
long transfers. Some thought that the extra costs were too high and one of the 
visited activities appeared as too commercial to some. Other comments referred to 
disappointments due to climate or geographically related expectations not being 
fulfilled, like lack of snow and no Northern light. 

When asked to sum up their experience shortly, the Italians describe their journey 
as a positive experience in a different kind of cold in a beautiful nature with fun 
activities in a ‘magic’ atmosphere. A lot of them mention that they would like to 
come back, but maybe in the summer to see other aspects of the nature. Those 
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who had been to Sweden before, but in the summer, expressed their surprise about 
how much the area changes depending on season of the year. Many mention that 
they would really recommend the journey to others. They also comment on the 
peace and tranquillity and less traffic compared to their home environment. Some 
tourists mention that they miss the contact with the inhabitants. Another usual 
comment is that the time was too short and that they would have liked to stay 
longer time. The ones that experienced the Northern lights talk about it as a great 
source of satisfaction. 

7.2.2 Comparison between British and Italian 

The first noticeable difference between the two nationalities in the study, 
concerning the fulfilment of their expectations, is that the percentage of British 
claiming that their expectations were exceeded is quite higher than that of the 
Italians. With both nationalities about half of the respondents say that their 
expectations are fulfilled, but the percentage of Italians saying that their 
expectations are being just partly fulfilled is higher than in the British group.

Looking at not fulfilled expectations, the Italians indicate not being able to come 
in contact with local people and not being able to learn about culture and customs, 
also due to the short time at the destination. The British seem not to have had that 
expectation, at least not as explicit and as primarily as the Italians. Their 
expectations and purposes with the trip seem less in conflict with the short time 
available at the destination. The most common source of not fulfilled expectations 
among the British is instead that it is not cold enough. This is probably not in 
harmony with their picture of the destination imagined before the trip. 
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Figure 7.6 The figure illustrates to what extent the tourists experienced their 
expectations as being fulfilled during the trip. The answers are based on 
26 Italian and 14 British tourists. 
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Also the answers to the question if they were able to do what was their main 
reason for taking the trip indicate that the Italians were less satisfied than the 
British. Maybe the reason indicated by most of the Italians, ‘Learn something and 
discover intellectually’ was harder to satisfy in the short time available. 

Fulfilment of the main reason for the trip
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Figure 7.7  The figure illustrates how well the main reasons for the trip were 
considered fulfilled during the stay. The answers are based on 26 Italian 
and 14 British tourists. 

There are many similarities between the two nationalities when looking at what 
the respondents considered as positive surprises at the destinations. Both British 
and Italian spoke about how different aspects in the environment were more 
beautiful and impressive than what they had expected. Also both British and 
Italians mentioned that they experienced the cold as being easier to handle/live in 
than expected. Finally, both nationalities mention a wish to come back. The 
differences are that several British speak about good food while Italians talked 
more about experiences, activities and people that they met, and seem to have 
been very pleased by the tranquillity, lack of stress and less traffic at the 
destination.

Many Italians and several British claim that they did not experience any 
disappointments during the stay. However, the disappointments mentioned during 
the interviews were not the same between the two nationalities. Many of the 
British comments concerned the facilities and the food being to expensive, and a 
few were related to communication. The Italians mainly mention lack of time, 
long transfers and disappointments related to climate or geographically, like lack 
of snow and Northern light. Not being able to see the Northern lights, is a 
disappointment also to the British. 
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The summaries of the stay of the two nationalities are not that different. The 
details differ, but both speak about a positive experience in a ‘magic’ atmosphere. 
Both also mention that they will recommend the journey to their friends and that 
they would like to come back themselves, a fact that seems to be a bit unexpected 
by the British who seem to have thought of the trip as ‘unique’ and ‘once in a 
lifetime’. A difference between the two nationalities, is that many of the Italians 
mention the time as having been to short and that they would have liked to stay 
longer and that they missed not having had contact with the inhabitants. 

7.2.3 Important factors to create value or quality 

British

When asked if the three factors, chosen as most important to create quality in their 
experience in the questionnaire before the trip, were treated in a good way at the 
destination 85.5% answered ‘yes’ and the rest said ‘partly’. The factors that the 
respondents thought were treated poorly were ‘Tangibles’ and ‘Communication’. 
See Figure 7.8.

The respondents were also asked if they had changed their mind about which 
factors were the most important to create quality in their experience or if they 
wanted to keep the same. Here, 85.5% of the British kept the same factors. See 
Figure 7.9.

Worth noticing is that two people changed other factors into ‘Communication’. 
Some people did not want to change their choice of factors, but added some that 
they thought were as important, or almost as important, as the ones that they had 
chosen. In this way the factor ‘Communication’ was added by two persons (not 
from the same interview). This means that all together 28.5% of the British added 
or changed to ‘Communication’ during their experience. 

Italian

Among the Italians 92.5% thought that the three factors chosen as most important 
factors to create quality in the questionnaire before the trip, were treated in a good 
way at the destination. Two people answered ‘partly’ and both were unsatisfied 
with ‘Communication’. See Figure 7.8. 

When asked if they had changed their mind about which factors were the most 
important to create quality in their experience, 88.5% of the Italians wanted to 
keep the same and 11.5% wanted to change one or more of the factors. See Figure 
7.9.
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Two persons18 changed to ‘Access’ since they wanted access to the service 
information when they needed it or had time to get it. Some of the Italians wanted 
to add some factor that was equally, or almost as important, as the chosen ones. 
Among these factors were ‘Communication’, which was added by three persons 
and ‘Contact with local people’, which was added by two persons in separate 
interviews, in spite of the fact that it was not one of the pre-printed alternatives in 
the ‘before the experience questionnaire’. 

7.2.4 Comparison between British and Italian 

Both British and Italian mostly thought that the three factors indicated as most 
important to create quality in their experience in the questionnaire before the trip, 
were treated in a good way at the destination. Altogether four persons (two 
British, two Italians19 mentioned one of the factors as not being treated well 
enough. Three of these mentioned ‘Communication’ as the factor not treated 
satisfactory.
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Figure 7.8 The ability to provide the important quality factors at the destination. The 
answers are based on 26 Italian and 14 British tourists. 

When asked if they still thought that the indicated three factors were the most 
important ones or if they wanted to change them, most of both British and Italian 
wanted to keep the same. Among those who wanted to change something, two 
British women changed to Communication (from different factors) and two 
Italians (same interview) changed to Access. Some of the interviewed people said 
that they would like to add something that was of similar importance to them as 
the mentioned factors, here the similarity is that ‘Communication’ is the most 

18 They were in the same interview. 
19 None of them at the same interview. 
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added factor both by British and Italian. Altogether five out of nine persons, who 
added something, added ‘Communication’. 

Keep or change the important factors that create quality
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Figure 7.9 The figure illustrates whether the tourists wanted to keep or change the 
important factors during the destination. The answers are based on 26 
Italian and 14 British tourists. 

7.3 Case 3: After the Experience  

Here the answers of the questionnaire sent to the tourists when they were back 
home are summarized and discussed. The questionnaire is to be found in 
Appendix IV and a summary of all the obtained information is presented in 
Appendix V.

7.3.1 Expectations and needs 

British

When asked what they thought of their stay at the destination in Northern Sweden 
all of the British made one or several positive remarks, only 8.5% mentioned 
negative aspects. Some people (16.5%) made comments, which were difficult to 
classify as positive or negative. See Figure 7.10.  

As the British were asked if they were satisfied with their experience in Northern 
Sweden all of them answered ‘yes’. See Figure 7.11.
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Asked if their expectations before the trip were fulfilled, 16.5% of the British said 
that they were ‘exceeded’ and 83.5% said that they were ‘totally fulfilled’. 
Nobody said that they were ‘partially’ or ‘not fulfilled’ at all. See Figure 7.12 

As in the interview part at the destination, the respondents were asked if they 
experienced something positive at the destination that they did not expect. 
Comments referred to ‘Beauty / surroundings / nature’ and ‘Facilities & food’ was 
then mentioned by 25% each. Comments classified as ‘Other’ were given by 
33.5%. See Figure 7.13.

The respondents were also asked again if they were disappointed about something 
at the destination. Half of the respondents said ‘No disappointments’. The second 
largest was the category ‘Facilities & food’ with 25%. See Figure 7.14.

Italian

As the Italians were asked what they thought of their stay at the destination in 
Northern Sweden 78% made positive comments and 11% mentioned negative 
aspects. Of the comments made 26% were difficult to interpret as either positive 
or negative. See Figure 7.10 

When asked if they were satisfied with their experience in Northern Sweden 
96.5% of them answered ‘yes’ and the rest ‘partly’. See Figure 7.11.

Asking the Italians if their expectations before the trip were fulfilled, 7% said that 
they were exceeded, 59.5% said they were fulfilled totally, and 33.5% said that 
their expectations were partially fulfilled. See Figure 7.12.

When asked if they experienced something positive at the destination that they did 
not expect, the Italian answers varied quite much. ‘No surprises at all’ and ‘People 
& culture’ were said by 22% each. The most frequent category was ‘Other’ with 
29.5%. See Figure 7.13.

When asked after the experience if they were disappointed about something at the 
destination, 52% answered ‘No disappointments’. The second largest category 
was ‘Other’ with just 15%. See Figure 7.14.

7.3.2 Comparison between British and Italian 

Both British and Italian visitors seem to have a lot more positive than negative 
things to tell when asked what they thought of the stay at the destination, even 
though the British seem a bit more positive. 
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Figure 7.10  The opinions of the stay as stated by the tourists after the trip. The 
answers are based on 27 Italian and 12 British tourists. 

Also when asked if they were satisfied with their experience both nationalities 
seem to be pleased.  
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Figure 7.11  Degree of satisfaction with the experience as mentioned after the trip. 
The answers are based on 27 Italian and 12 British tourists. 

A difference between the two nationalities appears when they were asked if the 
expectations before the trip were fulfilled. Here 16.5% of the British said that 
their expectations were ‘exceeded’ compared to 7% for the Italians. The rest of 
the British said that their expectations were ‘totally fulfilled’, but only 59.5% of 
the Italians gave the same answer. Finally, 33.5% of the Italians said that their 
expectations were only ‘partly fulfilled’. 
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Degree of fulfilment of expectations 
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Figure 7.12  The degree of fulfilment of expectations as mentioned after the trip. The 
answers are based on 27 Italian and 12 British tourists. 

When asked about positive surprises at the destination, the largest group among 
both British and Italian is ‘Others’ at about 30% of each nationality, but including 
very different answers. The category ‘People & Culture’ that is the second largest 
one among the Italians (22%) actually receives roughly the same attention among 
the British (16.5%). However, the other second place category of the Italians, ‘No 
surprises at all’, is not mentioned by any British. The Italians positive surprises 
concerning ‘Beauty/surroundings/nature’ are less than half as frequent as for the 
British and positive surprises related to ‘Facilities & food’ are 7.5% among the 
Italians, compared to 25% among the British. See Figure 7.13. 
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Figure 7.13  Categories of unexpected positive experiences as mentioned by the 
tourists after the trip. The answers are based 27 Italian and 12 British 
tourists.
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Being asked if they had any disappointments at the destination, about half of both 
British and Italian said no. However, 25% of the British had disappointments 
within the category ‘Facilities & food’, and corresponding figure for the Italians 
was 7.5%. The second largest category for the Italians was ‘Other’ with 15%, 
corresponding figure for the British being 8.5%. See Figure 7.14. 
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Figure 7.14. Experienced disappointments at the destination according to the tourists 
after the trip. The answers are based on 27 Italian and 12 British 
tourists.

7.3.3 Important factors to create value or quality 

British

As the British were asked again the same question as in the questionnaire before 
the experience, what factors were important for creating value or quality in the 
overall experience of the trip, their answers was divided into 12 categories. Many 
people indicated several different answers. The largest category mentioned by 
50% of the respondents each was ‘Service & staffs attitude’. After that came 
‘Facilities & food’ with 41.5%, ‘Experiences & activities’ (33.5%), and three 
groups that gathered 25% each, ‘Climate or geographically related factors’, 
‘Culture & people’ and ‘Organisation’. The other categories were not frequently 
indicated. The group ‘Others’ was mentioned by 50%. See Figure 7.15.  

Just like in the questionnaire before the experience, the respondents also were 
asked to choose three factors from a given list that were the most important for 
them, to create quality in their experience. For the British this resulted in 
‘Reliability’ being the most commonly chosen alternative with 75%, followed by 
‘Tangibles’ with 58.5%, ‘Courtesy’ with 50% and ‘Competence’ with 41.5%. See 
Figure 7.16.
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When being asked what could have been done better at the destination, the 
answers were divided into four categories. The outstanding largest category was 
‘Facilities & food’, which included answers from 66.5% of the British tourists. 
The second largest group (16.5%) included comments on ‘Communication & 
Information’. However, 25% said that they did not have any remarks on what 
could have been done better, or with people simply saying that nothing could be 
done better.

Italian

The Italians’ answers to what factors were important for creating value or quality 
in the overall experience of the trip could be separated into ten different groups. 
The largest group here was ‘Others’ at 55.5%, which included factors like 
hospitality, capacity, kindness, order and cleanliness. Here are also answers that 
referred to the factors given in the similar closed question, like ‘Competence’, 
‘Courtesy’, ‘Reliability’, ‘Responsiveness’ and ‘Security’. Due to analysis 
problems they were classified as ‘Other’ here. See Figure 7.15.

The second largest group was ‘Culture & people’ with 26% and after that came 
‘Nature/scenery/landscapes’ and ‘The guide’ with 22% each, and ‘Organisation’ 
with 18,5%. The other categories were not frequently indicated. 

When asked to choose three factors from a given list that were the most important 
for them to create quality in their experience the Italians indicated ‘Reliability’ as 
the most important, with 65.5%. After that came ‘Competence’ with 57.5% and 
‘Credibility’ with 34.5%. See Figure 7.16. 

When asked what could have been done better at the destination the Italian 
answers varied quite a lot and were divided into nine categories. The largest of 
these is ‘Nothing could be done better’ with 37%. Five categories received 
comments from 11% of the Italians, namely ‘Communication & information’, 
‘Closer to nature or local people’, ‘More activities & meeting points’, ‘Transports, 
distances’ and comments on ‘Specific activities’. 

7.3.4 Comparison between British and Italian 

Comparing the answers of British and Italian concerning their answers to the 
question what factors were important for creating value or quality in the overall 
experience of the trip, it is notable that both nationalities have a large ‘Other’ 
group at around 50%. The second largest group of the Italians (26%) is about as 
large as for the British group (25%).

But both the categories ‘Nature/scenery/landscapes’ and ‘The guide’ are indicated 
by 22% of the Italian and by 8.5% of the British. The difference is less with the 
category ‘Organisation’, indicated by 18.5% of the Italians and 25% of the 
British. However, one of the largest categories for the British, ‘Service & staffs 
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attitude’ (50%) is only mentioned by 7.5% of the Italians and ‘Facilities & food’, 
which was indicated by 41.5% of the British was only indicated by 3.5% of the 
Italians. Another great difference here is the category ‘Experiences & activities’ 
with 33.5% of the British, but only 3.5% of the Italians. 
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Figure 7.15  The important factors to create value or quality according to the tourists, 
when asked after the trip. The answers are based on 27 Italian and 12 
British tourists. 

Concerning the three most important factors from a given list to create quality, 
both the British and Italian respondents have chosen ‘Reliability’ as the most 
important, even if the percentage is higher among the British.  

However, the factors, receiving second and third most attention differ between the 
nationalities. The second most important among the Italians, ‘Competence’ 
(57.5%), is indicated by 41.5% of the British, and the third most important among 
the Italians, ‘Credibility’ (34.5%) is not indicated at all by the British. Also the 
factor ‘Tangibles’ differs in importance between the two groups. The British have 
indicated this one as the second most important factor, with 58.5%, while the 
corresponding figure for the Italians is 19%. The factor ‘Courtesy’ which is 
perceived as important by 50% of the British is only important to 23% of the 
Italians.

The answers to the question what could have been done better at the destination 
are quite different between the two nationalities. While the answers from the 
Italians were within nine categories, the British were only within four, one of 
them much larger than the other, namely ‘Facilities & food’ with 66.5%. None of 
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the Italian indicated that category. The second largest within the British is the 
largest among the Italian, namely ‘Nothing’. The category ‘Communication & 
Information’ was indicated by both nationalities, by 16.5% of the British, and by 
11% of the Italian. 
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Figure 7.16 Importance of quality factors to create value or quality as mentioned by 
the tourists after the trip. The answers are based on 26 Italian and 12 
British tourists. 

7.4 Cross-case Analysis

In this section we compare the three cases discussed in the preceding sections, 
namely before, during and after the experience. The comparison is made along the 
same factors and structure as in the within case analyses presented in Sections 7.1-
7.3.
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7.4.1 Expectations and needs 

British

Expectations

The most common expectation among the British participating in this study before 
the experience was expectations related to climate and weather. Generally these 
expectations were about snow, cold or Northern light. The second largest group of 
expectations was the one containing expectations connected to atmosphere and 
environment. The third most mentioned group of expectations is concerning 
activities and experiences, containing mostly expectations about experiencing new 
winter sports and about having an active stay. The expectations seem to include 
both a desire to have fun, amusement and adventure as well as relaxation and a 
romantic setting. When asked in the interviews at the destination if their 
expectations before the trip were fulfilled, about one third of the British 
respondents said that they were exceeded, half said that they were fulfilled and a 
few said that they were partly fulfilled.  

The expectations that were not fulfilled were that it wasn’t cold enough20 and one 
person mentioned that it wasn’t quiet enough and that the Icehotel was to close to 
‘normal’ buildings. None of the respondents mentioned anything about that 
expectations about atmosphere and environment and about activities and 
experiences were not fulfilled. When the British respondents were asked ‘after’, 
about two weeks after the homecoming, if their expectations before the trip were 
fulfilled, a couple of the British claim that they were ‘exceeded’ and the rest state 
that they were ‘totally fulfilled’. That means that nobody claimed that they were 
‘partly’ or ‘not fulfilled’. This is a difference from the ‘during‘ case, when a 
higher percentage of people said that their expectations were ‘exceeded’ and when 
a few had their expectations only ‘partly fulfilled’. 

Generally it seems as most expectations of the British are fulfilled. Among the 
expectations that were indicated before the experience, the few mentioned refer to 
the category about snow, cold and Northern light. It seems as if the respondents 
tended to forget about unfulfilled expectations between the experience and the 
compiling of the questionnaire after the visit. It could also be that the interview 
was a better data collection method for obtaining more detailed and thought-
through information. 

Reasons for taking the trip 

Before the experience, the respondents were asked for the main reason for taking 
the trip. The most indicated alternative was ‘Rest and relaxation’ and after that 
‘Learn something, discover intellectually’. During the experience, the respondents 

20 The weather was unusually warm during the day these persons were interviewed. The 
temperature was higher than 0oC and the snow was melting. 
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were asked if they were able to do at the destination what they had indicated as 
the main reason for taking the trip. A large majority, said that they were able to do 
so, only one person said ‘partly’. No one said ‘no’. The woman who said partly 
said that she did not think she had learnt enough to be able to say that her main 
reason, ‘Learn something, discover intellectually’, was fulfilled completely. 

It seems as if generally the main reason that made people go on a trip during this 
period, was also fulfilled. 

Positive experiences 

Both during and after the experience the respondents were asked whether they had 
any unexpected positive experiences or any disappointments during their stay in 
Northern Sweden. Concerning positive surprises, many British respondents 
comment during the stay that things were greater, better or more impressive than 
what they had expected. Most of these comments concerned the beauty of the 
place and the Icehotel itself. In the interviews during the stay the respondents also 
mention the friendliness of the people and about the cold being easier to handle 
for them than expected. Several British also mention during the stay that the food 
was better than expected and some speak about ‘comfort’, at least partly referring 
to the accommodation. Other things mentioned as positive surprises were 
phenomena like Northern light and sunshine. Several of the British tourists, 
interviewed in the ‘during’, also mention that they would like to come back. 
Asked again after the homecoming if they had any positive surprises during the 
stay things related to beauty, surroundings and nature were mentioned by one 
forth as well as comments on facilities and food. The rest of the answers (more 
than one third) were very diverse.

It is a little bit difficult to compare the answers from the ‘during’ and ‘after’ cases 
because the answers given during the stay were often given by the interviewed 
group together, interrupting each other and filling in each others sentences. 
However, one can say that the category ‘Beauty/surroundings/nature’ corresponds 
quite well to what was said during the stay about the beauty of the place and 
similar. The comments on the category ‘Facilities & food’ in the questionnaire 
after the experience are similar to the comments about food, comfort, and 
accommodation made during the experience. The same holds for the interviews 
during the stay about the friendliness of the people corresponding to the category 
‘People & culture’ after the experience as well.  

Two things mentioned in the interviews during the stay that were not mentioned 
in the questionnaire after the experience were the ability to handle the cold better 
than expected and the nature phenomena as Northern light and sunshine. Another 
thing is the fact that several people, when answering at the destination, mentioned 
that they would like to come back, while they did not mention this in the 
questionnaire after the experience. Otherwise the largest difference between the 
answers ‘during’ and ‘after’ was that the answers given ‘during’ are more detailed 
and some of them being more descriptive than those after the stay. 
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Negative experiences 

As mentioned the respondents also got the question if they had any 
disappointments at the destination, posed both during and after the experience. 
During the stay many British commented the facilities, mainly when spending the 
night in the Icehotel. They also commented on the food being too expensive and 
different aspects of communication and information. Some were disappointed 
about not having seen the Northern lights. 

However, several British tourists claimed that they did not have any 
disappointments at all. In the ‘after’ questionnaire as many as half of the 
respondents said that they had no disappointments. Among the other ‘after’ 
answers, the most frequent category was disappointments related to ‘Facilities & 
food’, which was indicated by one forth of the respondents. Most of the 
experienced disappointments expressed during the stay are also told about in the 
questionnaire after the experience, but not as detailed as during the interview at 
the destination. During the experience, some mentioned that they experienced the 
food at the destination as being too expensive, but this remark did not appear 
again after the experience. A disappointment mentioned ‘after’ but not ‘during’, 
was that it was not as cold as they had expected. During the experience some 
mentioned being disappointed about not having seen the Northern light, but this 
was not mentioned at all after the experience. 

Summary of experiences 

During the experience, the respondents were asked to summarize their experience 
so far at the destination. The British were generally positive, they spoke above all 
of the beauty of the Icehotel and of the ‘amazing’ place and a ‘magical’ 
atmosphere. They also spoke about a suitable balance between activities and 
relaxation, which was one of the expectations mentioned before the trip. Many 
mentioned that the trip was ‘once in a lifetime’ or ‘unique’, but at the same time 
they point out that when they had been here that they would like to come back. 
Several comment that they would recommend the destination to friends. After the 
experience the tourists were also asked what they thought of their stay at the 
destination. All of the British respondents made one or several positive remarks, 
many of them very similar to the remarks in the ‘during’ interviews. Only one 
person had a negative remark. When asked ‘after’, all the British said that they 
were satisfied with the experience. 

Italian

Expectations

Among the Italians participating in this study, the most common expectation 
before the experience was related to culture and people. These expectations 
generally dealt with learning a new type of culture through contact with local 
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inhabitants, traditions and customs. The second largest group of expectations, was 
about scenery, landscape, nature, place and general looks. The answers were 
about getting to know an un-spoiled nature and see beautiful landscapes. The third 
most commented expectations were ‘Expectations about activities & experiences’ 
and ‘Climate and weather related expectations’. 

 When being asked during the experience if their expectations were fulfilled, only 
one of the Italians said that they were ‘exceeded’, about half said ‘fulfilled’, about 
two out of five said ‘partly fulfilled’, and one person ‘not fulfilled’. Among the 
expectations that were not fulfilled the most common were those about learning of 
culture, traditions and customs. The most common reasons were that they did not 
meet local people as much as they wanted and that the time was too short. Some 
people mentioned that there was a lack of information in a language they could 
understand.

The second most common expectation not being fulfilled was to see the Northern 
light, and one person also indicated lack of snow as an unfulfilled expectation. 
This means that the most common expectations among the Italians (expectations 
related to culture and people) are also the most unfulfilled according to the during 
experience interviews, while the second most common type of expectations 
(scenery, landscape & nature) seem to be fulfilled without exception. One of the 
third most common expectations – the one about activities and experiences – seem 
to have been fulfilled. The other third most common expectation – concerning 
climate and weather appears not to have been completely fulfilled. 

When the Italians were asked after the experience if their expectations before the 
trip were fulfilled, two mention that their expectations were ‘exceeded’, about 
three out of five said that they were ‘fulfilled totally’ and one third that they were 
‘partly fulfilled’. 

Reasons for taking the trip 

When asked before the experience about the main reason for taking the trip, the 
majority of the Italians mention ‘Learn something, discover intellectually’. The 
second largest group was the alternative ‘Other’ indicated by one fifth. When 
interviewed during the experience, more than three fourth of the Italians say that 
they had been able to do what they had indicated as the main reason for taking the 
trip, but the rest said that they had only partly been able to do so. Those who said 
‘partly’ were people that had indicated ‘Learn something and discover 
intellectually’ and one that had indicated ‘get to know a country different from 
mine’. Most of them said that they were not completely satisfied because they had 
not been able to enter into the culture or had not got contact with the local people. 
Some of them remark that there was not enough time. One person said that he was 
not able to ‘Learn something and discover intellectually’ due to lack of 
information in English.  
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Obviously, the main reason for taking the trip among the Italians, ‘Learn 
something, discover intellectually’, was also the most common not to be fulfilled. 

Positive experiences 

When asked during the stay whether they had experienced any unexpected 
positive surprises, many Italians commented positively about experiences, 
activities and people they had met. An experience that was a positive surprise to 
many of them was the trip with dogs’ sledge. They mention nature as being more 
impressive and beautiful than what they had imagined and that they admire the 
Swedish respect for the nature. They also describe both nature and way of life as 
having ‘tranquillity’ and ‘peace’ and with no stress and with less traffic. 
Furthermore, they speak of a cold that is possible to live in, ‘magic’ and ‘clean’ 
air, and beautiful lights in the night especially from the houses. Some of the 
tourists tell about positive surprises that were small details but that were important 
to them. Some Italians mentioned that they would like to come back to the 
destination. When asked again after the journey if they experienced something 
positive at the destination that they did not expect, a little more than one fifth of 
the Italians said ‘No surprises at all’ and just as many said ‘People & culture’. 
There was also a group with various answers that was indicated by almost 30%. 

Generally, the answers during the experience were more detailed, but also other 
differences appear. During the experience, many Italians speak of the activities, 
especially the dogs’ sledge as being a positive unexpected experience. But after 
the experience, in the questionnaire, only one person mentions any activity, 
namely the dogs’ sledge.  

The descriptions from during the experience of ‘tranquillity’ and ‘peace’ and with 
no stress, don’t appear in the after the experience questionnaire, as well as the 
more individual experiences described during the experience. One of the 
unexpected positive experiences counted for also after the experience is about the 
‘cold possible to live in’, which one of the main comments in the category 
‘Climate and geographically related surprises’ indicated by some of the Italians. 

Negative experiences 

When asked in the ‘during’ case if they had any disappointments during their stay, 
many of the Italians said that they did not have disappointments. Others mention 
too little time (at the destination or at different activities) and long transfers. Some 
thought that the extra costs were too high and one of the visited activities 
appeared as too commercial to some. Other comments referred to disappointments 
due to climate or geographically related expectations not being fulfilled, like lack 
of snow and no Northern light. When asked again after the experience if they 
were disappointed about something at the destination, more than half of them said 
‘No disappointments’, which is similar to in the ‘during’ case. All other categories 
were much smaller and covered the same themes as those mentioned in the 
interviews in the ‘during’ case.  
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Summary of experiences 

During the interviews the respondents were asked to summarize their experience 
so far at the destination. The Italians describe their journey as a positive 
experience in a different kind of cold in a beautiful nature with fun activities in a 
‘magic’ atmosphere. A lot of them mention that they would like to come back, but 
maybe in the summer to see other aspects of the nature. Those who had been to 
Sweden before, but then during summer time, expressed their surprise about how 
much the area changes depending on the season of the year. Many mention that 
they would really recommend the journey to others. They also comment on the 
peace and tranquillity and less traffic compared to their home environment. Some 
tourists mention that they missed the contact with the inhabitants. Another usual 
comment is that the time was too short. Those who experienced the Northern light 
talk about that as a great source of satisfaction.

When asked after the experience what they thought of their stay, almost four fifths 
of the Italians made positive comments, a lot of them similar to the remarks 
during the interviews at the destination. Negative aspects were mentioned by three 
persons, also these occurring already during the experience. About one fourth of 
the Italians made comments that were just neutral. These were also similar to the 
comments in the ‘during’ case. 

When asked after the experience if they were satisfied with their experience, all 
but one of the Italians answered yes. 

7.4.2 Comparison between British and Italian 

Expectations

For both nationalities most unfulfilled expectations lie within the largest category 
of expectations. For the British these expectations are related to climate and 
weather and for the Italians they are related to knowledge of the culture. A 
difference between the nationalities is that while the Italians perceive their 
expectations as being fulfilled ‘during’ as well as after the experience, the British 
claim after the experience that their expectations were at least totally fulfilled and 
in some cases exceeded, while about one fifth of them said that their expectations 
were only partly fulfilled during the experience. 

Reasons for taking the trip 

The only main reason for taking the trip, which was not fulfilled for both British 
and Italian is the category ‘Learn something, discover intellectually’. Several 
Italian indicate this category but also some British tourists.  
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Positive experiences 

About the unexpected positive experiences at the destination several of the British 
comments and categories are similar in the ‘during’ and ‘after’ cases. So are also 
some of the Italian comments. However, for both there are also some differences. 
For the British, the ‘during case’ showed that two of the positive experiences 
perceived were that they were able to handle the cold better than expected and 
nature phenomena like Northern light and sunshine. These were not mentioned in 
the ‘after case’. Many of the Italians spoke about having positive unexpected 
experiences at the destinations, but after the experience only one mentioned such 
experiences. The ‘tranquillity’ and ‘peace’ mentioned during the experience, for 
instance, were not mentioned at all after the experience. Both nationalities were 
more descriptive and detailed about their positive experiences at the interviews 
during the experiences, than in the questionnaire after. 

Negative experiences 

Both British and Italian seem to have quite similar disappointments mentioned in 
both ‘during’ and ‘after’ cases. For the British, some differences occur, the food 
being too expensive and not having seen the Northern light are disappointments 
mentioned ‘during’ but not ‘after’, and that it was not as cold as expected was 
mentioned at this question first after the experience (although it appeared at other 
questions at the interviews during the experience). 

Summary of experiences 

Concerning the summaries of their experiences both British and Italian show 
mostly similarities between the ‘during’ and the ‘after’ cases. 

7.4.3 Important factors to create value or quality 

British

To find out what factors were perceived by the respondents as creating value or 
quality in their experience of the trip, they were asked an open question both 
before the experience and after.  

When this question was posed ‘before’ the experience the largest group was the 
one about ‘Experiences & activities’. The second largest group was related to 
‘Facilities & food’ and the third one was related to service or quality in general 
terms; see Figure 7.4. When the same question was asked again after the 
experience half of the respondents mentioned ‘Service & staffs attitude’. There 
was also a large group of varying answers labelled ‘Others’. After that came 
‘Facilities & food’, ‘Experiences & activities’, ‘Climate or geographically related 
factors’, ‘Culture & people’ and ‘Organisation’; see Figure 7.15 



98

As we can see, some of the categories have switched places concerning their 
perceived importance for creating value and quality. The factor perceived as most 
important ’before’, concerning experiences and activities, has declined in 
importance to about half after the experience. The importance of the staff and 
their attitude seems to have more than doubled, while the category about 
‘Facilities & food’ stayed at about the same perceived importance. Climate or 
geographically related factors, and organisation were not mentioned at all by the 
British before the trip, but were ‘after’ perceived as being important to one forth 
of the respondents. 

In the ‘before’ and ‘after’ cases, the respondents were given a list of ten 
dimensions for creating quality, and also the alternative ‘Other’. From this list 
each respondent should choose the three perceived as most important to create 
quality in his/hers experience. When asked ‘before’, the largest group among the 
British was ‘Tangibles’, and the second largest was ‘Reliability’. In the ‘after’ 
case the groups were, ‘Responsiveness’, ‘Courtesy’, ‘Competence’, 
‘Communication’ and ‘Security’. None mentioned ‘Access’. See Figure 7.5. 

When asked ‘during’ if the three dimensions were treated well at the destination a 
large majority answered ‘yes’, the rest said ‘partly’. The dimensions that the 
respondents thought were treated poorly or needed to be improved were 
‘Tangibles’ and ‘Communication’. When the respondents were asked if they had 
changed their mind about which dimensions were the most important, a large 
majority kept the same and two changed one or more dimensions. Worth noticing 
is that the two people changed other dimensions into ‘Communication’. Some 
people did not want to change their choice of dimensions, but added some that 
they thought were as important, or almost as important, as the ones that they had 
chosen. The only dimension that was added in this way by the British was 
‘Communication’, which was added by two persons. This means that all together 
almost 30% of the British added or changed to ‘Communication’ during their 
experience.  

When asked after the experience to choose the three most important dimensions 
from the list, ‘Reliability’ became the most commonly chosen alternative - 
indicated by three fourth of the British - followed by ‘Tangibles’, ‘Courtesy’ and 
‘Competence’. This means that ‘Reliability’ has gained in importance from before 
the experience from being indicated by 55% to 75%. ‘Courtesy’ has also gained in 
importance, as well as ‘Competence’. ‘Tangibles’ though, lost slightly in 
importance as well as ‘Responsiveness’ and ‘Security’. ‘Communication’ that was 
perceived as important by 30% before the experience, and was changed to or 
added by another nearly 30% of the British during the experience, still lost in 
importance after the experience from the 30% before the experience to nearly half 
after the experience. 

When being asked after the experience what could have been done better at the 
destination the outstanding largest category was ‘Facilities & food’. The second 
largest group consisted of those not having any remarks or people simply saying 
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that nothing could be done better. The third largest group included comments on 
‘Communication & Information’. 

Italian

When being confronted ‘before’ with the open question what factors were 
important to create value or quality in the overall experience of the trip, the 
answers of the Italians were quite diverse. The largest group was ‘Culture & 
meetings’. The second place was shared by ‘Places, nature & looks’ and ‘Other 
aspects of service quality’, which included factors similar to the ten dimensions 
that they were asked to choose from in the ‘closed’ question, for example 
comprehension, security and competence, but was quite diverse within the group. 
Asked the same question again ‘after’ a large group called ‘Others’ was obtained 
with several different comments. Just as in the ‘before’ case it included a lot of 
answers that referred to the dimensions given in the similar closed question, 
examples are ‘Competence’, ‘Courtesy’, ‘Reliability’, ‘Responsiveness’ and 
‘Security’. The second largest group was ‘Culture & people’ and after that came 
‘Nature/scenery/landscapes’, ‘The guide’ and ‘Organisation’. It seems that, apart 
from the group ‘Other’, the most common category after the experience is still 
those related to culture, like before the experience, and after that the category 
related to nature, also similar to before the experience. 

In both the ‘before’ and the ‘after’ cases the open question was posed previous to 
the question with fixed alternatives to try not to influence the answers to the open 
question with the fixed alternatives. Notable is that still the answers remind a lot 
about the fixed answers, even in the ‘before’ case. In the ‘before’ case the 
respondents more frequently use other words to describe the same thing, for 
example ‘Comprehension’ instead of ‘Understanding the customer’ or ‘Ability to 
deliver the promised service’ instead of ‘Reliability’. In the ‘before’ case all of the 
ten dimensions that were given as alternatives to the following ‘closed’ question, 
were mentioned either under the same expression or using other words 
(‘Tangibles’ was mentioned as some of its aspects, like cleanliness for example), 
by at least one respondent, sometimes up to three respondents indicating the same. 
A few factors that are not counted for in the ‘closed’ question also came up in the 
‘before’ case, the only one of these that came up more than once is 
‘Functionality’, which was mentioned by three persons. In the ‘after’ case, the 
number of factors mentioned as answers from the ‘closed’ question to the ‘open’ 
question are less. Here only six of these factors are mentioned, namely ‘Courtesy’ 
(six persons), ‘Competence’ (five persons), ‘Security’ (four persons), ‘Reliability’ 
(three persons), ‘Responsiveness’ (one person) and ‘Credibility’ (one person). 
‘Tangibles’ wasn’t explicitly mentioned, but cleanliness and order were 
mentioned. Notable here – after the experience – is also that several of the Italians 
refer to the ‘closed’ question when answering the open. Something they didn’t 
when answering the same question before the experience. 

When asked ‘before’ to choose the three most important dimensions to create 
quality, among a range of alternatives, the largest groups were ‘Reliability’ and 
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‘Competence’. After that came ‘Responsiveness’, ‘Tangibles’, ‘Courtesy’, 
‘Credibility’, ‘Communication’ and ‘Security’. See Figure 7.5. 

Asked during the experience if the three chosen dimensions were treated well at 
the destination all but two of the Italians thought so and two said partly. The two 
that indicated ‘partly’ were unsatisfied with ‘Communication’. When asked 
‘during’ if they had changed their mind about the most important dimensions to 
create quality in their experience, all but three of the Italians wanted to keep the 
same. Two changed to ‘Access’ and said that they wanted to have better access to 
the service information. Some of the Italians wanted to add some dimension that 
was equally or almost as important to them as the chosen ones. Among these 
dimensions were ‘Communication’, which was added by three, and ‘Contact with 
local people’, which was added by two persons, in spite of the fact that it was not 
one of the pre-printed alternatives in the ‘before’ questionnaire. When asked again 
‘after’ to choose the three dimensions from the list that were the most important to 
create quality, ‘Reliability’ was the most important followed by ‘Competence’ 
and ‘Credibility’. See Figure 7.15. 

As we can see, ‘Reliability’ has gained somewhat in importance compared to the 
‘before’ case. ‘Competence’ is still indicated by the same number of respondents, 
while ‘Credibility’ has gained somewhat in importance. Dimensions that are 
notably less perceived as important after the experience than before, are 
‘Responsiveness’ and ‘Tangibles’. ‘Communication’ is perceived as about as 
important as before the trip, even though three persons said at the interviews 
during the experience that they would like to add it. 

As the Italians were asked after the experience what could have been done better 
at the destination their answers varied quite a lot. Five categories received 
comments from about one tenth of the respondents each, namely ‘Communication 
& information’, ‘Closer to nature or local people’, ‘More activities & meeting 
points’, ‘Transports, distances’ and ‘Specific activities’. However, almost 40% 
said that nothing could be done better. 

7.4.4 Comparison between British and Italian 

In the ‘open’ question about factors, which were important to create value or 
quality in the overall experience of the trip, a lot of answers of the Italians are 
very similar to the given alternatives mentioned in question with ‘closed’ 
alternatives in both the ‘before’ and ‘after’ cases, the answers of the British are 
not. Except for the category ‘Other’, which includes a lot of such factors, the other 
categories of the Italians remain similar between ‘before’ and ‘after’, while the 
British categories change more. The category related to experiences and activities 
went down to almost half, while the category about staff and their attitude more 
than doubled itself from ‘before’ to ‘after’. 
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When the respondents were asked to choose the three most important dimensions 
to create quality in his/hers experience among a range of alternatives, the 
difference between the answers ‘before’ and ‘after’ of the British and the Italians 
differ somewhat. ‘Courtesy’ gains importance only among the British. 
‘Competence’ also gained in importance among the British, but was still 
mentioned by fewer than among the Italians. ‘Security’ declined among the 
British, while remaining about the same as before the experience among the 
Italians. ‘Communication’ decreases among the British and stays about the same 
among the Italians, in spite of being most added or changed to by both 
nationalities during the experience. ‘Credibility’ gains importance among the 
Italians, but loses the few percentages it had before the experience among the 
British. However, there are also similarities between the nationalities. ‘Reliability’ 
gained in importance for both nationalities and was the most chosen dimension 
after the experience for both, even though the growth was larger among the 
British. ‘Tangibles’ instead loses in importance for both nationalities, but more 
from the Italians, and ‘Responsiveness’ decreases a lot within both nationalities. 
See Table 7.1. 

Table 7.1  The percentage of respondents from each nationality indicating the 
different dimensions, most important to create quality of the overall 
experience ‘before’ and ‘after’. Each respondent could indicate three 
dimensions.

British ‘before’ British ‘after’ Italian ‘before’ Italian ‘after’ 

Tangibles 65% 58.5% 33.5% 19% 

Reliability 55% 75% 57.5% 65,5% 

Responsiveness 45% 25% 42.5% 19% 

Competence 30% 41.5% 57.5% 57.5% 

Courtesy 35% 50% 27.5% 23% 

Credibility 10% 0% 24% 34.5% 

Security 25% 16.5% 21% 19% 

Access 0% 0% 0% 7.5% 

Communication 30% 16.5% 24% 23% 

Understanding 

the customer 
5% 16.5% 12% 19% 

Other 0% 0% 0% 0% 
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Chapter 8  Conclusions and 
Reflections

In this chapter the findings in the three case studies are compared to earlier 
results, and conclusions from the research are presented. Furthermore, 
reflections regarding reliability and validity of the study are presented and as well 
as suggestions for further research. 

8.1 Conclusions and Discussions

To be able to describe the investigated groups, it was also desirable to find out 
about their motivations for taking a trip and why they chose to visit the region of 
Northern Sweden. 

When designing the questionnaire in the ‘before’ case, one of the questions was 
inspired by Beach and Ragheb’s Leisure Motivation scale (Beach & Ragheb, 
1983), which describes different types of motivations for going on a holiday. 
When the respondents were asked before the experience, which was the main 
reason for taking the trip, the British answers vary quite much, but the most 
indicated alternative was ‘Rest and relaxation’ and after that ‘Learn something, 
discover intellectually’. During the experience, the respondents were asked if they 
were able to do what they had indicated as the main reason for taking the trip. Of 
the British, all but one said ‘yes’ and one said ‘partly’. The woman who said 
partly said that she didn’t think she had learned enough to be able to say that her 
reason - ‘Learn something, discover intellectually’ was fulfilled completely.  

The answers of the Italians to the same question were quite specific. Many of 
them indicate that they went on the trip to ‘Learn something, discover 
intellectually’. When interviewed during the experience, 77% of the Italians say 
that they had been able to do what they had indicated as the main reason for 
taking the trip and 23% said ‘partly’. Those, who said ‘partly’ were people that 
had indicated ‘Learn something and discover intellectually’ and one that had 
indicated ‘get to know a country different from mine’. Most of them said that they 
were not completely satisfied because they had not been able to enter into the 
culture or had not got contact with the local people. Some of them remark that 
there was not enough time. One person said that he wasn’t able to ‘Learn 
something and discover intellectually’ due to lack of information in English. 
Obviously the main reason for taking the trip among the Italians - ‘Learn 
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something and discover intellectually’ - was also the one that most of them said 
that they had not got fulfilled 

These results can be seen in the light of the ‘push’ and ‘pull’ theory (Dann, 1981) 
were the factors above, ‘Rest and relaxation’ for the British and ‘Learn something, 
discover intellectually’, were the main motivational ‘push’ factors for the tourists 
to leave the home environment. When considering the ‘pull’ factors of the 
destinations, these appeared when the respondents were asked about the reason for 
their choice of destination. The British were really united as a group. As much as 
75% of the respondents answered that the reason they went to the North of 
Sweden was to see and visit the Icehotel, which seemed to appeal them as a 
different and exotic destination. Among the Italians, the reasons to go to this 
region vary. The two largest groups, which received 24% each, were ‘See 
something different or unknown’ and ‘Other’. Among the category ‘Other’ the 
answers vary, but some of them include wishes to get a taste of the winter.

Considering the theory of Dunn Ross & Iso-Ahola (1991), that the basic 
motivational dimensions are to ‘seek’ and ‘escape’, no obvious escape reasons 
appeared in the study in this thesis, except for the fact that some of the Italians 
mentioned at different time points that their home environment had a quite hectic 
lifestyle with stress and a lot of traffic, and that they appreciated the calmness, 
peace and less traffic that they found in Northern Sweden. The ‘seek’ for the 
Italians could be what they referred to as ‘untouched nature’, which was one of 
the expectations for them before the experience. Also both nationalities seem to 
have been seeking something different from their home environment, something 
new or a change. Even if this difference seem to have been mainly physical, with 
new activities and a different environment, for the British, and mainly intellectual 
for the Italians, seeking to experience another culture and reality, but with some 
physical features, like getting in touch with a new type of nature and different 
experiences.  

Both the British and the Italian, travelling to slightly different destinations, have 
some general expectations and sources of satisfaction or dissatisfactions in 
common. Both valued the experience of snow, cold and Northern light, which 
seem like typical reasons to go on a winter holiday to Northern Sweden. This has 
similarities to a discussion by Kozak (2002), who studied German and British 
tourists visiting Mallorca and Turkey, and found ‘sea and beaches’ being an 
important reason to participate in summer tourism activities. Kozak (2002) also 
concludes that good weather is crucial to satisfy tourists. This can also be seen in 
the prevailing study. Lack of snow and too high temperatures (also reducing the 
chances to see Northern light) are among the mentioned disappointments. 

When studying the different dimensions of service quality over time – ‘before’, 
‘during’ and ‘after’ the experience – one of the most apparent results is that after 
the experience, when having reflected upon their stay and what was most 
important for creating quality, both the British and the Italians indicate that 
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‘Reliability’ is the number one factor. This is in line with previous findings from 
researchers; see, for instance, Zeithaml et al. (19999) and Table 2.3 

Something that also appears in the case studies in this thesis is that the dimension 
‘Communication’ is experienced as being quite important at the destination, even 
if the respondents in the ‘after’ case do not seem to remember it. Also other 
dimensions among the ten included in the investigation seem to have had quite an 
impact on the perceived quality. ‘Credibility’, for instance, was fairly important to 
the Italians, ‘Courtesy’ was valued quite highly among the British tourists and 
‘Competence’ was important to both nationalities. This supports, according to the 
author of the thesis, that the choice to use all ten dimensions and not group them 
together as in the revised SERVQUAL versions (Section 2.2.3) was wise. 

Atilgan et al. (2003) conclude after having studied German and Russian tourists’ 
evaluations of service quality dimensions that different cultural groups can have 
differences in their expectations and perceptions of service quality dimensions, 
and that national differences is worth considering for tourism managers in 
providing satisfactory service to their customers. Weiermair (2000) also claims 
that cultural norms have an impact on expectations and perceptions of services. 
These statements are in line with some of the findings in this case study, since 
some of the service quality dimensions have got different importance between the 
two nationalities, both ‘before’, ‘during’ and ‘after’ the experience, although they 
also agree on some dimensions. 

When designing the study, a question if the respondent was disappointed about 
something at the destination was posed in both the ‘during’ and ‘after’ cases. The 
respondents also were asked if they experienced any unexpected positive surprises 
at the destination. The aim was to capture possible unfulfilled ‘basic needs’ and 
also ‘excitement needs’, that would give attractive value to the customer; see the 
Kano model in Section 2.2.2. When disappointments occur considering things that 
the respondents had not indicated as expectations, these can be unfulfilled basic 
needs. Findings here are, for example, that some of the British were disappointed 
about the facilities available during the night spent in the Icehotel, like that there 
was not a warm area were they could relax, or that they did not have the 
possibility to dry clothes. An Italian example could be the disappointment that the 
transfers were too long, especially considering the short stay. These could be 
unfulfilled basic needs, creating disappointment.  

Examples of positive surprises among the British are the overwhelming 
impression of the Icehotel itself, with more details than expected, and that they 
were able to manage the cold very well, especially with the clothing provided by 
the Icehotel. The Italians mentioned also the type of cold as being a positive 
surprise and many mentioned the dogs’ sledge activity at this question. Also small 
details that made the stay special to the individuals were positive surprises that 
could be regarded as unconscious needs creating attractive value, like the man 
who noticed the cars being linked to small boxes with a cable. 
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When trying to find out what caused the unfulfilled expectations and the 
dissatisfaction that occasionally occurs during this study one can take help from 
the Gap model by Zeithaml et al. (1990), see Section 2.2.3. For example, some 
British tourists experienced that the food was too expensive. This could be 
referred to Gap 1, when there is a gap between the customers’ expectations and 
the company’s perceptions of those expectations. Maybe the customers would 
appreciate simpler, less exclusive alternatives to a lower price. Some of the 
museums that were visited by the Italians did not have information on English, 
which was a major disappointment to some of them. This could be an example of 
either a Gap 1 or a Gap 2, where there is a gap between the company’s perception 
of customer expectations and the service quality specifications. Another possible 
Gap 2 situation is when a couple visiting Icehotel had to spend the day apart 
during some activities because they were put in different groups during some 
activities. This could also be a Gap 3, when the gap occurs between the service 
quality specifications and service delivery. Some of the Italians were dissatisfied 
with the visit to the Santa Claus in Finland. They thought that it was too 
commercial and artificial and too much about money. Maybe the expectations 
were set too far from reality and if this was due to the external communication 
before the visit, this can be a typical Gap 4 case where the gap lies between the 
service delivery and external communications to customers about the service 
delivery. Obviously, if there are unfulfilled expectations, there are cases of Gap 5, 
differences between customers’ expectations and the perceived service, meaning 
that somewhere in the service delivery system there is a gap. 

8.2 Reliability and Validity 

The concepts of reliability and validity were discussed from a theoretical 
perspective in Section 3.7. Here the discussion focuses on things that happened 
during the multiple-case study and their influence on the reliability and validity of 
the results obtained. 

In the performed multiple-case study the main unit of analysis were the tourists, 
with their expectations and needs as subunits of analysis. In the multiple-case 
study, consisting of three different cases performed at three different time points, 
‘before’, ‘during’ and ‘after’ the tourists’ experiences at the destination, the 
chosen data collection methods were questionnaires before and after the visit and 
interviews during the experience.  

Reliability 

It is always difficult to repeat a study under exactly the same conditions as 
another. In particular that holds for case studies when the aim is to understand 
phenomena and the analyst’s epidemiology more or less colours the 
interpretations. The author’s background is indicated in Section 3.1 to enable for 
the reader to be aware of the author’s background and understand performed 
choices. Furthermore, the second case study ‘during’ with locations, atmosphere 
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and different episodes that happened ‘during’ the case are described as well as 
possible in Chapter 6.

The interviews in the ‘during’ case were taped, with permission from the 
respondents, to make sure that the answers would be recorded correctly and 
completely. Since some respondents answered through nodding their head and 
other gestures, notes were also made during all interviews. Each interview was 
made according to an interview guide. All the interviews were later written down 
by the assistant, who was present during the interviews. In this way the reliability 
should be affected positively. 

The first three interviews in Italian, before finding a competent translator, had to 
be performed with the help of the tourists’ guide. This might have affected both 
the reliability and validity negatively, since her presence might have influenced 
the respondents as she was employed by the tour operator. She also tried to hurry 
up the interviews so that the time of the tourists would not be wasted answering 
questions. Also, the questions she asked were not word-by-word the same as those 
that were posed, according to the translation made later. Their answers are shorter 
than the ones from most other Italian respondents. These interviews were taped, 
but the guides’ questions may differ from the formulated written questions. 

Validity 

The Italians were not possible to reach with the ‘before’ questionnaire before they 
left home, since the tour operator did not want to hand out their addresses or 
phone numbers. Instead, they answered the questionnaires mostly during 
transport, either at the plane or bus, and in a few cases as soon as possible after 
the arrival at the destination. Most of the British answered the questionnaire at 
home before departure, in one or two cases they answered it during the transport. 
This might affect the validity negatively. 

After having understood the necessity of questionnaires on Italian during the visit 
of the first group of tourists that participated in the study in December 2003, both 
questionnaires were translated. The first group that had not received 
questionnaires in their own language during case ‘before’ received help from their 
guide to understand the questions. And after that all questions during all cases 
were posed on Italian to the Italian tourists and the responses were translated back 
to either English or Swedish (one of the translators was more fluent in Swedish 
and the other in English). All respondents had the possibility to receive all 
questions on the language of their residual country, this strengthens the validity. 
On the other hand both validity and reliability might have been affected 
negatively by the translations of both questions and answers back and forth 
between Italian, English and sometimes Swedish. 

A few more Italians answered the ‘before’ questionnaire than were interviewed 
during their experience. This is due to the fact that more questionnaires were 
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distributed in case there would be time to interview additional persons. However, 
there was only time to interview three groups each evening.

The only non-response in the ‘before’ case was that some of the Italian 
respondents misunderstood that they were supposed to compile one questionnaire 
each, instead four tourism parties only let one person in the group fill in the 
questionnaire. This influenced also the ‘during’ part since these persons could not 
be questioned about their answers to the ‘before’ part, only answer questions 
about positive surprises, disappointments and summary of their experience.  

An assistant has been a support during all the interviews in the ‘during’ case, she 
also took notes. The aim was to give better possibility to make observations of the 
interview, since two persons see more than one. It also facilitated observations of 
the settings of experiences at the destination, including the hotels and the 
atmosphere around, like the winter market in Jokkmokk, to create a better 
understanding of the experience of the tourists. These multiple sources of 
evidence should affect the validity positively. 

All respondents were informed before the interview that the study was conducted 
completely separate from both the tour operator and the tourism companies 
involved in the trip, and that their names would not be identifiable in the thesis or 
otherwise in the results. This should affect the validity positively. 

Concerning the British, two tourism parties (one couple and one family) never 
appeared at the decided meeting point to perform the interviews. The couple 
wrote an e-mail afterwards, explaining that they had to take an earlier bus to the 
airport and therefore missed the interview. This couple answered the ‘after’ 
questionnaire. But the family just vanished. The ‘after’ questionnaire was not 
answered by one Italian couple and one Italian woman, who travelled with her 
husband and who did not answer ‘before’ or ‘during’ either. Furthermore, two 
British couples did not answer ‘after’ Most of the respondents answered without 
any reminder, either through regular mail, e-mail or facsimile.  

Since this type of data collection with investigating the units of analysis over time 
is used, and the cases ‘during’ and ‘after’ often show similar results, even if the 
‘during’ part giving more details, this in itself contributes to strengthen the 
validity. 

Something that is particular in this multiple-case study is also that the respondents 
are investigated at different time points, which can have the effect that they get 
more aware and conscious about how they act and what is important and not 
during the experience. This might affect the validity negatively if the respondents 
behaved differently, or made other choices because they took part in a study. On 
the other hand it might affect the validity positively if it only made the 
respondents more aware of their behaviour and their choices and preferences. 
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The destinations Icehotel in Jukkasjärvi and Haparanda and Jokkmokk are partly 
different types of destinations, since the Icehotel is an attraction in itself. This 
means that differences between the British and the Italian can not automatically be 
taken for differences in culture or due to different nationalities, but could also be 
due to different persons choosing to go to different types of destinations. This 
affects the validity of the results concerning the differences between the 
nationalities. 

8.3. Answers to the Research Questions 

How can needs and expectations of inbound tourists visiting 

peripheral areas be characterized?

To answer this question, as well as the following two, a multiple-case study was 
conducted in the peripheral area Norrbotten in Northern Sweden. 

As pictured in Chapter 7 there were similarities in needs and expectations within 
the British and also within the Italian group. Some of these features could also be 
found between the groups. However, there were also some differences. The main 
reasons that the British went on the trip was to ‘rest and relax’ or to ‘learn 
something, discover intellectually’. For the Italians the answers were more united. 
The vast majority went on the trip to ‘learn something, discover intellectually’. 

Considering the expectations before the experience, many of the answers by the 
tourists at open ended questions seem specific for tourism, like weather and 
climate related expectations, which was a category especially much referred to by 
the British tourists. Other common expectations among the British were 
expectations concerning the atmosphere and environment and regarding activities 
and experiences. The Italians had generally two main expectations that occurred 
more in this group than any other expectations. These were expectations 
concerning culture and people and expectations regarding nature, scenery and 
landscape. 

At the destination and also after the experience, attempts were made to find 
unspoken needs, both basic needs through asking if the tourists had been 
disappointed about something, and excitement needs through asking about if they 
had experienced positive surprises. The results obtained during the experience 
were full of details about both positive surprises and disappointments or negative 
surprises. Both ‘during’ and ‘after’ cases showed that many were positively 
surprised over how things were ‘greater’, ‘better’, ‘more beautiful’ than expected. 
This seems as not being surprises, but rather being exceeding needs that the 
tourists were already aware of. 
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How do inbound tourists in peripheral areas perceive their 

experience? 

According to the multiple-case study most of the expectations had by the tourists 
were fulfilled. The expectations of the British generally seem to be fulfilled or 
exceeded. Among the Italians the greatest source of non-satisfaction was not 
being able to get enough in contact with the local culture, while expectations
related to nature and landscape were fulfilled. Both nationalities generally seem to 
be satisfied with their experiences. Most of the dimensions stated as important 
before the experience were also perceived as being fulfilled. 

What factors are perceived as important service quality factors by 

inbound tourists visiting a peripheral area? 

This question was answered through asking both before and after the experience 
which factors or dimensions were important to create quality for the tourists. Both 
open ended and ‘closed’ questions were posed.  

It turned out that the answers to the open ended questions were generally very 
diversed. When asked after the experience, the British mentioned ‘Service & 
staffs attitude’ as being important, as well as ‘Facilities & food’ and ‘Experiences 
& activities’. The Italian answers to this question varied more than the British, but 
one quite important quality factor was ‘culture/people’, often referring to a wish 
to get in contact with local people and culture. 

The ‘closed’ question showed that ‘reliability’ was the most important factor to 
both the British and Italian tourists after the experience. Most wanted to keep the 
same quality dimensions as important when asked at the destination, but the 
results show some differences between the results obtained before and after the 
experience concerning which factors where the three most important service 
quality dimensions to the tourists. Apart from ‘reliability’, ranked as number one 
by both nationalities, some of the other quality factors are differing very much in 
importance between the two groups. 

8.4. Some Experiences from the Performed Study  

The conducted multiple-case study with the three cases that studied the tourists at 
different points in time resulted in both pleasant and some less desirable 
experiences. This concerns both the carrying-through of the study and the results 
that could be obtained.

Considering the carrying-through, the most difficult part to conduct is the ‘before’ 
the experience part if one wants to question the respondents before the departure. 
Often many tourism companies are involved in the process. One company 
offering the experience, another company packaging experiences, lodging etc., a 
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third company is involved in marketing and selling the destination towards 
another travel company that adds transports to the package and in turn offer it to 
the travel agency that finally addresses the tourists. Different versions of this 
‘customer supply chain’ often make it almost impossible to interact with the 
tourists before leaving home. Sometimes, quite often according to the authors 
experience, only the last company, closest to the tourist, has the contact 
information necessary to establish contact with the future guest. And they are not 
always willing to share this information. This obstacle is probably bigger when 
investigating inbound tourists, than if one would have studied for example internal 
tourism. As a result of these problems the tourists are sometimes very difficult to 
get in contact with before leaving home. 

If the tourists instead are studied while travelling there will always be more or less 
time pressure since people questioned during their holiday can not be expected to 
offer too much of their time, especially not during trips short in time, like many in 
this case, over a week-end. On the other hand, the tourists showed a large portion 
of patience during this study - none of the respondents complained. Though some 
obviously choose not to appear for their interview, and some other few did not 
answer the last questionnaire. 

An advantage with the performed study is that the questioning is split up. In that 
way the tourists did not have to spend too much time at each occasion. This is 
especially important when asking people questions during their limited time at the 
destination. Generally the tourists were very friendly, not minding the 
inconvenience of spending 20 minutes of their holiday talking to us, but the 
hosting tourism companies had been very clear about that the interviews must be 
as short as possible and off course during a convenient time for the tourists. None 
of the respondents seemed to mind at all about handing out their address to us 
after the interviews, so that we could send the questionnaire to them after the 
homecoming. 

An obstacle that had to be removed, since we were dealing with inbound tourism, 
was the language problem. It is strongly recommended to find out in advance 
exactly how good language skills the respondents have in the languages spoken by 
the persons conducting the study. It can take time to translate questionnaires and 
find interpreters.  

Also concerning the obtained results the chosen methodology has both strengths 
and weaknesses. Since the tourists contribute with information three times, and 
each time a limited number of questions can be posed, all questions can not be 
asked at all three points in time. Of course this limits also the comparisons 
between the three cases. Another shortage with the study is that although 
differences can be seen between the cases, one can not know for certain what 
initiated these changes. For example a person that changes from indicating 
‘courtesy’ as being important to create quality, to after the experience indicating 
‘competence’. It is almost impossible to know for sure if this is due to, for 
example, experiencing courtesy anyway at the destination and instead 
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experiencing lack of competence, or if he/she has been impressed by the good 
competence and therefore wanting to tell how important that was for the 
experience or if the person simply has thought through what really is most 
important to him/her. The advantage with the three parts, is the opportunity of 
having several chances to catch desired information, and especially the cases 
‘during’ and ‘after’ the experience have been complementing each other. 

8.5 Some Perspectives on the Findings  

The results presented in this thesis may hopefully contribute in various ways to 
different interests. 

For tourism entrepreneurs, as well as all other service providers, it is very 
important to understand that there are different categories of customer needs and 
expectations and to identify these as well as possible. In that way, it is possible to 
create an experience that ‘fulfils, or preferably exceeds, the needs and expec-
tations of the customer’ in order to obtain customers who, back home, talk very 
positively about their experience to friends and colleagues. Today, this type of 
marketing, often called ‘storytelling’, becomes more and more important, not the 
least due to the technical development.  

To succeed here the identification of potential cultural differences in customer 
expectations is also important. Related to this is also the knowledge that tourists 
from foreign countries, in general, are not only coming to visit just ‘my company 
and the experience we offer’ but a ‘package’ of experiences. Therefore, the 
structure of networks between companies and between companies and local 
people are important to understand. 

For example, a lot of Italians had expectations related to the local culture, but 
since they did not manage to get in touch with the people and their culture and 
traditions, several of them left the region with different levels of dissatisfaction.

The tourism entrepreneur can also learn that the expectations and needs of tourists 
can vary between different cultures and nationalities. This stresses the importance 
of getting to know ones customers and adapting to their needs and setting the right 
type and level of service.

The tourism area or experience area, in some cases a municipality, can learn about 
the findings as well since a destination can span over the boarders of the 
companies, and needs resources from outside the company to adapt to the 
demands of tourists.  

The contribution to the existing tourism theory is above all the study of tourists’ 
expectations and needs, and importance of quality factors, made at different points 
in time and the comparison between them. 
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However, the most important issue is to continuously try to learn from the 
tourists’ experiences in order to create even better products and experiences the 
next time. To continuously try to understand tourists needs and expectations it is 
important to learn from the earlier tourists’ experiences. For that reason, the 
importance of suitable customer evaluations can not be overemphasized.

8.6 Suggestions for Further Research 

As often the case is when learning about a subject, more interesting aspects or 
phenomena to study appear while gathering knowledge. Especially, since the 
framework of a study also makes clear what areas are not able to be studied. In 
this case, a number of interesting aspects appeared.  

First of all, it would be interesting to repeat the study with tourists from other 
cultures and nations, to be able to look at the influence of culture. It would also be 
interesting to look into how the different parts of the GAP-model interact in this 
type of environment (tourist destinations in peripheral regions), for example to 
look at how expectations are built up or how the services are designed at the 
destination.

It would also be very interesting to study the importance of earlier tourism 
experiences for the expectations, especially on service quality. Another tempting 
study to perform would be to investigate how tourists affect each others 
experience at the destination, since they can both improve and disturb each others 
stay.
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Hej!           Luleå den 19 mars 2002 

Vi är två forskarstuderande vid Luleå tekniska universitet som kommer att forska 
inom turismområdet. Vi tillhör Forskarskola Östra Norrbotten som är knuten till de 
fyra kommunerna Haparanda, Kalix, Överkalix och Övertorneå. Ett av målen med 
forskarskolan är att anpassa utbildningar och forskning efter regionens behov. Inom 
forskarskolan finns en grupp med inriktning mot turism. I denna grupp ingår 
förutom vi även professor Bengt Klefsjö och ekonomie doktor Håkan Ylinenpää. 
Ambitionen med vår forskning är bland annat att på sikt skapa bättre förutsättningar 
för turism inom regionen.  

Vår forskning inleds med den här enkäten där syftet är att kartlägga och inventera 
befintliga turismföretag i Östra Norrbotten. Syftet med enkäten är att bilda oss en 
uppfattning om nuläget och vilka möjligheter som finns till samverkan och 
kvalitetsutveckling.

Valet av turismföretag baserar sig i huvudsak på den information som finns på 
respektive kommuns hemsida. 

Det är av stor betydelse att Du tar Dig tid att besvara enkäten. Om vi inte fått din 
ifyllda enkät innan den 4 april 2002 kommer vi att ringa upp dig och be dig att 
besvara enkäten muntligt. Resultatet av enkäten kommer intresserade att kunna ta 
del av på Högskoleförbundet Östra Norrbottens hemsida (www.hfon.org). Inga 
enskilda svar kommer att kunna utläsas ur resultatredovisningen eftersom den 
bygger på sammanställningar av samtliga svar. Att vi ändå ber er att ange namn och 
telefonnummer beror framförallt på att vi vill kunna kontakta er om vi skulle 
behöva fråga någonting i samband med sammanställningen av enkäten.  

Ett stort tack för Din medverkan. 

Kontakta oss gärna om du har frågor kring enkäten eller vår forskning! 

Ossi Pesämaa, Doktorand  Anna-Karin Kvist, Doktorand 
Telefon: 0920 – 49 30 57   Telefon: 0920 – 49 29 35 
E-Post: Ossi.Pesaemaa@ies.luth.se  E-Post: Anna-Karin.Kvist@ies.luth.se 

Håkan Ylinenpää, Ekonomie doktor Bengt Klefsjö, Professor 
Telefon: 0920 – 49 12 10  Telefon: 0920-49 11 23 
E-post: Hakan.Ylinenpaa@ies.luth.se E-post: Bengt.Klefsjo@ies.luth.se 
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Instruktioner
Läs nedanstående innan du börjar fylla i enkäten! 

När vi i enkäten nämner begreppet Östra Norrbotten så avser vi de kommuner som är
knutna till Forskarskola Östra Norrbotten, det vill säga Haparanda, Kalix, Överkalix och 
Övertorneå.

Med begreppet turism menar vi här Turistdelegationens definition med följande innehåll: 
”Turism omfattar människors aktiviteter när de reser till och vistas på platser utanför sin
vanliga omgivning för kortare tid än ett år för fritid, affärer eller andra syften.”
(Turismens begreppsnyckel, Turistdelegationen, 1995) 

Nedan följer två exempel på hur frågorna kan se ut och förslag på hur man kan svara, och 
dessutom en del förklaringar som skall underlätta ifyllandet av enkäten: 

Hur ställer sig företaget till att samarbeta med Universitetet?
Mycket negativ    _    _    _    X    _    Mycket positiv Vet ej   _ 

Du svarar på ovanstående fråga genom att markera med ett kryss, ovanför ett streck, var 
på skalan mellan mycket negativ och mycket positiv du befinner dig. 

Var tror ni att de flesta av era kunder finns? (Endast ett alternativ)
 _   Östra Norrbotten 
X   Sverige (ej östra Norrbotten)
_   Norra Finland

Du svarar på ovanstående fråga genom att markera med ett kryss på strecket framför det 
alternativ du valt. 

I enkäten finns det frågor där du har möjlighet att kryssa för ”annat”. Om du markerar
”annat” utveckla då ditt svar på raden eller på enkätens baksida.

Det finns också frågor där svarsalternativet är ”Nej” eller ”Ja”. Om du väljer ”Ja” så 
svara på följdfrågan, ”Om ja, vilken?”. Även här kan du utveckla ditt svar på raden eller 
på enkätens baksida. 

När du har besvarat enkäten så skickar du in den i bifogat svarskuvert eller faxar in
den till oss. Faxnummer: 0920-49 21 60 

- 2 (5) - 



Appendix I 

Enkät om turism i Östra Norrbotten 
Namn:……………………………………………...Telefon:……………………………...
Företagsnamn: ……………………………………Antal anställda: ……….…………...

1. Vilka kompetenser som har betydelse för företagets konkurrenskraft har ni 
tillgång till inom företaget? Till exempel matlagning, fiskeguide, kunskaper i tyska 
och busskörkort. 

………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………

2. Hur ställer sig företaget till att hyra/låna ut kompetens till andra företag i 
regionen?
    Mycket negativt    _    _    _    _    _    Mycket positivt Vet ej   _ 

3. Hur ställer sig företaget till att ta in extern kompetens?
    Mycket negativt    _    _    _    _    _    Mycket positivt Vet ej   _ 

4. Från vilket område upplever ni att det finns starkast konkurrens om kunderna? 
Ange endast ett alternativ. 
    _   Östra Norrbotten 
    _   Norrbotten (ej östra) 
    _   Sverige (ej Norrbotten) 
    _   Norra Finland 
    _   Övriga Norden (ej Sverige och norra Finland) 
    _   Övriga Europa (ej Norden) 
    _   Övriga länder (ej Europa)
    _   Vet ej 

5. Har ni en leverantör (gäller både tjänster och varor) som är direkt avgörande 
för företagets överlevnad?

_ Nej   _Ja Om ja, vilken? ………………………………………………... 
………………………………………………………………………………………………

6. Saknar ni någon leverantör? 
      _ Nej   _Ja Om ja, vilken? ………………………………………………...

………………………………………………………………………………………………

7. Samarbetar ni med något annat företag inom turismbranschen i dagsläget? 
_ Nej   _Ja Om ja, vilket företag och vilken typ av samarbete?

………………………………………………………………………………………………
………………………………………………………………………………………………

8. Hur tror ni att företaget uppfattas bland kunder? 
    Mycket negativt    _    _    _    _    _    Mycket positivt Vet ej   _ 
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9. Har företaget gjort någon undersökning om hur kunderna uppfattar företaget? 
      _ Nej   _Ja Om ja, vilken typ?

………………………………………………...…………………………………………….
………………………………………………………………………………………………

10. Hur tror ni att företaget uppfattas av era konkurrenter?
    Mycket negativt    _    _    _    _    _    Mycket positivt Vet ej   _ 

11.  Hur tror ni att Östra Norrbotten som turistmål uppfattas bland potentiella 
turister?
    Mycket negativt    _    _    _    _    _    Mycket positivt Vet ej   _ 

12. Försök att bedöma ungefär vilka kunder ni har och hur stor andel av företagets 
kunder som de utgör: Summan av andelarna i resp. tabell skall bli 100%. 

Ålder
(år)

Andel
(%)

Grupptyp Andel
(%)

Kunder från: Andel
(%)

Under 30 Barnfamiljer Östra Norrbotten
 + Norra Finland 

30-60 Par utan barn Övriga Norrbotten 
60+ Företag Övriga Sverige

Annat:……… Övriga Norden
Övriga Europa
Asien
Övriga världen

Vet ej Vet ej Vet ej 

13. Hur säker är ovanstående bedömning? 
    Mycket osäker    _    _    _    _    _    Mycket säker Vet ej   _ 

Inom vilken kundgrupp tror ni att ni har störst tillväxtpotential? Till exempel ”par
utan barn från södra Sverige som är 60 eller äldre”.
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
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14. Hur vill ni samarbeta med andra aktörer inom regionen? Ni kan välja flera 

alternativ.
_   Inte alls 
_   Kompetensutveckling, t.ex. inom ……………………………………… 
_   Idéutbyte 
_  Vissa gemensamma aktiviteter, t.ex. ……………………………………. 
_   Gemensamma transporter 
_   Gemensamma marknadsföringsinsatser
_   Delvis gemensamma personalresurser, t.ex. …………………………… 
_   Gemensamma anläggningar, t.ex. ……………………………………….. 
 _   Annat………………………………….. 

15. Vilka är de tre viktigaste materiella resurserna som ni tillgång till i företaget?
Till exempel IT, skotrar, konferenslokaler, restaurang, stugor, slädhundar etcetera. 
Rangordna från 1-3, där 1 är viktigast.
1.………………………………………………...………………………………………
2.………………………………………………...………………………………………
3.………………………………………………...………………………………………

16. Upplever ni att företaget saknar någon materiell resurs som är av vikt för 
företagets framtida utveckling?
    _ Nej   _Ja Om ja, vilken? ………………………………………………... 

………………………………………………………………………………………………

17. Ange hur stor beläggning ni har under de olika perioderna:
Besvara för varje tidsperiod hur stor beläggningen/sysselsättningsgraden är. Markera med 
kryss.

BeläggningPeriod
Ingen Låg Medel Hög Full Vet ej 

Januari-februari
Mars-april-maj

Juni-juli-augusti
September-oktober

November-december

18. Är ni intresserade av att föra en dialog med Forskarskola Östra Norrbotten om 
forskning och utveckling av turismen i regionen?
_ Nej   _Ja

Tack för din medverkan! 

- 5 (5) - 





Dear Sir/Madam Appendix II
This questionnaire is a step towards further quality development in          

the region of northern Sweden that You are about to visit. This is part of a research study performed by 
Professor Bengt Klefsjö and Ph.D.Student Anna-Karin Kvist at Luleå University of Technology. We would very 
much appreciate Your help and contribution to the future of both the quality development in the region and the 
important field of tourism research. The study will also include a short interview at the destination and a 
follow-up some time after the return home. It is important that each person fills-in one questionnaire each!

Thank You very much for Your time! 

Please send the completed questionnaire as soon as possible through e-mail:
Anna-Karin.Kvist@ies.luth.se or through telefax: +46 920 49 21 60      Thank you! 

Male:   Female: 

Year of birth: _________ 

Country of residence: _________________________

Full name (will be deleted before treatment): ___________________________

1. What do you expect of your stay or of the destination in northern Sweden? 
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………
…………………………………………………………………………………………………

2. Why did you choose to go to this particular region (north of Sweden)? 
…………………………………………………………………………………………………
…………………………………………………………………………………………………

3. Which is your main reason for taking this trip? Only one answer!

   Learn something, discover intellectually. 
   Social reasons, friendship, relations 
   Challenge or competition (can be physical) 
   Rest and relaxation 
   Other, namely:…………………………………………………………. 

4. What factors are important for creating value or quality in your overall experience of this trip? 
…………………………………………………………………………………………………
…………………………………………………………………………………………………

5. Indicate three of the following factors that are the most important to create quality in your 
experience:

 Tangibles (looks and appearance of housing, equipment, staff etc.) 
 Reliability (ability to deliver the promised service) 
 Responsiveness (readiness of the staff to help in a nice and effective way) 
 Competence (staff is competent to execute the service) 
 Courtesy (staff in contact with the customer is respectful, thoughtful, polite etc.) 
 Credibility (trustworthiness and honesty of the service giver) 
 Security (absence from doubt, economic risk and physical danger) 
 Access (accessibility of the service giver) 
 Communication (service giver communicates in an understandable way and language) 
 Understanding the customer (the service giver makes efforts to get to know and understand the customer) 
 Other, namely:…………………………………………………………………………….
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Interview guide 

Questions to the ……………….. group Date: ………………………………… 
Couple/family etc.:……………………………… 

Both:

1. How was your trip?

Individually:

2. You said in the questionnaire that you expected ………………(here the answer to question 
nr. 1 in the questionnaire before the experience was included) ……… What do you think now 
that you have come up here, have your expectations been fulfilled? 

3. You indicated that the main reason that you took this trip was to ………….(here the answer 
to question nr. 3 in the questionnaire before the experience was included) …… Do you think 
that you have been able to do that at the destination in northern Sweden? 

4A. You said that the most important factors to create quality in your experience (entire 
destinations, not just hotels) are …………… (here the answer to question nr. 5 in the 
questionnaire before the experience was included) …. Now that you are here, do you think 
these things are taken care of in a good way at the destination? 

4B Do you still think that these factors are the most important ones or have you discovered 
something else that is more important? 

Both:

5. Have you experienced something positive here at the destination that you had not expected?  

6. Have you become disappointed about something here at the destination? 

7. To summarize, how do you experience your stay so far at the destination? 

This study consists of three parts and to be able to send you the last questionnaire that should 
be answered at home we need your address. Would you be so kind to let us have it? 

Since we don’t have the possibility to provide you with British/Italian stamps, instead we 
reward each answer to the last questionnaire with a small gift from Northern Sweden. We 
hope that that is OK with you?





22 Dear Sir/Madam Appendix IV
                              This questionnaire is a step towards further quality development in                        
the region of northern Sweden that You have visited. This is part of a research study 
performed by Professor Bengt Klefsjö and Ph.D.Student Anna-Karin Kvist at Luleå 
University of Technology. We would very much appreciate Your help and contribution to the 
future of both the quality development in the region and the important field of tourism 
research. This questionnaire is the third part of the study that also included a questionnaire 
before the visit and a short interview at the destination. It is very important that each 
person who was interviewed fills-in one questionnaire each!   
Thank You very much for Your time!

Male:   Female: 

Year of birth: _________ 

Country of residence: _________________________

Full name (will be deleted before treatment): ___________________________

1. What do You think of Your stay at the destination in northern Sweden? 

………………………………………………………………………………………………….

………………………………………………………………………………………………….

2. Are You satisfied with Your experience in northern Sweden? 

…………………………………………………………………………………………………...

3. What activities did You take part in?

……..……………………………………………………………………………………...…

.………………………………………………………………………………………………

4. When You think of Your expectations before the trip, were they fulfilled?  

………………………………………………………………………………………...…………

………………………………………………………………………………………...…………

5. What could have been done better? 

…………………………………………………………………………………………………...

……………………………………………………………………………………...……………

…………………………………………………………………………………………………...

6. What factors were important for creating value or quality in Your overall experience 

of this trip?

…………………………………………………………………………………………………...

…………………………………………………………………………………………………...

…………………………………………………………………………………………………...
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7. Indicate three of the following factors that were the most important to create quality 
in your experience: 

 Tangibles (looks and appearance of housing, equipment, staff etc.) 
 Reliability (ability to deliver the promised service) 
 Responsiveness (readiness of the staff to help in a nice and effective way) 
 Competence (staff is competent to execute the service) 
 Courtesy (staff in contact with the customer is respectful, thoughtful, polite etc.) 
 Credibility (trustworthiness and honesty of the service giver) 
 Security (absence from doubt, economic risk and physical danger) 
 Access (accessibility of the service giver)
 Communication (service giver communicates in an understandable way and language) 
 Understanding the customer (the service giver makes efforts to get to know and 

understand the customer) 
 Other, namely:…………………………………………………………………………….

8. Did You experience something positive at the destination that You had not expected?

…………………………………………………………………………………………………...

…………………………………………………………………………………………………...

…………………………………………………………………………………………………..

9. Were You disappointed about something at the destination?

….……………………………………………………………………………………………

……………………………….………………………………………………………………

…………………………….....................................................................................................

Unfortunately we can not provide you with British stamps, but to show our 
appreciation, we will send a small gift from northern Sweden to all persons that fill in 
the questionnaire and send it to us! 

Thank You very much for Your help! 

Best Regards 
/ Anna-Karin Kvist 
Division of Quality & Environmental Management 
Luleå University of Technology 
SE-971 87 LULEÅ 
SWEDEN 

You can also answer through fax: +46 920 49 21 60 

If you have questions you can call me: +46 920 49 29 35
or write to me: Anna-Karin.Kvist@ies.luth.se 
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Result
1 Before the experience 

1. What do you expect of your stay or of the destination in northern Sweden? 
(several expectations possible for each tourist) 

British (20 persons responded) Italian (33 persons responded) 
Expectations considering culture & people 
(4 persons commented)
Ex. - Learn something of the local people and 
culture.

Expectations considering culture & people
(25 persons commented)
Ex. - Take part of the culture and atmosphere 
in Lapland through contacts with the 
inhabitants.
 - See and get to know the customs and habits 
of the area. 

Expectations about activities & experiences 
(8 persons commented)
Ex. - To experience new winter sports. 
 - Fairly active stay. 

Expectations about activities & experiences 
(8 persons commented)
Ex. - Experience knowledge and adventure. 
 - Possibility to travel in a magic world with 
special vehicles like snowmobile and dog 
sledge.

Climate and weather related expectations 
(12 persons commented)
Ex. - Lots of snow and coldness. 
 - See the Northern lights.

Climate and weather related expectations 
(8 persons commented)
Ex. - Huge vast expanses of snow and ice 
with thick and snow-covered forest. All this in 
a special atmosphere because of a minimum
of light and the specific colours of the sky, 
especially at dawn. 
 - A challenging cold. 
 - See Northern light. 

Expectations that mention specifically the 
Icehotel
(6 persons commented)
Ex. - The idea of staying in a hotel made of 
ice is so thrilling. 
 - Be amazed by the Icehotel. 

1
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Expectations about atmosphere / environment 
/ mood 
(9 persons commented)
Ex. - To have a relaxing and romantic time.
 - Fun and excitement.
 - Good atmosphere. Adventure. Relaxation. 
 - Relaxing as well as stimulating 
environment.

Expectations about atmosphere / environment 
/ mood 
(6 persons)
Ex. - Feel the tastes and scents. The feeling to 
be so small in front of a nature that is eternal
and untouched. 
 - (I will get…) Strong feelings. Atmosphere 
is very delighting and warm.

Expectations of uniqueness and lifetime 
experience
(5 persons commented)
Ex. - Unique once in a lifetime holiday. 
 - Whole experience to be unique. 

Expectations about scenery, landscape, 
nature, place & general looks 
(7 persons commented)
Ex. - To enjoy the scenery and the beauty of 
Sweden.

Expectations about scenery, landscape, 
nature, place & general looks 
(17 persons commented)
Ex. - Be able to see with my own eyes a 
nature that I hope is still uncontaminated; to 
discover beautiful things. 
 - Possibility to see and admire nature in its 
most extreme appearance.
 - See a lot of nature, wonderful landscape. 

Expectations about a difference / change from 
home
(2 persons commented)
Ex. - See something completely different. 

Expectations about facilities, food, general 
comments about service supplier 
(5 persons commented)
Ex. - Good food. 
 - Cosy log cabins. 
 - Be in good hands to take care of us. 

Expectations about facilities, food, general 
comments about service supplier 
(2 persons commented)
Ex. - Discover food dishes that are somewhat
different from ours.

Other expectations 
(4 persons commented)
Ex. - Fresh air. 
 - Fit in all we want to do in the short stay. To 
meet people from all around the world. 

Other expectations 
(3 people commented)
Ex. - Have an un-normal holiday. 
 - Social relations. 

2
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2. Why did you choose to go to this particular region (north of Sweden)?
(several reasons possible for each tourist) 
British    Italian 
Because of Icehotel 
(15 persons mentioned)
Ex. - Because the Icehotel is here. 
 - To visit the unique Icehotel. 

Trip was a gift or was booked by somebody 
else
(4 persons mentioned)
Ex. - Holiday booked by parents, Christmas
present.
 - Holiday booked by husband. 
 - The trip was bought for me as a gift.

Trip was a gift or was booked by somebody 
else
(2 persons mentioned)
Ex. - Thanks to my parents I am here. 

Climate, landscape & nature 
(2 persons mentioned)
 - Unusual and spectacular scenery. 
 - See the Northern lights.

Climate, landscape & nature 
(7 persons mentioned)
Ex. - Passion for snow, cold and extreme
conditions.
 - For the cold and the beauty of the 
landscape.

See something different or unknown 
(8 persons mentioned)
Ex. - To visit the end of the world. 
 - Discover an European country that I don’t 
know so much about. 
 - Because the region is very special and 
different from the country that we live in. 

Seen on TV or was recommended 
(3 persons mentioned)
Ex. - …saw the Icehotel on TV and after 
that my partner wanted to visit it. 
 - A friend visited Icehotel and thoroughly 
recommended it. 

Seen on TV or was recommended 
(3 persons mentioned)
Ex. - I have been touched by the story of a 
friend who was in Lapland last year. 
 - I was really excited when I saw a 
documentary on the television (RAI TV). 

Unique / special experience
(2 persons mentioned)
Ex. - For the unique experience. 

Unique / special experience
(1 person mentioned)
 - The wish for a special experience. 

Love for Northern or cold countries 
(5 persons mentioned)
 - Love for the Northern countries. 
 - I like cold countries. 
 - I like the North with its charming winter. 

An effect of previous travelling experiences 
(2 persons mentioned)
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 - Because I had already visited it in 
Summer and I wanted to see the nature in 
winter.
 - Maybe because having already visited 
Norway (in Summer time with the midnight
sun!!)) and having been charmed, I chose it 
hoping to be able to feel particular emotions 
again.

See others culture & lives. 
(2 persons mentioned)
Ex. - To discover the differences from a 
people that differs so much from ours. 

Other
(8 persons mentioned)
Ex. - A wish that I have always had 
independent of season. 
 - Because Lapland always has had a special 
charm, especially during wintertime.
 - To get a taste of the Nordic winter.
 - I have chosen this part of Sweden for the 
closeness to the North Pole and also to the 
home of the Santa Claus. 

3. Which is your main reason for taking this trip? Only one answer!
British Italian
M     W M     W 

Learn something, discover intellectually. 3       3 10     11 
Social reasons, friendship, relations 2       1 1       0 
Challenge or competition 1       0 2       0 
Rest and relaxation 4       3 1       0 
Other… 1       2 4       3 
One Italian man did not answer this question, which makes a total of 32 Italians here. 
Other:

British man:
 - See Icehotel. 

British women:
 - Alternative winter holiday. 
 - Bought as a birthday gift – To experience something different. 

Italian men:
 - Stand in front of nature sceneries that I have never seen.
 - Learn something through experiencing something new in life. 
 - Experience a for me unknown nature. 
 - For vacation and to visit these places.
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Italian women:
 - Learn/get to know a place that differs from mine.
 - Learn /get to know the landscape and customs, habits and lifestyle. 
 - Contact with nature and having fun. 

4. What factors are important for creating value or quality in your overall 
experience of this trip? (Several answers possible for each person) 

British    Italian 
That the experience lives up to what is 
promised / expected 
(1 person mentioned)
 - That the experience is as it is advertised.

That the experience lives up to what is 
promised / expected 
(3 persons mentioned)
Ex. - To be able to feel the emotions I 
imagined before leaving. 
 - Ability to deliver the promised service. 

Treatment by / attitude of staff
(4 persons mentioned)
Ex. - To be treated special by the staff. 
 - Friendly and helpful staff.

Treatment by / attitude of staff 
(2 persons mentioned)
 - Frank staff that can help me to get to know 
as much as possible during such few days. 
Courtesy of the staff. 
 - Courtesy, helpfulness and readiness of the 
staff and of the structures. 

Facilities & food 
(8 persons mentioned)
Ex. - Comfortable accommodation, good 
food.
 - Good food and drink. 

Facilities & food 
(2 persons mentioned)
 - Lodging cleanliness. 
 - A pleasant/inviting hotel. 

Experiences & activities
(12 persons mentioned)
Ex. - To experience new things. 
 - Having unique and unforgettable 
experiences.
 - Entertainment / excursions. 
 - Well organized activities.

Experiences & activities
(5 persons mentioned)
Ex. - New experiences. 
 - Possibility to perform different activities. 
 - Possibility to do good visits and excursions.

Atmosphere, feelings & welcoming 
(4 persons mentioned)
Ex. - Being made welcome. Generally having 
fun.
 - Friendly people. 

Atmosphere, feelings & welcoming 
(1 person mentioned)
 - Friendliness.

Culture & meetings
(9 persons mentioned)
Ex. - Approach cultures and religions 
different from mine.
 - Contact with local people. Experience of 
local life.
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 - Direct contact with the inhabitants. 

Places, nature & looks 
(3 persons mentioned)
Ex. - The hotel is impressive, the scenery is 
exciting.

Places, nature & looks 
(7 persons mentioned)
Ex. - Beautiful places, unusual places. 
 - Yet untouched nature. 
 - The contact with the nature.

The guide 
(5 persons mentioned)
Ex. - That the guide can handle the situation 
at the destination in a good way. 
 - A satisfactory guide. 

Organisation & optimisation of time 
(6 persons mentioned)
 - Optimisation of the time, since it is not so 
much.
 - A good organisation to be able to know and 
see (have possibility) the most important
things.

Service or quality in general terms 
(6 persons mentioned)
Ex. - Good service. Good quality. 
 - The customer service.

Other aspects of service quality 
(2 persons mentioned)
 - Attention to detail.
 - Cleanliness. 

Other aspects of service quality 
(7 persons mentioned)
Ex. - Functionality and comprehension.
 - The competence, attentiveness.
 - Security. 
 - Possibility to have competent staff. 

Get to know the country. 
(1 person mentioned)
 - To experience a new country and learn 
about Sweden as never been before. 

Get to know the country 
(2 persons mentioned)
 - Knowledge of a new country. 
 - When one comes in contact with the reality
of the country. 

Social factor & getting new friends 
(2 persons mentioned)
Ex. - That one gets new friends. 

6
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Other
(2 persons mentioned)
 - Good transport. 
 - Comfort.

Other
(5 persons mentioned)
 - Instead of to dream, to see. 
 - I would like to get experience that can 
increase and improve my own lifestyle. 
 - Plain programme.
 - Not getting mixed with other groups. 
 - Comfort /convenience. 

5. Indicate three of the following factors that are the most important to create quality
in your experience: 

British Italian Total (Nr. of resp.) 
M     W M     W 

Tangibles 7       6 7       4 24
Reliability 5       6 11     8 30
Responsiveness 3       6 7       7 23
Competence 6       0 13     6 25
Courtesy 6       1 5       4 16
Credibility 0       2 3       5 10
Security 1       4 3       4 12
Access 0       0 0       0 0
Communication 4       2 5       3 14
Understanding the customer 1       0 3       1 5
Other 0       0 0       0 0

2 During the experience 

In this case interviews with 7 British travelling parties were performed, including 14 
persons. In Haparanda 12 interviews with Italian tourists were performed, but all of the 
respondents present at those interviews had not filled in the questionnaire in case 
‘before’ which made it impossible to include their answers to the interview. However
some of them answered case ‘after’ and they have in that way also taken part of the
study. During the 12 interviews 20 people could be interviewed successfully and are 
included in the following results. In Jokkmokk 3 interviews were made, counting for 6 
Italian tourists. Summing up this means that the following results come from 14 British 
and 26 Italian tourists. 

First an easy “warming-up question” was posed to make the respondents confident and at 
ease. In this case we asked them: How was your trip? And the respondents started to talk a bit
about their flight, about how they went from the airport, etc. But the answers to this question 
did not provide us with data relevant to this case, they are therefore not included here. 

2. You said in the questionnaire that you expected ………………(here their answer to
question nr. 1 in the questionnaire before the experience was included) ……… What do 
you think now that you have come up here, have your expectations been fulfilled? 

British Italian Total
M     W M     W 

Exceeded 1       3 0       1 5
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Fulfilled 5       2 8       6 21
Partly 1       2 7       3 13
Not fulfilled 0       0 0       1 1

Expectations that were not fulfilled: (Not quotations, just summaries) 

British:
Not cold enough. (Interview T 20/2 Jukkasjärvi) 
Not enough quiet and Icehotel to close to “normal” buildings. (Interview U 20/2 
Jukkasjärvi)
All fulfilled except the weather. Not enough cold. (Interview V 20/2 Jukkasjärvi)

Italian:
No Northern light. (Interview M Jokkmokk 8/2) 
She wanted to discover the traditions of Swedish and Saami people and then she 
wasn’t able to understand the signs and information at the museum because they were 
not even on/in English. (Interview N Jokkmokk 8/2) 
He was – among other things – interested in cultural enrichment and then he wasn’t 
able to understand enough, because the information – for example at the museum – 
was not even on English. (Interview N Jokkmokk 8/2) 
He wanted to get to know the culture and wasn’t really able to. (Interview L 
Haparanda 6/1) 
The part of his expectations that was not fulfilled was related to “see and understand 
local manners, behaviours and traditions”. He wasn’t able to understand since he 
didn’t have real contact with local people. (Interview D Haparanda 3/1) 
She wanted to “see and understand manners and behaviours of these places” and she 
didn’t manage to because they didn’t meet local people and also stayed only for a 
short time. (Interview D Haparanda 3/1) 
Among others she expected knowledge of new peoples manners, behaviours and 
habits, and she felt  that she didn’t get contact with local people. (Interview E 
Haparanda 3/1) 
He expected courtesy of local people – but he didn’t meet them. (Interview E 
Haparanda 3/1) 
Lack of snow. (Interview A Haparanda 16/12) 
He would have needed more time, he had not yet understood how the people live and 
behave here, with the cold… (Interview B Haparanda 16/12) 
No Northern light. (And that was all that she had written as expectations in case 
‘before’) (Interview C Haparanda 16/12) 

3. You indicated that the main reason that you took this trip was to ………….(here their 
answer to question nr. 3 in the questionnaire before the experience was included) …… 
Do you think that you have been able to do that at the destination in northern Sweden?

British Italian Total
M     W M     W 

Yes 7       6 13     7 33
Partly 0       1 2       4 7
No 0       0 0       0 0
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If not, what were they not able to do: 

British women:

“Learn something and discover intellectually” She doesn’t think that she has learned 
enough to be able to say that this is fulfilled. She would like to learn more. Interview P 
Jukkasjärvi 15/2 

Italian women:

“Learn something and discover intellectually” She has not been able to enter enough 
into the culture. Also time was limited. (Interview M Jokkmokk 8/2)
She wanted to get to know a country different from hers and she couldn’t really 
because she didn’t get contact with the local people. (Interview J Haparanda 6/1)
“Learn something and discover intellectually” Not completely satisfied because the 
time was short and they hadn’t much “free time” and were not able to get to know the 
place. (Interview D Haparanda 3/1)
“Learn something and discover intellectually” Not completely satisfied, to little time
to get to know… (Interview E Haparanda 3/1)

Italian men:

“Learn something and discover intellectually” Not enough time to do that. (Interview
M Jokkmokk 8/2)
“Learn something and discover intellectually” - wasn’t able to completely, because 
lack of information in English, among others at the museum. (Interview O Jokkmokk
8/2)

4A. You said that the most important factors to create quality in your experience (entire 
destinations, not just hotels) are …………… (here their answer to question nr. 5 in the
questionnaire before the experience was included) …. Now that you are here, do you 
think these things are taken care of in a good way at the destination? 

British Italian Total
M     W M     W 

Yes 5       7 13     11 36
Partly 2       0 2        0 4
No 0       0 0        0 0

If not, what wasn’t?

British (men)
Communication (Interview V Jukkasjärvi 20/2) 
Tangibles (Interview S Jukkasjärvi 15/2) 

Italian (men) 
Communication (Interview L Haparanda 6/1) 
Communication (Interview E Haparanda 3/1) 
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4B Do you still think that these factors are the most important ones or have you 
discovered something else that is more important?

British Italian Total
M     W M     W 

Change (1 or more) 0       2 2       1 5
Keep all 7       5 13     10 35

Changes: Seemed to be decided after having experiencing the different aspects at the 
destination, one woman said that she felt so safe at the resort that she decided that she should 
have worried more about the Communication-part instead. And another woman said that at 
the resort she really understood how important safety was since some of the activities could 
have been dangerous if they would not have been properly handled. The Access-choice of two 
Italians seem to be mostly motivated because of the lack of information and service at times
of their choice, for example the tourist information seem to have closed at 4 pm, which made
it impossible for tourists with busy day-time schedules (planned in advance by the tour 
operator) to visit it. 

British women:

Tangibles is changed to Communication 
Reliability is changed to Security 

Security is changed to Communication

Italian woman:

Security is changed to Access 

Italian men:

Communication is changed to Access
Responsiveness is changed to Tangibles. 

Some of the interviewed people said that factors had appeared that were not more important 
than the dimensions that they indicated, but equally or close to. These added factors are listed 
below:

Communication (British woman V) 
Communication (British man Q)
Communication (Italian woman N) 
Tangibles (Italian woman L) 
Communication (Italian woman D) 
Kindness and organisation (Italian woman C) 
Contact with local people (Italian man L) 
Contact with local people (Italian man H) 
Communication (Italian man D) 

Except the woman that added “Kindness and organisation” most people added things that they 
thought were treated poorly or improvable at the destinations. Worth noticing is that the most
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added factor, “Communication” is added by both British and Italian, and at all three
destinations in the study. 

5 Have you experienced something positive here at the destination that you had not 
expected?

British

When the British tourists were asked if they had experienced something positive at the 
destination that they did not expect many of them spoke about how things had been greater, 
better or more impressive then what they had thought before the trip. Among all it was the 
beauty of the place and of the Icehotel itself that seemed overwhelming. One man expresses 
himself like this: “ A good surprise I found the Icehotel itself with its sculptures. I didn’t think 
it would be as detailed and many and the actual size of the place itself and the bar. I thought it 
would be good but not quite as detailed and quite spectacular.” 
The tourists also mention the friendliness of the people, how helpful they are as a pleasant 
surprise. They also mention that they were surprised about how well they manage the cold. 
And they also point out that they were pleased to notice how well the Icehotel provides them
with suitable clothing. One man specifically remarks that the fact that the warm clothing is 
included already in the price, gave a very good feeling of welcoming and of being taken care 
of.
Many of the British tourists say that the really good food was a pleasant surprise to them,
“more lovely than expensive”. They describe the food in terms of “fantastic”, “brilliant” and 
“superb”.
One man commented on the night in the Icehotel being more comfortable than expected, in 
terms of being able to sleep. Somebody else remarked that it was quiet and with a special 
feeling to sleep in the Icehotel. A more general comment was that the accommodation (most
people slept at least one of the nights in some sort of cabins) was more comfortable than
expected. Other comments that are repeated are “very comfortable” and “organized”. 
Quite many of these trips were given as gifts by one in the couple to the other. That involved 
some secrets and surprises… One woman mentions that what was the best surprise for her 
was how thrilled and happy her partner was about her gift, how happy he seemed at the 
destination. And one woman who received the trip as a gift from her newly wedded husband 
mentioned that a positive surprise for her was the snowmobile tour that was a surprise from
her husband. 
Other positive surprises were that “everything is clean”, that the place is not so commercial as 
expected, and phenomena’s like Northern light and sunshine. One person comments the 
experience with the Sami people as being positive. 
Several of the tourists mention that they have not been here in Sweden before, but now that 
they had been here would like to come back, some back to the same destination in a few years 
and some would like to see other parts of Sweden. 

Italian

When asked about positive surprises at the destination(s) many of the Italians started to tell 
about different experiences, activities or describing different people that they met who 
contributed to their positive experience. An experience that comes back many times in their 
stories is the trip with dogs’ sledge, that seems to be a trip that wasn’t announced to them
before the arrival at the destination. And that trip seems to have had a big impact on them.
Many people speak about how it brought them closer to nature. And the nature itself seem to 
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have been more beautiful and impressive as most had thought before. Both the nature and the 
way of life up in Northern Sweden seems to gather descriptions like “tranquillity”, “peace”,
and“no hurry, no queues, no stress”. Several commented on much less traffic. Somebody also 
mentioned that here they had the possibility to have personal space, which is not possible in
Italy. The tourists also speak about the “magic” air, that is so “clean” and about a cold that is 
possible to live in, in spite of being so low concerning the degrees. They also express
admiration of the Swedish respect of the nature that they say does not exist in Italy. Some
comment on the lights in the night which they think is very beautiful, especially the ones
coming from the houses. One person mentions having been pleasantly surprised about the 
(local) food being very good. Other people mention details in their experience as being the 
most valuable, one man tells about how he discovered that the cars were linked by a cable to a 
box, so he asked about that. One women says that one of her most positive experiences at the 
destination was a “strange shop” with two men. Another woman tells us how nice it was to sit 
down in front of an open fire. 
Some people that had not been in the north of Sweden before say that almost everything was a
pleasant surprise. Some people claim not to have had surprises at all since the trip was 
planned ahead or since they had been to the destination before. Some people just comment
generally that the trip or the activities have been more pleasant than what they expected. 
Some of the Italian tourists mentioned a desire to come back to the destination. 

6 Have you become disappointed about something here at the destination?

British

When telling about the disappointments at the destination many of the British have comments
on some of the facilities, especially the ones used when spending the night in the Icehotel. 
Some would have liked somewhere to relax and get warm before spending the night in the 
Icehotel. Others mention that they would have liked to have possibilities to dry clothes, that it 
was too complicated to take a shower, that sometimes there were to few facilities for 
everybody and that the changing rooms were too small.
Another comment was that the food was too expensive and that there were not many
alternative places to go to. And somebody said that they had a feeling that they could have
found the same activities cheaper if they would have had the chance to book it through 
somebody outside of the Icehotel area, like the neighbour village or something.
One woman says that it would have been good if she would have received more information
before leaving home, for example about what to bring and not and about what to expect. One 
couple mention that they had booked a dogs’ sledge tour that turned out not to be booked for 
them. And one couple tells us about being taken to a kind of warehouse that smelled like fuel 
to watch a slideshow that turned out not to be working. One couple also tells us about how
surprised they were that the sauna just included wooden benches and nowhere to relax, like a 
couch, bed or similar, which they had obviously expected. 
Another disappointment was not to see Northern lights (some did). 
One couple was disappointed about the fact that the Icehotel was situated so close to the 
regular buildings. They would have preffered – and expected – that the Icehotel would not be 
in a village (they said that England was so crowded anyway) but further away and preferably 
to be reached by sledge or snowmobiles.
Several other British guests had no disappointments at all to tell about. 

Italian
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Many of the Italian tourists said that they had not had any disappointments during the stay. 
Others mention too little time and too long transfers – and that the time of the stay was short 
when thinking of all the time spent travelling to the destination. In some case there was also 
the experience of wasted time at travelling days, like at the arrival. Somebody said that it 
would be good with direct flights from Italy to northern Sweden. Some experienced a lack of 
time at certain excursions, especially the ones in Finland which also demanded a lot of 
transfer time.
Some thought that the costs were too high and one man travelling alone mentioned that he had 
to pay extra for travelling alone. 
The trip to Santa Claus appears to be perceived as too commercial by some of the tourists.
One person mentioned that they had not been able to understand the peoples manners and 
behaviour, she thought it might be because of the cold, and that they would probably have to 
come back another season to do so. 
Other comments to this question were the lack of snow, no northern lights and somebody that 
had expected more lights when going by dogs’ sledge. One person also claimed not to have 
liked the local food. 

7 To summarize, how do you experience your stay so far at the destination? 

British

When asked to summarize their experience the British people talk about the beauty of the 
Icehotel and of the “amazing” place. They comment on the atmosphere which they describe as 
magical, welcoming and relaxing. They speak about exceeded expectations and about “ a lot
more than expected”. As mentioned before many of the trips were gifts, which some of them 
speak about here. The stay is described as “full of activities” but “not too tiring” and as an 
“enjoyable experience”. Some speak about it being expensive, but “good quality”. Many
mentioned it as a trip “once in a lifetime” or as “unique” but then they also point out that in 
spite of that, they would really like to come back again. At least partly due to the fact that the
Icehotel changes its appearance each year. One woman says: “I think before we came we
probably thought that we would just come once and never have the needs again. And now 
when we’ve been here we have said that we like to come back and see it again in a few 
years.” Several of the British said that they really would recommend the destination to their
friends and one said that they had discussed future holidays with friends and that it would not 
be easy to come up with something that would be more spectacular then the trip to Icehotel. 
Somebody commented on the place being full of British people and that they all flew through
Stockholm to get there, and that it would be convenient with direct flights. 
Other comments were that the meals and cabins had been great, that they were amazed to see 
the Sami peoples way of life and that one of the good things was to see the that the staff at the 
Icehotel seemed so happy in their jobs. One couple also mentioned having received caps at 
the snowmobile tour as being one of the best things. Somebody described the Ice Globe 
Theatre as “amazing” and someone mentioned northern Sweden as being “wilder than I 
thought”, referring to the nature. 

Italian

The Italians describe their journey as being positive, and in terms of a great and beautiful
experience, with funny activities. Quite many mention that they would like to come back, 
some in the summer to be able to see other aspects of the nature or to understand better. 
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Some had already been to Sweden during another season and they expressed their surprise
about how different the nature and the surroundings in the area really are depending of 
season. Some say that they missed the contact with the people. Some say that the time was too 
short and that they would have liked to stay for longer time. One person says that after a lot of 
studying of information before the trip, the reality at the destination differed a lot from the 
information. Most describe the activities in positive terms and say that they will really
recommend this journey to others and that they will remember it for a long time. Especially
they seemed pleased about the experience of the northern nature and about having been 
experiencing the cold, which was commented as “different”, “incredible” and ”felt … less”
than imagined before the trip. Other comments referred to the difference between Italy and
northern Sweden, specifically the peace and tranquillity of the later with less traffic and also
the absence of fear from being exposed to criminality which was perceived as a sense of
freedom. Finally the Northern lights were mentioned as a great source of satisfaction and the
atmosphere at the destination(s) was described as “magic”, “romantic” and even as a fairy
tale.

3 After the experience 

1. What do you think of your stay at the destination in northern Sweden?
(Each person can have mentioned several different things)

British: (12 persons) Italian: (27 persons) 
Positive things
(12 persons commented) 
Ex. - Relaxing, exhilarating, very interesting, 
great fun, very enjoyable, clean, safe, 
pleasant.
 - I had an excellent time, very romantic and 
relaxing.
 - I really enjoyed my stay in Northern 
Sweden. It is a picturesque part of the country 
with beautiful scenery. 
 - Amazing, a truly magical experience which 
I would highly recommend.
 - Thoroughly enjoyed it – I will now be more
likely to take more winter type holidays in 
addition to summer time holidays. 

Positive things
(21 persons commented) 
Ex. - I think it’s a magic place because of the 
huge lands of snow, the deep forests, the 
colours of the sunset and sunrise, the light of 
the sky.
 - Interesting, relaxing, funny. 
 - It was an unforgettable holiday and very 
exciting. If it is possible, I’ll come back. 
 - I liked very much the landscapes, and to 
know – as much as I have been able – the 
habits and traditions of the people. 
 - Pleasant, relaxing and exciting. 

Negative things 
(1 person commented) 
 - A bit overcrowded. 

Negative things 
(3 persons commented)
Ex. - I can’t say anything about the local 
people because I didn’t have the possibility to 
know it. 
 - To short for a deep knowledge. 
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Other
(2 persons commented)
 - Quite unlike any other holiday I have had. 
 - It was a busy yet relaxing trip. 

Other
(7 persons commented)
Ex.- Short. 
 - I’ll remember it for a long time.
 - It is a country very different from mine,
concerning the environment and the culture. 

None of the British mentioned here that they might come back (though they did at other
questions), 4 Italians did. 

2. Are you satisfied with Your experience in northern Sweden?
(Only one answer per person)

British Italian Total
M     W M     W 

Yes totally 6       6 16     10 38
Partially 0       0 0       1 1
Not at all 0       0 0       0 0

3. What activities did You take part in? 

The information obtained from this question has been transformed into the following
text.

The tourists that went to Haparanda stayed at Haparanda Stadshotell and went on planned 
tours including activities and different types of experiences on both the Swedish and Finnish 
side of the boarder. These could for example include visit to the museum Arcticum, to 
Rovaniemi, mini-cruise with Sampo (ice breaker), snowmobile excursion, Husky safari, 
reindeer’s sledge, visit to Saami tents, snow shoe walking and visit to Santa Claus village. 
Those who went on the trip that included two days in Jokkmokk, staying at Hotel Jokkmokk,
arrived to Jokkmokk during the famous Jokkmokks winter market which starts on the first 
Thursday in February each year, so that trip included a visit at the market as one of the main
activities. They also had the possibility to visit Aijte museum in Jokkmokk, which among
others has exhibitions of Samii history and culture. 

The British tourists went to the Icehotel in Jukkasjärvi, not far from Kiruna. All of the British 
respondents slept at least one night in the Icehotel, which in itself could be regarded as an 
activity. But all of them also took part in at least one other activity at the destination. That 
activity could be for example Northern light safari on snowmobiles, Husky safari, visit to 
Saami camp with reindeer sled ride or ice sculpting. They also had the possibility to visit the 
Ice globe theatre and watch Shakespeare being performed in Saami language. Most of the 
travelling parties chose to spend just one night in the ice part of the hotel and the rest of the
nights in various cabins, some of them having windows in the roof for the possibility to see 
the Northern lights. The length of the stay varied, but most of them stayed around three or 
four days, a few up to a week. At least one of the parties combined their visit to Icehotel with 
a visit to Stockholm of about a week. Some other mentioned staying in Stockholm over day 
on their way up. However the Icehotel seem to have been the main attraction. 
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4. When You think of Your expectations before the trip, were they fulfilled? 
(Only one answer per person)

British Italian Total
M     W M     W 

Exceeded 0       2 1       1 4
Yes totally 6       4 12     4 26
Partially 0       0 3       6 9
Not at all 0       0 0       0 0

5. What could have been done better? 
(Several answers possible for each person)
British:    Italian 
Nothing
(3 persons indicated one of the following) 
- Nothing. 
 - ------

Nothing
(10 persons commented one of the following 
or similar)
Ex. - First experience in the north – I’m
satisfied.
 - Nothing. 
 - Everything has been done well. 
 - I don’t know, I liked everything. 
 - I have no idea. 

Organisation
(1 person commented) 
 - Some of the organisation at the ice hotel 
could have been improved on. 

Organisation
(2 persons commented)
 - In general I consider good the level of 
attention to organize our journey. 
 - Better exploitation of arrival and 
transferring days. 

Facilities & food 
(8 persons commented)
Ex. - Better changing facilities for the night in 
the ice hotel. 
 - The food in the main restaurant was 
exceptionally expensive and not very filling. 
The homestead was a long walk away, which 
would have been difficult in bad weather. 
 - Storage facilities for luggage. It was 
difficult moving from different types of 
accommodation within the resort, and we had 
to keep moving our luggage. 
 - The night we stayed in the ice hotel I recall
wishing there was a warm lounge area where 
we could sit and relax. 

Communication & information
(2 persons commented)
 - Communication during skidoos – spent 
whole day separated from my partner. 

Communication & information
(3 persons commented)
 - Bent of informative material. 
 - Information about culture and local 
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 - Looking back, the information received 
before we commenced the trip could have 
been more informative. I was unaware about 
what facilities I could expect at the ice hotel 
which made it difficult in deciding what to 
bring.

traditions, and also about artistic and litteral
matters.
 - Maybe an Italian guide at the Antikum
museum, in order to understand better the old 
way of life of the local people. 

Closer to nature or local people 
(3 persons commented)
Ex. - To organize activities closer to the 
nature, like excursion in the forest with the
sunset and sunrise. To sleep in the typical 
Lapish houses. 
To organize meeting with the local people in 
order to know it better. 
 - To have contact with local people and their 
habits.

More activities & meeting points 
(3 persons commented)
 - To organize more activities in the evenings 
(pubs, movies…)
 - There are no meeting points and welcome
for tourists.
 - In my opinion (I love “cold”), if I would 
have had more time, the possibility to do 
more outdoor activities. 

Transports, distances
(3 persons commented)
 - Simplify the return trip home.
 - Unfortunately there are long distances. The 
tour operator organised in a good way 
everything, without lacks of time. For me it’s 
ok.
 - Travel time was too long. 
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Specific activities
(3 persons commented)
Ex. - Santa Claus’s village at the polar circle 
was too much commercial. 
 - The experience with the dog’s sledge was 
expensive compared to the fun I felt, because 
during the trip there were to many
interruptions.

Too short time 
(2 persons commented)
 - Excursion time was to short to better
understand the country. 
 - Maybe, in some situation, in some
excursion, to have a little more time, but this 
means to have more days available.

Other
(2 persons commented)
 - Too commercial/touristic.
 - Surely hospitality, courtesy and reliability. 

6. What factors were important for creating value or quality in Your overall experience
of this trip?

British:    Italians:
Service & staffs attitude
(6 persons commented)
Ex. - Attitude of staff is very important. The 
Swedish staff were friendly and helpful. 
 - Attentiveness of staff.

Service & staffs attitude
(2 persons commented)
 - Services.
 - Assistance, attention versus the customer.

Facilities & food 
(5 persons commented)
Ex. - Good accommodation.
 - Excellent facilities.
 - The accommodation was very nice – 
comfortable and modern and this is important 
to me when considering quality and value. 

Facilities & food 
(1 person commented) 
 - The hotels. 
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Nature / scenery / landscapes 
(1 person commented) 
 - Fantastic scenery.

Nature / scenery / landscapes 
(6 persons commented)
Ex. - More contact with nature 
 - To make tourists as close to the nature as 
possible.
 - Enjoy beautiful landscapes different from
ours.

The Icehotel 
(2 persons commented)
 - The ice hotel
 - Experiencing the Absolut ice bar. 

Climate or geographically related factors 
(3 persons commented)
 - Northern lights.
 - Cold weather. 
 - The snow. 

Climate or geographically related factors 
(3 persons commented)
 - For me the main factors were linked to the 
discovery of the winter nature and landscape. 
 - The most important factor our journey 
created was the hope to see the Northern light.
 - The climate. Since the days we had were 
not so many, we could have lost time.

Culture & people
(3 persons commented)
Ex. - It is the people I had contact with that
make a quality holiday. All the local Swedish 
people I met were all very welcoming and 
friendly. They were happy to talk about their 
culture and history and were proud to do so. 

Culture & people
(7 persons commented)
Ex. - More contact with local people. 
 - Possibility to know other people with their 
traditions.
 - I always thought that the only important
things in a holiday were tangibles, but this 
time I had to change idea. I came back from
this trip richer inside myself because I 
experienced the culture of the people and in 
particular the simplicity and genuinity of the 
local people. I wish now to understand deeper 
these sensations.
 - Historic knowledge. Know habits and way 
of life of local people, in this climatic
conditions so different from ours. 

Experiences & activities
(4 persons commented)
Ex. - Exciting excursions.
 - The trips we went on delivered what was 
promised so I did not feel let down. 

Experiences & activities
(1 person commented) 
 - The possibility to visit a lot of places. 
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Organisation
(3 persons commented)
Ex. - Efficiency of ice hotel complex.
 - All of the tours were well organised and 
therefore everything was stress free.

Organisation
(5 persons commented)
Ex. - Absence of “dead” time.
 - Organisation. 
 - Good organization of the tour. 

Atmosphere, feelings 
(2 persons commented)
 - Friendliness.
 - Romantic location. 

Atmosphere, feelings 
(1 person commented) 
 - To find a friendly environment.

Value for money
(2 persons commented)
 - Value for money 
 - It was quite an expensive weekend away 
when you live in the UK. However, it was 
still value for money as we were able to see 
some unique sights, such as the ice hotel and 
Northern lights and therefore, this in itself
makes a quality holiday.

The guide 
(1 person commented) 
 - Good knowledge from the guides during the 
excursions.

The guide 
(6 persons commented)
Ex. - Guide’s experience. 
 - The guide.
 - A well prepared guide who is present all the 
time.

Other
(6 persons commented)
 - Enough time to see.
 - Quality to service.
 - Unique destination. 
 - Comfort.
 - The resort as a whole.
 - Accurate information when planning trip. 

Other
(15 persons commented) 
 - Courtesy and security in addition to the 
ones at question 7. 
 - Several: except from the three ones
indicated in question 7, also courtesy and 
credibility.
 - Competence, staff’s experience and
reliability.
 - Competence.
 - Reliability, responsiveness, competence of 
the staff which we were in contact with. 
 - To be in an unusual reality so exciting to 
create a real “break” from the daily life. 
 - The competence in general. 
- Important are the security & the courtesy.
 - The capacity, the experience, the security
and the courtesy of who takes care of us.
- First of all hospitality, courtesy and 
reliability, and also competence and security. 
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- The naturalness and simplicity, that I 
haven’t found everything too touristy. 
 - Order, cleanliness, efficiency and 
seriousness. And new places. 
- The kindness and courtesy in the hotels as it 
was.
 - I was interested to visit and receive news 
about the places we were going to see, to 
enjoy, to relax myself.
 - The flights.

7. Indicate three of the following factors that were the most important to create quality
in your experience: 

British Italian Total (Nr. of resp.)
M     W M     W 

Tangibles 2       5 1       4 12
Reliability 4       5 11     6 26
Responsiveness 3       0 2       3 8
Competence 3       2 8       7 20
Courtesy 4       2 5       1 12
Credibility 0       0 7       2 9
Security 1       1 1       4 7
Access 0       0 1       1 2
Communication 0       2 2       4 8
Understanding the customer 1       1 4       1 7
Other 0       0 0       0 0

One Italian man has not answered this question.

8. Did You experience something positive at the destination that You had not expected? 
(Several answers possible for each respondent)
British: Italian 
Beauty / surroundings / nature 
(3 persons mentioned)
Ex. - Quaintness. Beauty of country. 
 - The scenery was more beautiful than
expected.

Beauty / surroundings / nature 
(3 persons mentioned)
Ex. - The nature that surrounds everything in 
a world almost magic!
 - The magical landscapes and the light of the 
snow made the natural beauty of northern 
Sweden greater. I didn’t think to find such 
places anymore. 

People & culture
(2 persons mentioned)
 - Friendly people. 
 - Politeness and endearing Swedish people. 

People & culture
(6 persons mentioned)
 - The cordiality of the few laponias I could 
meet.
 - Surely the peoples courtesy. 
 - Very kind people. 
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Facilities & food 
(3 persons mentioned)
Ex. - I am on a gluten free diet. The restaurant 
and homestead Café went out of their way to 
make sure my meals were gluten free. 
 - Yes – the food was superb. The 
accommodation was of a very high standard.

Facilities & food 
(2 persons mentioned)
 - The hotel was very beautiful. 
 - The charm of the hotel. 

Activities & experiences
(2 persons mentioned)
 - I knew the snow mobile tour would be 
enjoyable, but it was better than expected – 
the guide spoke very good English, was a 
very good cook + had lots of information for 
us.
 - The snow mobile tour was better than
expected.

Activities & experiences
(1 person mentioned)
 - The dog sledge activity. 

Climate and geographically related surprises 
(4 persons mentioned)
 - It was not very cold. And the atmosphere
was really magic. 
 - I thought to have problems with the cold, 
but it was dry (without humidity) and it made
me feel good (I didn’t believe it). 

Other
(4 persons mentioned)
 - The holiday was a present to my boyfriend 
for his birthday and I had not expected him to 
be as overwhelmed by the place as he was as 
generally he is not over excitable. The place 
seemed to bring out a new romantic side to 
him.
 - Yes. 
 - The ice bar was more amazing than I 
thought it would be. 
 - The Ice hotel was very efficiently run and 
well managed.

Other
(8 persons mentioned)
 - I left in order to discover Sweden and I had 
no expectation: for this reason all I’ve found it 
was more than positive. 
 - Good places. 
 - The expectations have been well satisfied. 
 - Yes, the absence of massive tourism. 
 - In general I’m satisfied about the 
experience in Sweden. 
 - The staff was very kind. 
 - To be accompanied really well with 
professionalism and great availability of the 
guide.
 - Everything, I’m really happy. 

No surprises at all 
(6 persons answered one of the following or 
similar)
 - ----------- 
 - We did several journeys in Sweden and we 
didn’t have surprises. 
 - I had enquired before leaving, so I knew 
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what I would find. What I expected has been 
fulfilled in a positive way.

9. Were You disappointed about something at the destination?

British:    Italians:
Climate related disappointments
(2 persons commented)
 - The day-time temperature was higher than I 
had expected +5 degrees Celsius. Night-time
was –6 degrees Celsius. 
 - Yes – the weather was not as cold as we 
were hoping for! 

Climate related disappointments
(3 persons commented)
Ex. - Only about the lack of snow and winter 
landscapes.

Facilities & food 
(3 persons commented)
 - The Icehotel was too near to pre built
buildings.
 - Sauna facilities were too much effort when 
you have all your stuff and no where to store 
things.
 - I would not go as far as saying that I was 
disappointed with anything, but there are 
things I felt could be improved, such as a 
warm area to use when staying in the ice 
hotel.

Facilities & food 
(2 persons commented)
 - The settlement in the hotel: for what we 
paid, it was of poor quality (very small rooms,
few food choices). 
 - The food. I would have preferred to know 
the typical kind of foods with possibility to 
choose different courses. The farewell dinner 
of the last evening was great. 

Activities, experiences & excursions
(3 persons commented)
 - Mainly not. I think Santa Claus’s house was 
ugly.
 - Concerning the Santa Claus’s village, I 
think it’s absurd that we had to pay 17€ for 
taking a picture with him. Besides, everything 
was too commercial; it was a pity! 
 - The optional activities were too expensive.

Communication & information
(1 person commented) 
 - Could be improved: better pre-departure 
information.

Communication & information
(2 persons commented)
 - The only lack me and my wife have found 
is the lack at Jokkmokk of informative
materials.
 - A little about the lack of translation in 
English at the Jokkmokk museum and about 
the lack of illustrative materials.

Other
(1 person commented) 
 - I had spent some time arranging many 

Other
(4 persons commented)
 - A little bit about some buildings in the 
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surprises for my new wife, but when we 
checked in the receptionist read out the 
itinerary before I had chance to explain it was 
meant to be a surprise. 

centres that didn’t match all the rest of the 
environment around. 
 - Evening’s organisations. 
 - No. I must say that the life in Sweden is a 
little too much expensive: For example for the 
dog’s sledge we paid 100€ each (everybody in 
the group thought the same: It was too much).
 - No!! Maybe the only thing that has not been 
completely fulfilled is the complete
knowledge of traditions, manners and habits 
of the local people, due, I think, to the rigid 
climate that don’t allow us to have a walk in 
the towns. 

No disappointments
(6 persons commented as below) 
 - No.

No disappointments 
(14 persons commented as below or similar)
 - No. 
 - No kind of disappointment (only that it is 
finished very soon!). 
 - No, the destination has been appreciated 
more than what I expected.
 - I found much more of what I expected. 
Stockholm remembered me our Venice. I love 
the desert, and I’ve not found any difference 
when my eyes met the huge immensity of 
Lapland. The silence that surrounds you and 
the weak light that illuminates.
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