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Abstract 
Purpose – The aim of this study is to gain a deeper understanding on how brand equity for 

non-profit entertainment-based service firms in the cultural sector can be cultivated.  

Design/approach/methodology	  –	  An	  existing	  model	  to	  cultivate	  brand	  equity	  in	  com-‐

mercial	   service	   firms	   is	  utilised	   to	  assess	   the	  applicability	  on	  specific	  non-‐profit	   firms.	  

Furthermore,	  five	  interviews	  have	  been	  held	  to	  investigate	  the	  case	  companies’	  practises	  

and	  a	   survey	  has	  been	   taken	   to	  measure	   the	  perceptions	   from	  the	  visitors/customers’	  

point	  of	  view,	  which	  is	  referred	  to	  as	  a	  triangulation	  method.	  	  

Findings	   –	  The	  findings	  show	  that	  brand	  equity	  can	  be	  cultivated	  by	  the	  means	  of	  the	  

tested	  model,	   though,	   the	  popularity	  and	   famousness	  of	  a	  particular	  artist	   temporarily	  

transfers	   its	   brand	   equity	   to	   the	   particular	   cultural	   institution	   wherefore	   the	   brand	  

awareness	   is	  boosted	   significantly	   and	  brand	  meaning	  becomes	  more	  elucidated.	  As	   a	  

result,	   entertainment-‐based	   cultural	   (non-‐profit)	   firms	  need	   to	   guarantee	   high	   quality	  

experiences	  in	  which	  both	  the	  service	  and	  performance	  are	  amalgamated.	  Furthermore,	  

companies	  must	  adapt	  to	  the	  rapid	  changing	  advertisement	  methods	  to	  reach	  (new)	  vis-‐

itors.	  Thereby,	   a	  new	  model	  has	  been	  developed	  based	  on	   the	   study	  outcomes,	  which	  

includes	  a	  new	  factor	  that	  influences	  the	  cultivation	  of	  brand	  equity	  in	  the	  specified	  sec-‐

tor	  and	   firms.	  The	  added	   factor	   in	   the	  developed	  model	   is	   “Programme	  Brand	  Equity”	  

and	  exerts	  its	  influence	  on	  the	  original	  factors.	  

Limitations	  and	  further	  research	  –	  Limitations are that the findings from these particular 

firms may not be found in other similar firms, which is a typical implication of every case 

study. Furthermore, this research is first in this topic wherefore supplementary literature is 

obligatory. Consequently, the findings of this research may have substantial abnormalities 

from practise. The developed model should be tested for generalisation of outcomes.  

Originality/value – This study links brand equity cultivation methods to entertainment-based 

cultural non-profit service firms and is first on this topic hence suggestions for further en-

lightenment are provided since it brings implications along.  

Key words – Brand equity, Word-of-Mouth/WOM, Brand Meaning, Brand Awareness. 
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	   1 

 
1 Introduction 

rands such as Coca-Cola, Philips and Tommy Hilfiger are well known almost eve-

rywhere in the world. Despite their long history also brands such as Facebook, 

Twitter and YouTube that have not had a long history have increased in popularity. 

Whereas Coca-Cola produces a sweet soft drink, Philips various electronic devices and 

Tommy Hilfiger middle and high segments clothes, the three last-mentioned brands are all 

service brands. Service brands are fundamentally different than product brands.  

	  
1.1 Background 

There is great dedication to the branding concept in the literature. Researchers have been lyri-

cal about taking measures into their own hands and to be able to create something, to have full 

control and understanding about a phenomenon. In the branding literature for example: 

(Delgado-Ballester & Munuera-Alemán, 2005; Berry, 2000; Berry & Seltman, 2007; Aaker, 

2008; de Chernatony & Riley, 1999).  

 

1.1.1 Brands in Service firms 

In the literature there is unrestricted interest to service firms and their marketing strategy and 

its contribution to brand equity: (Berry, 2000; Berry & Seltman, 2007; Delgado-Ballester & 

Munuera-Alemán, 2005; Dhar , 2014). Service firms are continually becoming more im-

portant (Vargo & Lusch, 2004). Vargo and Lusch (2004) state that the world is shifting quick-

ly to a service-dominant existence in which goods are becoming less important. The service 

sector is the fastest growing sector (Sahay, 2005). In fact, the Worldbank (2014) estimates 

that at least 70% of the world’s GDP was spent on services in 2012. Companies must there-

fore adjust to the rapid changing environment (Wickramasinghe, 2015). 

 

It is thus obvious to take it for granted that there are services, and the amount of services is 

increasing rapidly. Smartphones, for example, are also services, although, the device itself is a 

product but the software that enables people to call and text each other, as well as to play 

games, it is a service. The amount of applications is enormous and it is rapidly expanding. 

However, in the literature there is not much dedication to the non-profit service firms such as 

a theatres/museums and how they can favourably alter the firm’s brand equity. 

 

B 
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Cultural institutions in the service sector have been existent over hundreds of years. In the 

past, city’s population gathered in the city’s hub to see witches getting beheaded and in Spain 

bullfights have been very popular. Therefore, there is no need to beat about the bush that 

amusement service providers have always existed. To provide a handful of more examples we 

can think about the Colloseum in Rome, or the first and therewith the oldest museum in the 

Netherlands Tyler’s Museum which was opened in 1784 (Teyler's Museum, 2015).  

 

Leonard Berry (2000) wrote about cultivating brand equity for service firms. He states that 

companies can only indirectly influence brand equity and that the customers need to award 

brand equity to a firm. Furthermore, he articulates that there are four factors that a service 

firm must execute to be able to create brand equity namely: being different, determination of 

own fame, creating an emotional connection and internalisation of the brand (figure I). How-

ever, in other literature it is argued that the before-mentioned four factors are not the only 

important factors but also the quality of employees is a vital factor, especially when there is a 

collective organisational commitment towards the company (Dhar , 2014). Dhar’s view evi-

dently concerns every business, but mainly service firms since products’ quality are not ag-

gravated when the personnel are unfriendly; the product remains identical. Another difference 

in the literature, compared with Berry’s (2000), is the contribution of positive word-of-mouth 

(Delgado-Ballester & Munuera-Alemán, 2005; Wirtz & Chew, 2002). Customers’ perceptions 

are only effectuated when people have an auspicious affiliation with the firm, which is effec-

tuated by keeping promises (Delgado-Ballester & Munuera-Alemán, 2005). The promises are 

enunciated through communications from the company’s perspective. 

 

Thus, by keeping the promise and closing the gap between expectations and offerings in a 

negative point of view, and aiming for customer delight through exceeding customers’ expec-

tations.  

 

1.1.2 Customer delight 

In the hospitality industry, perhaps the most well known sector in the service industry, it 

should always be pursued to let the guest (guest is equivalent to customer in the hospitality 

branch) have the most remarkable experience through excellent service (Torres, et al., 2014). 

Customer delight, in this instance, is when the guest/customer feels that the perception of ser-

vice is exceeding expected service. Especially in the hotel industry this is a highly complex 
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endeavour due to the variety in cultures from the guests (Torres, et al., 2014). To be able to 

delight a guest/customer it is said that there should be various elements present in the service: 

joy, excitement, surprise, and competent staff (Torres & Kline, 2006).  

 

Customer satisfaction is endorsed to be the most influencing factor to create brand equity as 

satisfaction creates word-of-mouth, brand awareness, a better comprehension of brand mean-

ing and consequently brand equity (Panda & Das, 2014). In addition, Philip Kotler said during 

an interview: “It is all about how do you win, satisfy and grow customers” (Kotler, 2014), 

which is also stated by (Moorthi, 2002; Berry, 2000).  

 

However, it is also argued that customer delight might be counter productive in the long run 

since it is becoming increasingly challenging to delight the customer at its next purchase 

(Rust & Oliver, 2000). However, it is also found that customer delight is a more effective and 

accurate measure than customer satisfaction and creates, therefore, better word-of-mouth 

communications–which is referred to as “external brand communications” in this study–and 

higher loyalty. These factors: more word-of-mouth communications and higher loyalty in-

crease the profitability of a firm (Torres & Kline, 2006).  

 

In any case, having satisfied customers is vital for the continuation of the businesses, but also 

to be able to let customers willingly pay a price premium (Eisingerich, et al., 2014).  

 

1.1.3 Branding process 

Branding products is different than branding services; it necessitates different skills (Wilson, 

et al., 2012). Products are tangible and can be stored, whereas services are intangible and can-

not be stored for later consumption (de Chernatony & Riley, 1999). Furthermore, products 

can be replaced for an exact copy whilst services cannot be replaced, services are heterogenic 

(Wilson, et al., 2012; de Chernatony & Riley, 1999). For example, according to Vargo and 

Lusch (2004; 2004) some of the service’s characteristics are arguable and that every product 

holds a service: a mug offers the service to store and drink coffee, 

 

Services can also vary between service on its own, and the involvement of service tangible 

dominant products and services intangible dominance (Wilson, et al., 2012). To provide an 

example it is noteworthy to focus on education. Teaching does not necessitate any tangible 
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dominant products; it is simply the transfer of knowledge between the student and the teacher. 

In a restaurant it is different: the waiters necessitate tangible dominant products such as mugs 

to serve coffee.  

 

Services cannot be evaluated before procurement (Wirtz & Chew, 2002) due to the fact that 

services are often produced at the same time as it is consumed. As a consequence of the latter, 

word-of-mouth is of high importance for service firms because when the firm does not keep 

its promise, the firm is not trustworthy in what it pretends to be, and thus people will talk neg-

atively about it (Delgado-Ballester & Munuera-Alemán, 2005). The overall experience that 

customers have with the service, contributes to the value of the service in de the long term. 

When the experiences have been consistently proper and accurate, the service firm will create 

a better brand meaning (Delgado-Ballester & Munuera-Alemán, 2005). Customers that attach 

themselves to a brand, because it has been proper and accurate in terms of fulfilling the firm’s 

promise, are not likely to change their view about the company, even when it experiences 

difficult times in the media (Sayin, et al., 2014).  

 

Service firms must encourage themselves to actively participate with customers and let them 

advise the firm and see customer participation as a fundamental portion in the strategy as well 

as the tactics of the firm. By having customers involved in the process of creating and main-

taining satisfaction, loyalty as well as actively speaking positively about the firm, the firm is 

likely to gain more profits (Eisingerich, et al., 2014).  

 

As stated above, services are deeds, processes and performances (Wilson, et al., 2012). Con-

sidering the service characteristics that are mentioned in the literature such as: intangibility, 

heterogeneity, inseparability, and perishability it can be concluded that the risk customers 

experience–that the concept or implication of the service is not comprehended–are prior to 

use of services (Murray, 1991). Therefore, (potential) customers habitually seek for endorse-

ment from existing customers that could provide them with a sounding board in order to gain 

an understanding of the service that helps them to evaluate the service quality prior to pro-

curement (Bansal & Voger, 2000).  

 

The conclusion that can be drawn here is that products can represent a brand but services can-

not. The company represents the service brand. The personnel working in a service firm is 
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indisputably the most crucial factor of the whole firm. These represent the firm and poor per-

formance will instantaneously result in disgruntled (potential) customers. Potential is written 

between brackets because potential customers will sometimes be informed about the compa-

ny’s poor performance due to Word-of-Mouth–which can be referred to as WOM–practices. 

WOM plays a vital role in the establishment of any service brand.  

 

Losing a customer is not only a short-term problem because the customer might have come 

back numerous times. Thus, when a firm looses a customer due to inadequate conflict han-

dling and/or a misperception of what the service contains, it most likely looses a customer for 

multiple purchases (Torres & Kline, 2006). Especially in service firms like a concert halls or 

theatres this could be very costly since the customer base will decline, as well as the amount 

of visitors is declining as a whole.  

 
1.1.4 Problem Discussion  

As already pointed out, there is great dedication to the branding literature. Furthermore, man-

kind has always tended to gain full control over phenomena, whatever it might be.  

 

In recent years there has been much development in the cultural sector in many countries on 

the globe. Partly due to the crises the international economies have been experiencing people 

lost their jobs resulting in less expenditure on second necessities in life such as a family night 

out at the theatre. In addition, governments all over Europe have cut costs dramatically on 

funding these theatres, which, as a consequence, had to charge higher prices (Het 

Concertgebouw N.V., 2014).  

 

Furthermore, over the years there has been a dramatic change in culture. As normal, culture is 

continuously evolving. People are less familiar with the classical manners of going out a night 

to a classical music concert. This applies to the youth mostly. Culture has changed in such a 

way that the focus from the traditional manners of getting entertained has shifted. Now, ac-

cording to the Dutch Government (Rijksoverheid, 2014), the people visiting cultural institu-

tions are getting older without younger people taking over as a consequence traditional cul-

tural institutions await a tough time.  
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Combining both the status of cultural institutions such as theatres and museums and the fact 

mankind has always tend to take measures into their own hands, it might be beneficial for 

entertainment-based non-profit cultural institutions to investigate how brand equity can be 

cultivated. This has not been done yet, even though there is a developed theoretical frame-

work to cultivate brand equity for profit-oriented service firms.  

 

There is also a need to investigate the cultivation of brand equity because the service sector is 

the biggest sector and in emerging markets it is rapidly growing, like China for instance (The 

Economist, 2013). This example is utilised to showcase the importance of developing the 

body of knowledge of the service industry.  

 

1.2 Aim and Research Questions 

The aim of this study is to comprehend how non-profit entertainment-based service firms in 

the cultural sector can cultivate their brand equity.  

 

Two research questions can be established: 

I. How can non-profit entertainment-based service firms influence Brand Awareness and 

Brand Meaning? 

II. How can non-profit entertainment-based service firms cultivate Brand Equity?  

 

The second research question is the main question to answer. It is the key-question that needs 

to be answered in this study. It will give insight in how entertainment-based cultural institu-

tions could cultivate their brand equity and thus take measures into their own hands and pur-

posely and adequately craft a competitive edge. But to be able to do that the first question 

must be answered.  

 

1.3 Delimitations 

The main focus is positioned on entertainment-based non-profit cultural institutions in Gävle, 

which are the Gävle Teater and the Gävle Konserthuset, and their visitors. These case compa-

nies are addressed via interviews, and their visitors via surveys. This is a multi-method ap-

proach for researching.  
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1.4. Disposition  

This study is built up in six chapters: introduction, theory background–in which the theoreti-

cal framework is provided–, methodology, empirical study, analysis and lastly the conclusion. 

These chapters are linked to each other in such a manner that the chapters follow each other 

up and conclusions are given according to the research question that are proposed in the in-

troduction and in line with the aim of the study.  
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2 Theory background 
 

2.1 Introduction 

This chapter provides an overview of the existing literature regarding the branding literature 

and is specifically focused on the branding processes and creation of brand equity in service 

firms as well as that the terminology is explained.  

 

2.2 Non-profit firms 

There are multiple business entities that can be used to organise a business. The most com-

monly used are sole proprietorships, private limited companies, partnerships, corporations, 

foundations and associations. Some businesses do not aim to gain profits. Of course, break-

even is necessary for any business to maintain itself but companies that have a goal to educate 

or to maintain foundations and the like. Non-profit firms are not seeking for maximisation of 

profits and therefore not stimulated to adapt new innovative trends in economic aspects.  

 

Economists are having mixed opinions in the sense of non-profit organisations. It is argued 

that non-profit hospitals are inefficient since there is no optimum between quality and quanti-

ty of healthcare (Newhouse, 1970). It is also argued that non-profit firms are efficient and 

contributing to the society since some public services/goods are not sufficiently provided by 

the government (Weisbrod, 1975). Furthermore, it is also seen that non-profit firms are ob-

served as a sort of failure in the particular market since it is, apparently, not profitable eco-

nomically interesting to seek for optimisation of profits (Hansmann, 1980).  

 

2.3 Brands  

There has been considerable debate about brands and its definition. Wood (2000), for exam-

ple, dedicated a whole article on defining brands and brand equity due to the numerous defini-

tions that makes it unclear what definition is best to utilise in practise. Also, De Chematony 

and Riley (1998) were able to define twelve brand themes in their article and Maurya and 

Mischra (2012) stated that we should accept that there are multiple definitions for brands and 

that a brand needs time to grow and is highly subjective to personal opinions. Thus, many 

researchers have thus fully focused on the definition of brands.  
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Brand managers, however, will always aim at the optimisation of the brand’s strength. Yet, 

there is not one clear definition about the phenomenon “Brands” and “Branding”, even though 

there is much emphasis on the actual pursuit of optimising Brands (and their Strength) (Berry, 

2000; Maurya & Mishra, 2012; Berry & Seltman, 2007; de Chematony & Riley, 1998).  

 

There are many variations in the definition of a brand. Wood (2000, p. 666), states: “A brand 

is a mechanism for achieving competitive advantage for firms, through differentiation (pur-

pose). The attributes that differentiate a brand provide the customer with satisfaction and 

benefits for which they are willing to pay (mechanism)”. Thus, firms must seek for unique 

differentiation points that make customers want to repurchase that particular brand. Berry 

(2000) also supports Wood’s definition by stating that service firms that desire to build a 

strong brand must be different and unique. Furthermore, internationalisation of the brand, 

establishment of an emotional connection and determination of own fame are highly im-

portant for building a strong brand (figure 2.3.1.). These four parts of the circle are independ-

ent from each other, even-though, the strong(est) service brands make use of all four manners 

(Berry, 2000).  

 

However, Berry (2000) also states that a company cannot create a brand, it is a mixture of the 

firm’s promise, the public’s opinion, and whether the firm has been successful in fulfilling 

that promise. Thus, a firm is unable to create a brand; it can only execute as promised and 

pray for the public’s appreciation.  
	  

Figure	  2.3.1.	  Four	  ways	  in	  which	  service	  companies	  build	  strong	  brands	  
	  
 

 

 

 

 

 

 

 

 

Source: Berry, 2000. p130 
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In Wood’s (2000) research many different definitions have been taken into consideration: the 

American Marketing Association (AMA) defines a Brand as: “A brand is a name, term, de-

sign, symbol, or any other feature that identifies one seller’s good or service as distinct from 

those or other sellers.” (American Marketing Association, 2014). This was not the definition 

AMA always used. After considerable criticism about the orientation of the definition, which 

was considered to be too product oriented, it was changed to the second-stated definition 

formed by Bennet, who was working for the AMA (Wood, 2000). Initially, the (first-named) 

definition did not allow differentiation in terms of image: a symbol, for example, can be used 

as a differentiation factor and consequently been recognised as a brand (Moorthi, 2002; 

Wood, 2000). Moorthi (2002) wrote that brands could be much more than a product or ser-

vice. It could also represent, a process, an organisation, a person or a symbol.  

 

2.4 Organisational Branding 

All advertisements and other communication the firm has, which are essentially controlled by 

the company itself, are seen as the presented brand (Berry, 2000). Metaphorically put, it is 

definable as the top of the iceberg; everything that is under the water is inside the company 

(Goodman, 2002). That is, all that can be observed from the outside is a means of communi-

cation. For example, the cars the board of directors are driving, the logo, the mission/vision 

statement, layout of the firm’s website and so forth.  

 

Cultural institutions are not likely to have television advertisement due to the costs of these 

advertisements. However, since Internet has made its expansion in the past decade and the 

ability to watch programmes at another time on the Internet where the prices of advertisement 

is lower, have become more standard. For example, the Rijksmuseum, started with advertising 

on the public broadcaster website (Nederlandse Publieke Omroep (NPO), 2015) using celebri-

ty endorsement to persuade people to come and visit the exhibitions of the late Rembrandt.   

 

According to Berry (2000) the presented brand is “the brand message a company conceptual-

ises and disseminates”. When this is done appropriately and in line with the company’s aims, 

it has a direct effect on brand awareness.  

 

People tend to choose their brands carefully in order that it suits their lifestyles (Cătălin & 

Andreea, 2014). Companies can influence this via differentiation and clear communication to 
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their (potential) customers (Cătălin & Andreea, 2014). When a person is part of a large social 

group, they tend to find patterns in their decision making process to differentiate even more 

(Vyncke, 2002).  

 

2.5 External Brand Communications 

The external brand communications contains information that customers engage about the 

company and its services that are principally out of the company’s control (Berry, 2000). 

WOM and other forms of publicity (in the press) are part of External Brand Communications 

(Berry, 2000). The external communication participates in forming impressions about the 

company. Thus, not only communication directed from the company contributes to the cus-

tomer’s awareness of the brand, also communication about the firm in the news, and other 

independent sources.  

 

External brand communications are thus built up of different facets. WOM is very difficult to 

influence directly since this is done through the customers. Furthermore, publicity in newspa-

pers, magazines, radio, television and the like are part of the external communications of a 

company (Berrt, 2000).  

 

2.5.1 WOM & eWOM 

2.5.1.1 – Definition of WOM & eWOM 

WOM is widely acknowledged as a key factor for the firm’s growth and awareness 

(Eisingerich, et al., 2014). WOM is one of the strongest methods to make, or break a company 

due to its strongly persuasive nature (Sen & Lerman, 2007; Wilson, et al., 2012; Hennig-

Thurau, et al., 2004). Due to these reasons firms are exceedingly interested in positively con-

trolling and influencing word-of-mouth.  

 

In the past decennia the Internet has made an incredible upturn and now social media such as 

Facebook, Twitter, Youtube, Instagram and Snapchat are among many others who offer a 

platform for people to express their meaning, thus also the experience with companies. This is 

all done via the Internet and is generally observed as electronic-word-of-mouth, also referred 

to as eWOM. eWOM is defined as: “consumers’ all informal communications conducted by 

Internet-based technology about the characteristics or assessment of specific goods or ser-

vices or providers”. (Litvin, et al., 2008). 
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Word-of-mouth in the service sector is much stronger since services are intangible. Hence, it 

cannot be tested or examined before purchase; nevertheless, potential customers want to ap-

prehend the service and thus inquire for information from existing customers face-to-face or 

via forums on websites. Consequently, word-of-mouth is preceding a (potential) customer his 

or her choice on various services such as lawyers, teachers/professors and other services 

(Berry, 2000).  

 

2.5.1.2. – Involvement in WOM practises  

There are mainly five reasons why people would involve in WOM (Sandes & Urdan, 2013). 

Firstly, the connexion people have with the service that commences the need for expression of 

a positive (or negative) message. Secondly, it is vital that the particular visitor is involved 

with the company’s brand. Thirdly, external factors should, such as people and companies, be 

involved. Fourthly, the visitor should fully comprehend the company’s brand message and 

lastly, there should not be a substantial opportunity that the brand ruins the perception the 

visitor about the service (Sandes & Urdan, 2013).  

 

Social media is utilised to express ideas and findings about a firm both positive and negative; 

however, negative experiences are more often posted on social media than positive experienc-

es (Pace, et al., 2014). In fact, due to mobile phones people can start offending the company 

in the heat of the moment, without having had time to cool down and to think twice about the 

situation. Not only could this be harmful for the messenger, but also for the business since a 

message of loathing directed towards the sender via social media is done with ease (Pace, et 

al., 2014). 

 

There are also consequences for the person informing others about the brand since it will in-

fluence the attitudinal and behavioural loyalty towards the brand (Garnefeld, et al., 2011). In 

addition, the anticipated response from the recipient has a direct influence on the transmitter's 

behaviour (Helm, 2003), and could even strengthen the satisfaction rate (Ryu & Feick, 2007). 

 

2.5.1.3 – Disadvantage of eWOM 
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The biggest disadvantage of eWOM is the possibility of incorrect information. Due to the fact 

that people are on some platforms, like forums or review websites such as Yelp anonymously, 

it cannot be traced or verified (Tham, et al., 2013).  

 

2.5.1.4 Ambassadors  

Ambassadors are people that talk positively about the company (Purnasari & Yuliando, 2015). 

Creating ambassadors is perhaps one of the most challenging tasks. With the presence of Fa-

cebook, Twitter and Instagram, which are extensively used nowadays, it has become rather 

easy to involve in eWOM, as discussed in the theory chapter. It is, however, essential that the 

companies exceed customer expectation, satisfy and to let the visitor commit to the brand–this 

is at least found in the food and beverage industry in this way (Purnasari & Yuliando, 2015). 

The author of this study finds this rather reasonable to accept since restaurants and hotels are 

also a service industry in which hospitality is placed central theatres and concert halls are very 

much alike.  

 

2.5.2 Publicity 

Another form of external brand communication is publicity. It can either do the company 

good or bad. The reach, and credibility of the information affect both brand awareness and 

brand meaning (Berry, 2000). For example, the press can write something about the firm, the 

context will give a certain meaning to the brand but also increase awareness. The food indus-

try, for example, suffers a lot from this. In the Netherlands, a television programme named 

Keuringsdienst van Waarde (contextually translated: Food inspection) is broadcast on a week-

ly base. The programme takes a closer look at mass-produced products like pasta sauces, but 

also natural products such as lamb meat. In almost every episode the conclusion is that the 

consumer is being deceived. Lamb is widely sold as Turkey (Anon., 2015). In this example 

the awareness of the brand is increased as they are all named in the programme, the meaning 

of the brand is also influenced, but in a negative way. This is a major threat for those compa-

nies as people become aware that they are being deceived.  

 

There are numerous methods how this external brand communication can be carried out. As 

long as the company itself has no influence.  

 

2.5.3 Experience  
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Customer experience is established over a longer period of time via the utility of multiple 

channels such as social media, in-shop experience and the like (Klaus & Maklan, 2013).  

 

Creating a good customer experience is probably the best strategy for a company to maintain 

its business; satisfied customers are likely to come back. Much of the existing literature states 

that companies should try to create a unique, memorable and extraordinary experience (Pine 

& Gilmore, 2011; LaSalle & Britton, 2003; Holbrook, 2007). A good experience ensures that 

the brand or company will be remembered and thus affects brand awareness. It also affects 

brand meaning since the customer understands what the service is and what the company’s 

standards are (Berry, 2000).  

 

However, price is also a pivotal indicator for product choice (Zeithaml, 1988). Therefore, 

prior to sales, the company must know what potential customers desire.  

 

Customer experience is thus vital for any company, and with respects to service companies, 

experience determines the quality of the “product” and gives the customer a reference wheth-

er the company is trustworthy, reliable and provides a good service. This also means that the 

company should innovate with their communication methods and should quickly decide 

whether to use new technologies or not. For example, “Pauw”, a Dutch late night talk show 

presented by Jeroen Pauw tried to involve its audience both in and outside the studio through 

the utilisation of an iPhone app named Periscope (Pauw, 2015), which ensures a live stream 

for all twitter followers or a live stream like the Concertgebouw has (Het concertgebouw, 

2015) helps the potential visitor to gain an experience before purchasing tickets.  

 

2.6 Brand Awareness 

Brand awareness is most likely one of the most crucial factors in the branding concept. With-

out the target market being conscious about the existence of a firm, people will not go to that 

theatre, concert hall, or any other business. Logos play an important role for building aware-

ness (Girard, et al., 2013) 

 

Brand awareness is: “the ability of a buyer to recognise or to recall that a brand is a member 

of a certain product category” (Aaker, 1991, p. 61). However, it is also said “brand aware-

ness is viewed as a means of through which individuals become informed and accustomed 
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with a brand name and recall and recognise the brand” (Barreda, et al., 2015, p. 1) which 

indicates that the provision of information should be included in the definition. Furthermore it 

is said that the association of a particular product or service a consumer aims to possess or to 

experience is the awareness to the brand of that product or service (Sasmita & Suki, 2015). 

The latter definition is more concerned about the association, or meaning, of the brand. 

 

2.6.1. Brand Awareness as strategic asset 

Brand awareness can be of great contribution as a strategic asset. Particularly in industries 

where products and services are highly equal, brand awareness is of major importance and in 

the service industry the focus is much more on the brand awareness. The outcome of a study 

done by Aaker (2008, p. 124) shows unquestionably that businesses in the service sector at-

tach a lot of value to a high profile, being able to be recognised.  

 

In general people do not like uncertainties they enjoy familiarities much more (Audia & 

Brion, 2005). Therefore, if customers/consumers are acquainted with a certain product or ser-

vice in specific brand, it is unlikely other firms with other brands can sell it to them. In fact, 

and as earlier mentioned, when people feel acquainted with a brand they are not likely to 

change their opinion about it (Sayin, et al., 2014). Furthermore, name awareness can be a sig-

nal of presence, commitment and substance. Meaning that if a brand is recognised, there must 

be a proper reason (Aaker, 2008, p. 158). For example: the Concertgebouw Orchestra is wide-

ly seen as the best orchestra in the world (Ehrnrooth, 2013; NRC, 2008; BNR, 2014). Howev-

er, this does not necessarily mean that they always perform on the highest level. But because 

people recognise the name from the media, for instance, they are willing to pay a price premi-

um. Lastly, the essential factor for a brand to be recalled in the moment of purchase is deter-

mined by the salience of the brand (Aaker, 2008, p. 158).  

 

2.6.2. Brand awareness via (mass) (online) media and traditional methods 

Mass media has not made it easier to create awareness among customers. The amount of mar-

keting messages every day is increasing rapidly and thus is of high importance that businesses 

create awareness in an (economically) efficient way (Aaker, 2008; Keller, 2009). There are 

multiple methods for doing that and the best-known measure is social media. Facebook is an 

enormous online behemoth; having more than 1,441 million active users of which 5.1 million 

are in Sweden (Statistica Inc., 2015) it is used frequently through firms for advertisement and 
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to create brand awareness. In 2014, nineteen per cent of the citizens of Sweden used Twitter 

but Instagram has doubled in that same year (Davidsson, 2014), other forms that could be 

used for advertising the company.  

 

It is said that Facebook advertisement is not very effective. The reason for that is that students 

and youth are mainly driven by three desires: first, voyeuristically peek into others’ lives 

(Sashittal, et al., 2012). This explains why some videos in which a person does an imprudent 

act and falls terribly has over thousands of views within a very short period of time. Secondly, 

youth tend to behave on their intellectual narcissistic inclinations (Sashittal, et al., 2012). 

Burger King is a good example to explain this second desire. They launched a marketing pro-

gramme in which they asked people to break ten Facebook friendships to get a free “Whop-

per”. In the end, it caused around 230.000 friendship disconnections on Facebook attracting 

more than 82.000 contributors (O'Brien, 2015). The third, and last, reason, youth in this age 

category is still seeking for a “perfect” distinctive identity (Sashittal, et al., 2012).  

 

Properly conduced advertisements via online social networks creates brand awareness but 

also word-of-mouth (Barreda, et al., 2015).  

However, the other side of social media: people are talking less on a face-to-face bases (F2F) 

nowadays, and study has shown that youth feel less satisfied, or even not satisfied when they 

have used Facebook to communicate than in which the same people have used F2F communi-

cation (The Economist, 2013) yet, it is a major asset to advertise properly via these media.  

 

Furthermore, it is often argued that in these kinds of markets suppliers of services (as well as 

products) must seek manners to differentiate themselves (Barrena & Sánchez, 2009). For ex-

ample, a ludic act or marketing stunt could give the company a boost of publicity and brand 

awareness.  

 

Traditional media such as advertisements in (local) newspapers is becoming less impactful 

since people less and less read the newspaper (Trouw, 2015). Still, to reach elder people who 

do have the routine to read newspapers every day it can be useful. Therefore, advertising in 

newspaper has become a much more strategic tool.  
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2.6.3. Brand awareness and purchase decisions 

Brand awareness plays a key role in the customer’s purchase decision-making process and the 

three factors included are: the individual recognition, being able to recall brands and 

knowledge about a brand (Barreda, et al., 2015). This means that the better a brand is recog-

nised and the better it has transferred the meaning, or the value it has prescribed to the brand, 

the greater the change is that a product or service will be bought at the business. In practise 

this would mean that The Concertgebouw should sell more tickets only because of the indi-

vidual recognition, the knowledge that it has the best orchestra in the world and the memory 

of the Concertgebouw.  

 

Everything on the website: design, use of logos, pictures and the like. In fact, studies have 

shown that a website’s design is very much influencing the purchasing behaviour of people 

(Zhou, et al., 2009). A logo signals the character of the brand through a stylised handling of 

the company its name (Girard, et al., 2013) 

 

Concert halls and theatres have increasingly started involving in more commercial activities 

with performances of pieces the general public recognises. For example: John Williams with 

his Harry Potter, Jaws, Indiana Jones and Schindler’s List’s film music. The author of this 

study who visits classical music concerts at least once a month noticed the difference in target 

market with classical pieces from Schubert and film music from Harry Potter. Whereas the 

average visitor would normally wear a suit, there was only a handful.  

 

It is increasingly becoming more important to attract youth for cultural institutions such as 

theatres and concert halls (Taylor, et al., 2001). Taylor, Owen, Bell and Withnall (2001) sug-

gest that the marketing mix should be slightly altered. They state that mainly high discounts 

attract youth.  

 

2.6.4. Brand awareness’ connection with WOM 

Brand awareness is directly linked to word-of-mouth, as higher awareness will increase con-

versation about firms (Barreda, et al., 2015) and brand awareness contains brand recall, indi-

vidual recognition, and knowledge dominance (Kim, et al., 2008) meaning that people tend to 

identify with the brands.  
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2.7 Brand meaning 

2.7.1 Definition of brand meaning 

Brand meaning can be described as the first thing that comes to mind. It is the first perception 

and association from the customer about the particular brand when the brand’s name is said or 

read (Berry, 2000). That could mean that two highly similar companies have a different brand 

meaning due to the organisation’s presented brand, external brand communications and cus-

tomer experience.  

 

The key difference between brand awareness and brand meaning is that the consumers’ per-

ception is different. This can be illustrated with an example: Southwest Airlines versus 

Northwest Airlines (Berry, 2000, p. 129), H&M versus C&A (C&A is a Dutch retailer). The-

se companies are both equally known in their target market. However, their image is different. 

Image means: “everything people associate with a brand” (Maurya & Mishra, 2012),  

 

There are three sources that “feed” brand meaning: organisation’s presented brand, external 

brand communications and the customer experience. The latter has the most significant influ-

ence on brand meaning since they have inquired an actual experience by consuming a service. 

Communications have the best impact on people who have not bought any services yet be-

cause they have no reference. Even though an impression of the brand will be formed after 

having experienced the service, advertisements that do not fit that meaning, will loose their 

impact; advertisements are incapable to save bad brands (Berry, 2000).  

 

2.7.2. Brand meaning by relationships 

The customers achieve and understand the meaning through the relationship they have with 

the firm (Morandin, et al., 2013). The relationship can be personal and be conveyed through 

the experience of the brand (Berry, 2000; Morandin, et al., 2013). The manner in which the 

service is vended, a particular meaning is attached to the service (Morandin, et al., 2013). 

Therefore, it could also be a pitfall that companies “forget” about their personal relationships 

with people since methods via social media and Internet are so ubiquitous (Hinton & Hjorth, 

2013). However, it seems like the company has a direct influence on brand meaning the 

meaning the company wants to transfer cannot be transferred by the company alone. It is also 

influenced by the experience and the external brand communications (Berry, 2000). Hence, 
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there could occur a gap between what the com pany thinks the meaning is, and what the cus-

tomer thinks the meaning is.  

 

2.7.3. Brand meaning and mission vision statements 

To create a clear brand meaning, even though there is no direct relation from the company’s 

presented brand to brand meaning of the company (Berry, 2000), firms must understand their 

mission and vision statement so that they keep to their essential reasons for existence 

(Greengarten-Jackson, et al., 1996).  

 

2.8 Brand Equity 

2.8.1. Definition of brand equity 

Brand equity is the most desired form of competitive advantage a company is able to have as 

it is considered to be the most important asset of the entire firm (Aaker, 1992). Simply put, it 

means the firm is able to charge higher prices for the same product than their competitors, 

which expresses their competitive advantage. The utilisation of celebrities creates also brand 

equity because celebrities have an indirect influence on brand equity (Spry, et al., 2011). 

 

There are discussions about the meaning of brand equity between accountants and marketers. 

Marketers suggest that brand equity implies the strength of a particular brand whereas finan-

cial accountants focus on the brand valuation or brand value. Financial accountants measure 

the level of attachment to the brand with the customer, which is equal to brand loyalty and the 

financial asset it might represent on the balance sheet (Wood, 2000).  

 

Fedwick (1996) states that there are three dissimilar appreciations for brand equity: brand 

valuation, brand strength and brand description. The first-mentioned, valuation, is a manner of 

forecasting and therefore the most dissimilar in comparison with the others. Defining brand 

strength is extremely challenging since it involves many factors. Thus, there is no widespread 

method to assess this factor. The last-mentioned, brand description, is not elaborated in his 

study. However, description of brand has more focus on how, obviously, the brand is de-

scribed through people, if it is positive enough there is enough reason to conclude that there is 

a form of brand equity in the company.  
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2.8.2. Positive and negative brand equity 

There are logically two sides of brand equity: positive and negative brand equity. Positive 

equity is defined as: “the degree of marketing advantage a brand would hold over an un-

named or fictitiously named competitor” (Berry, 2000, p. 130). When a brand is affected neg-

atively and it is not able to continue as it has been, it is experiencing the effects of negative 

brand equity. For example: a firm that changes its name to start with a clean sheet due to a 

negative brand meaning, which has resulted in customers finding substitutes, is experiencing 

negative brand equity. Brand equity appears when the customer is accustomed with the brand 

and has a favourable, strong, and highly unique brand association in memory (what is earlier 

defined as brand awareness and meaning) (Keller, 1993). 

 

Solely brand meaning exerts direct influence on brand equity and brand awareness has indi-

rect influence on brand equity. As aforementioned, brand image is the first thing that comes to 

mind thinking about a particular brand. If this is positive and excellent, there is positive brand 

equity (Berry, 2000). 

 

Loyalty is of incredible meaning for brand equity. Indeed, satisfying the company’s customers 

is vital, but only in the formation of loyalty. From the moment customers are loyal the satis-

faction factor becomes less important due to other means that influence and manage their loy-

alty. These means are individual determinism and social bonding at the organisational and 

individual level (Oliver, 1999). 

 

2.8.3. Influence of staff on brand equity 

In line with the optimisation of brand equity, it can be easily concluded, especially in service 

firms, that staff plays an inevitable role (Dhar , 2014). The visitors in the case firms expect 

and demand to be helped friendly if they have any questions or when they buy something in 

the restaurant or at the bar. Training is indispensible for a higher delivery of service quality 

(Dhar , 2014). Companies must very well observe if the (prospective) employee is willing to 

learn and has an open mind towards trainings (Cho, et al., 2013). Therefore, the selection pro-

cess for hiring new personnel is vital to form and preserve high quality service, which con-

tributes to a developed BE.  
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Lastly, and probably the most important, yet most general of all factors that help companies 

surviving is the need for innovativeness, which is essential to build and maintain a strong 

brand (Dotzel, et al., 2013; Berry & Seltman, 2007; Berry, 2000; Moorthi, 2002).  

 

2.8.4. Influence of programme design on brand equity  

The programme has a major impact on the purchasing decision of potential visitors. Since 

people are somewhat reluctant for change, there must be a part of service people can relate to 

(Audia & Brion, 2005). In the sector of the case firms, the surrounding performances are less 

known and are through these means exposed and become familiar over time after these can be 

the main act. This also happens in the pop culture with the supporting acts of unknown artists 

or artists that are on the rise. It is argued more in literature that for education design is very 

important (Lyon, 2011). It must be pleasant for “students” to learn.  

 

Also, for the design of the programmes, the use of celebrities might be beneficial as celebri-

ties have an indirect influence on BE (Spry, et al., 2011). As celebrities have massive attrac-

tive powers on people, which creates BA, and in a lesser extent BM, their contribution to the 

case companies can be substantial.  

 

2.8.5. Brand loyalty and brand equity 

There are a couple of factors that exert influence on brand loyalty. Every factor has a different 

impact and strength (Hwang & Kandampully, 2012). Emotional attachment is the strongest 

after which self-concept connexion and lastly, brand love (Hwang & Kandampully, 2012), 

which is the phase before the establishment of customer-brand-relationship (Patwardhan & 

Balasubramanian, 2011). When customers repetitively buy a product or service, they can be 

marked as loyal customers (Day, 1969). This has a strong link to brand equity since loyal cus-

tomers can give a competitive edge, for example when a company faces difficulties, custom-

ers might voluntarily help the company. 

 

2.9 Theoretical Framework 

Multiple definitions for brands are provided. There has been much debate about many differ-

ent definitions that roughly address the same. However, the definition from the American 

Marketing Association is mostly used in practice (Wood, 2000).  
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In figure 2.9.1. the company’s presented brand all marketing activities establish brand aware-

ness. Besides, it has little influence on the actual brand meaning since that is derived from the 

customers’ experience with the brand. Both brand meaning and brand awareness are experi-

encing little influence from the external brand communications, even though the impact could 

become substantial when the firm ends up in a public debate. Brand equity is awarded via the 

customers through brand meaning and experiences only little impact from the brand’s aware-

ness (Berry, 2000).  

 

Services are intangible and are consumed during the production process wherefore the im-

portance of quality-staff is incredible. As mentioned earlier in the introduction, staff must be 

competent. Especially in service firms where the service is mainly delivered through people 

and not via computer programmes, it is of major importance that customers are feeling com-

fortable at the theatre or concert hall. The character of the employee is significant in combina-

tion with the ability to work efficiently and competently. These factors, if all of the stated are 

present according to the company’s standard, the employee can deliver highly satisfying and 

even delightful service (Torres & Kline, 2006).  

 

External Brand Communications mostly do not have the platform to reach a lot of (potential) 

customers as the brand its own advertisements does; the reach is much larger when done in 

advertisements. Aside from that the firm communication is meant to spread its brand message 

and to strengthen it. In extreme cases where word-of-mouth becomes extraordinarily power-

ful: it involves the whole society, the dotted lines to brand awareness and brand meaning can 

change into bold lines, meaning that there is a direct influence on the variables presented in 

Figure 2.9.1. (Berry, 2000). This can also be substantiated by the fact that many researchers 

have found that WOM has an incredible influence on the business’ profits, awareness and 

meaning (Tsai, et al., 2014; Sandes & Urdan, 2013), especially when an issue is explained 

that holds negative information to the firm (Pace, et al., 2014).  

 
 
 
 
 
 
 
 
 



	   23 

Figure 2.9.1. Cultivating Brand Equity Theoretical Framework 
 

 
Source: Berry, 2000. p.130 

 

The bold lines in Figure 2.9.1. illustrate direct influences whereas the dashed lines illustrate 

indirect influence (Berry, 2000). From the company’s perspective, it is fairly easy to influence 

the awareness of the company. Influencing the meaning, however, is difficult because there is 

no direct influence possible. External brand communications only exert indirect influence, but 

when it becomes a strong external brand communication, for example when it is in the news 

on a daily bases, the dashed lines will be bold (Berry, 2000).  

 

2.9.1 Differences between model for services and products 

The model (Figure 2.9.1.) differs with tangible products due to the intangibility of production 

of services. As found earlier services are consumed at the same time as it is produced. Due to 

this it is highly labour intensive and quality of personnel is of incredible importance. The 

character, efficiency and competency of the personnel ensures that visitors, guests, customers 

feel comfortable and “at home”. `These abilities should be trained on a regular bases in order 

to be able to deliver an outstanding service (Torres & Kline, 2006). Plus, the degree in which 

humans provide the experience that is more personal than a machine producing a tangible 

good has a higher impact on brand awareness and brand meaning (Berry, 2000; Berry & 

Seltman, 2007).  

	    



	   24 

3 METHODOLOGY CHAPTER 
 

3.1 Introduction 

In this chapter the methodologies are explained that are utilised to approach, assess, collect, 

judge, process and interpret data to determine how entertainment-based service firms can 

cultivate their brand equity. To do so, it is vital that firms give insight in their strategies and 

opinions on the influencers of brand equity. Furthermore, since theory has shown that cus-

tomers award brand equity to firms, it is of crucial prominence to measure the customers’ 

awareness and meaning of the brand.  

 

This chapter elaborates the methodology into research approach, type of research, research 

instruments, data collection and process, data presentation, validation and reliability, and 

concludes with a brief summery.  

 

3.2 Research Approach 

Various methods exist to conduct research and come down to conclusions. In this section de-

ductive, inductive, and abduction are briefly explained. In the last paragraph a conclusion is 

given and what approach this study has.  

 

3.2.1 Deductive & Inductive 

Deductive research concerns about the application of general guidelines to particular cases. 

Inductive research is mainly used to inference and to reason from an individual case to the 

generality (Gollin, 1998; Hyde, 2000). This study has been based on the theoretical frame-

work that has been presented in theoretical chapter. As a result of that theoretical framework, 

interview questions and the questions in the survey were formulated. Disagreements on the 

utilisation of deductive approach are that the respondents’ perspectives may differ a lot from 

the theoretical concepts (Lewis, et al., 2009).  

 

Inductive reasoning is theory building and deductive is a theory testing method (Hyde, 2000). 

In the latter, deductive, a conclusion can be given with 100 per cent certainty whereas induc-

tive is not 100 per cent sure. Simply the fact that something occurs multiple times does not 

give reason that it always happens. In addition, inductive reasoning is most likely to accurate 
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and testable theories and therefore an addition to deductive reasoning (Eisenhardt & 

Greabner, 2007).  

 

Since this is a case study in which two firms are taken to represent the sector of entertain-

ment-based non-profit cultural service firms, it is an inductive approach. The generalisation of 

findings is inductive (Gollin, 1998; Griffioen, 2011). Therefore, this study is has an inductive 

approach.  

 

3.3 Type of research 

The research types are mainly divided into two segments: qualitative and quantitative re-

search. This study is based on a combination of both. As this study desires to investigate the 

applicability of the model presented in Figure 2.9.1, it is best to use a dual approach in which 

part of the study is qualitatively and partly quantitatively.  

 

A qualitative study is concerned with subjectivity and is more focussed on the processes in 

the operational field and has a couple of main characteristics: qualitative research is a explora-

tory research with a lot of hidden information (Loraine, et al., 2006). It is generally described 

as “allowing a detailed exploration of a topic of interest in which information is collected by a 

researcher through case studies, ethnographic work, interviews and so on” (Harwell, 2011, p. 

148) The other research type, quantitative research, is much more objective and in concerned 

with numbers that exemplify relations between phenomena (Harwell, 2011). Furthermore, it 

specifies itself more on generalizability, objectivity and reliability of outcomes of the utilised 

quantitative research instruments. Thus, in a combination of both research types, quantitative 

and qualitative, the qualitative research type is able to complement and support the infor-

mation derived from the quantitative part of the study (Bryman & Bell, 2011).  

 

This research is a case study as it takes two companies into consideration. Yin (2009) states 

that the chosen company, if doing a case study based on one company, must be unique or 

highly representative. Meaning that normally spoken data derived from one company is not 

sufficient to generalise to the whole industry and/or sector. Therefore, the author of this study 

aims at deriving information from as much as possible companies. In Gävle there are various 

cultural institutions alike the Gävle Teater and Gävle Konserthus, however, it is found that 
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these represent both the theatre aspects of the industry as well as the concert industry since 

they have a varied programme base.  

 

With these companies the author of this thesis has interviewed employees concerning the pro-

cess of branding. However, since the customers award brand equity, it is also important to 

take the customers their point of view into consideration. Therefore, also an approach of 

quantitative research is executed.  

 

Combining multiple research methods to study one phenomenon is called a triangulation 

(Voss, et al., 2002) or a multi-strategy (Bryman, 2004). Not only is this vital for this thesis 

since brand equity is awarded by the customer, it also increases validation and reliability 

(Voss, et al., 2002). Yet this has been not very traditional in practise.  

 

3.4 Research Instruments 

As already has been mentioned in the introduction of this chapter, to attain valid information 

both the firm and customers must be included in the research. It was decided to conduct in-

terviews with the managers of at the companies and to survey their customers in order to gain 

an appropriate interpretation from both facets.  

 

3.4.1 Interviews 

In case studies, interviews are acknowledged as a key method to gather data (Eisenhardt & 

Greabner, 2007; Yin, 2009; Kuada, 2012; Voss, et al., 2002). It is known that interviews pro-

vide a deep understanding of one particular case, however, it also depends on the quality of 

the interview questions and the structure.  

 

The advantage of interviews over surveys is that it gives a much more comprehensive result. 

The interviewees are often interviewed on well-known situations such as their office. By feel-

ing comfortable the interviewee is likely to tell more but also come up with topics that might 

be relevant to the topic of research. Meaning, more information, substantiated and with wider 

knowledge can be utilised (Kuada, 2012).  

 

Interviews are truly intriguing phenomena and it is often neglected that the importance of 

proper interviews, which is challenging, in research is substantial (Mosley, 2013; Voss, et al., 
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2002). Most straightforwardly, the choice of questions must reflect the aim of the study 

(Martin, 2013). Also it is mentioned that the interviewer must design and structure the ques-

tions so that neutral answers will be given; the interviewer expects to get a certain answer and 

the interviewee might answer accordingly. (Martin, 2013, p. 117).  

 

The interviews are based on questions that are equal for each of the applicants. In appendix 2 

the interview questions are shown. However, the author would like to create a conversation 

since this takes away the static form of an interview. This also permits the interviewer to go 

more in-depth at certain points; it removes the restriction of a too narrow scoped interview. 

Moreover, research has shown that a dialogue can help contributing to the outcome quality of 

the interview (Sullivan, 2012). However, the interviewer should not get too much to say dur-

ing the interview and should try to keep a low profile so that the interviewee can tell his, or 

her, own story (McCracken, 1988).  

 

Furthermore, McCracken (1988) advises to start off with “grand tour” questions, which are 

aimed to start easily to grab attention and to dive into the subject. In case of this research the 

interviewer gives a brief explanation about the topic and tries to establish an easy-going con-

versation. Then, so called “floating prompts” and “planned prompts”. That is, respectively, to 

get more information from the interviewee and the planned questions, which are stated in ap-

pendix 2 that can back-up and cover the required topics if the interviewee does not reply cen-

tral to the topic.  

 

It is aimed that the interview has maximum 45 minutes to 1 hour maximally. Due to the fact 

that businesses might not want to dedicate more time and would therefore reject participation. 

When keeping the interviews too short, the author could possibly jeopardise the outcomes of 

the research since it may leave important notes disregarded.  

 

Interviews will be utilised to gain understanding of four factors of Berry’s (2000) model. 

Firstly, the presented brand; secondly, brand awareness; thirdly, brand meaning; fourthly, 

brand equity.  
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3.4.2 Surveys 

This is the quantitative part of the study. That is, little information from many sources like 

surveys often, which contain brief questions with fixed answers that can be chosen. Aliaga 

and Gunderson (2002) have defined quantitative research as explaining a phenomenon by 

collecting quantitative data, also referred to as numerical data, that are examined utilising 

mathematically based techniques as statistics.  

 

Surveys are utilised to assess two factors from Berry’s (2000) model: external brand commu-

nication and customer experience with the brand. Furthermore, it is required to investigate the 

customer’s opinion of the meaning of the brand.  

 

Obviously, it is highly important not to have a survey that takes more than five minutes to 

complete, as it is taken before the start of the performance. From experience, it is not proper 

to ask questions and start conversations with people after concerts, as some people would like 

to ponder about the concert/performance they have just witnessed.  

 

To anticipate on the fact that mostly elder people go to traditional concerts and theatre per-

formances the survey has been translated into Swedish so that all Swedish people are able to 

fill in the survey. In appendix 1 the survey is shown both Swedish and English (Appendix 

I.1).  

 

3.5 Data Collection & Process 

Data itself has no relevance, it must be elaborated and substantiated by other researches and 

therefore be linked to theories (Voss, et al., 2002). It is thus of high importance that there is a 

broad knowledge about the topic and the interpretations of the case-firms. These, as men-

tioned, are obtained via interviews and surveys.  

 

3.5.1 Data Collection & process for Interviews  

The interviews are audio-recorded and written out in essay-form. That is, the interview is 

written out and summarised so that all topics are covered and transferred to vocabulary that is 

utilised in the existing literature. However, some parts will be transcribed verbatim or vocabu-

lary that is used repetitively will be written. This is only done with the most important parts of 

the interview. The researcher will decide on the most poignant and representative quotes from 
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the interview in order not to become over tedious (Anderson, 2010). Then, the interviewer 

decodes the interview by linking answers to literature and generalisation of the findings. This 

enables the researcher to generalise all interviews to an important and informing set of data.  

 

The interviewer focuses on various points throughout the interview. Firstly, explicitly repeti-

tiveness of answers is a key factor in the firm’s operations and importance of data. Due to the 

conversational nature of the interview, the interviewer is allowed to go more in-depth if nec-

essary, even though it might not be directly linked to the other interviews. Furthermore, key 

ideas are noted in the transcription process.  

 

The interviews at the Gävle Teater have been taken on March 27th with Ms Camilla Norin, 

Communicator and Mr Jonas Elverstig, superintendent. The interviews at the Gävle 

Konserthus have been taken at March 29th with Mr Bino Rendistig, Marketing director, and 

Mr Christer Björklund, Producer of Gävle Konserthus. The last interview with Mr Mikael 

Forsblom, Communications manager was taken on May 4th. In total there have been conduct-

ed five interviews, which lasted between 44 to 57 minutes.  

 

Table 3.5.1 Interview schedule 

Interviewee Company Job Function 
Date of in-

terview 

Camilla Norin Gävle Teater Communicator 27th March 

Jonas Elverstig Gävle Teater Super Intendant 27th March 

Bino Rendistig Gävle Konserthus Marketing Director 29th March 

Christer Bjorklund Gävle Konserthus Producer Gävle Konserthus 29th March 

Mikael Forsblum Gävle Konserthus Communications Manager 4th May 

Source: Own construction 

 

3.5.2 Data collection & process for Surveys 

Surveys are processed via Microsoft Excel. The data is used to find the impact on brand 

meaning from customers. It is aimed to understand what the visitors/customers relationship is 

with and to the company (brand) is, and if they are willing to support the case companies. 

Furthermore, also a question that aims to measure the brand equity is asked.  
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The survey is mainly built up out of a Likert scale questions between one and five to ensure 

that it is easy to fill in the survey. The survey will be held before a performance at each of the 

case companies. The total amount of surveyed people will be eighty; thus, forty per cultural 

institution. In combination with the interviews it will give enough insight to answer the re-

search questions after an analysis.  

 

3.5.3. – Other  

To supplement the interviews, the surveys and literature, the author of this study has also uti-

lised contacts that work in the field to question their opinions. Furthermore, videos on 

YouTube that shows an interview with Philip Kotler has been consulted to gain additional 

information about the topic. Lastly, television programmes such as talk shows and pro-

grammes in which the “real story” behind the well-known product/service/matter is sought on 

the Dutch public broadcaster (Nederlandse Publieke Omroep (NPO)) have been utilised to 

illustrate some issues. These are also mentioned in the text.  

 

Mr Medeiros, a professional violinist that plays for many orchestras as well as Mr Medeiros is 

the founder of a quartet and first violinist supplied some interesting notes from the insight of 

the cultural world from his point of view and from his own experience.  

 

3.6 Presentation of Data 

Since this study is built up out of two main data inputs: qualitative as well as quantitative, 

there will be made a distinction in the presentation of the data. Chapter 4 will be dedicated to 

the empirical study and presentation of the data.  

 

3.6.1 Interview data 

The interviews are combined and presented in an essay form dealing with a couple of topics. 

The subjects, as shown is appendix 2 is brand meaning, brand awareness, company’s present-

ed brand and meaning, competition and brand equity. At the end of each case, a summary is 

given in a table form in which all the strategies are stated. Key words play a great role in pre-

senting data. Key words are well known in the literature and elaborated in the theoretical 

framework. This allows an instant understanding of the topics discussed in the interviews and 

surveys.  
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After both the cases from the interviews, there is given additional information according to 

statements and the like. At last there is a final table, which provides an overview of the strate-

gies used by both the firms.  

 

3.6.2 Survey data 

The result of the survey is displayed in pie charts in which the frequency a particular answer 

is shown in percentages. In total, there have been taken 80 surveys of which 78 can be used: 

78 = 100 per cent, n = 78. The numbers in the pie chart correspond with the given answer. 

Graphs and figures representing the findings are better to understand, shorten the paper and 

link together information, (Rodrigues, 2013). Besides the frequency pie chart, also a frequen-

cy table are shown in which it is displayed how many people filled in a particular answer.  

 

When addressing the highest percentage of the pie chart, the two highest answers will be tak-

en into account. Thus: 4 + 5 are added. With regards to the question that has a scale from -2 

till 2, only 2 is taken into account when addressing visitors that have the strongest disagree-

ment or strongest agreement on the statement in the survey.  

 

Question ten is an open question. Similar answers have been put together such as “meetings”, 

“good staff”, “location”, “nostalgic”, “diversity”, “classic” and so forth.  

 

3.7 Analysis of data 

Data should be analysed with the help of relevant literature that is carefully chosen and se-

lected in line with the aim of the study (Meyer, 2001) and linked to phenomena that have oc-

curred in earlier chapters of this study. This has been done throughout the analysis chapter. 

Because this is a study that uses a multi-method approach, there are two inputs for data, 

namely from surveys and interview. The data inputs are presented in the empirical chapter 

separately from each other to enhance the easiness to understand for the reader. The quantita-

tive data is presented in frequency pie charts so that it is comfortable for the reader to under-

stand instantly. Furthermore, due to the consistency in use of the frequency pie charts, it ena-

bles the reader to comprehend the results rapidly. In the analysis chapter these data inputs are 

combined and linked to earlier used sources.  
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Kumar (2011) argues that in qualitative studies the method of analysing depends on the au-

thor’s fondness of a particular style of writing. In this study, the author has analysed the quali-

tative data input as if it was a case study, focussing on key elements from the questions that 

are being asked. For example, if the question is to gather data about the case company’s mar-

keting activities, the author focuses strongly on the factual answers and then on the content 

around the facts.  

 

In the analysis chapter, the factors from the original brand cultivation model are explained 

with the two data inputs incorporated and discussed with the utilisation and linking to earlier 

consulted literature and the like. Thus, in the model, one of the factors is organisation present-

ed brand. In that segment the activities of both the case firms are linked to literature and the 

like.  

 

3.8 Validity & Reliability  

In this section the validity and reliability will be explained separately from each other. What 

this study has done to incorporate these elements is also explained.  

 

3.8.1. Validity 

Validity is concerned about whether the study examines the appropriate elements in the right 

manner (Pijl, 2008; Yin, 2009). That is, the manner the researcher translates the derived theo-

ries into questions and variables that are measurable and operational. It is argued that it is 

vital to assess a study based on qualitative method on its validity (Morse, et al., 2002). There 

is difference between the validity process of a qualitative study and a quantitative study due to 

the natural difference in data type (Ritchie & Lewis, 2003). However, it is argued that a trian-

gulation–a combination of both–method can serve as a profound test for similar theories and 

to gain more information, it examines the external validity (Jick, 1979). It is also argued that 

triangulation is not utilised for higher validity but more profounder understanding of the topic 

(Yeasmin & Rahman, 2012). 

 

Furthermore, validity can broadly be categorised into two categories: internal and external 

validity. Internal validity focuses on whether the study investigates what it is supposed to in-

vestigate (Hollensen, 2001). In this study, this has been done by the consultation of academic 

literature, online published interviews, newspapers and the like. Furthermore, the questions in 
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both the interviews and survey are directly linked to the theoretical framework and the survey 

has been translated into Swedish to prevent language barriers. External validity is the option 

to generalise the findings in other circumstances (Hollensen, 2001). With regards to external 

validity, this study has two case firms that are operational in the same sector: cultural sector, 

and are non-profit organisations. However, since this is study is a case study, the external va-

lidity might not be that high. Both the companies show the same findings and therefore it can 

be concluded that generalisation is reached, however these generalisations might only be ap-

plicable for service firms that have a factor that can be changed, such as a chef or menu in a 

restaurant. 

 

3.8.2 Reliability 

Reliability is concerned about the answers of the respondents and whether the same answer 

will be given next time it is asked (David & Sutton, 2011). Practically it means that, ideally, 

questions are asked twice or even more times in different manners. This is done in the ques-

tionnaire, where multiple questions are focussing on brand meaning, brand loyalty, and 

WOM. With regards to the interviews, these questions were also asked but, as mentioned, in 

floating-prompt questions. This allowed the interviewer to go more in detail about some mat-

ters to gain more reliability. Furthermore, multiple persons from the same company were in-

terviewed.  

 

The people that were asked for interviews have all in common that they are representative and 

working on a similar level in a company, e.g. director, marketing manager and producer. Fur-

thermore, in both cases not the flagship theatre is chosen to assess but two local entertain-

ment-based cultural institutions. The visitors that have participated in the survey were people 

that came first to the concerts and were willing to participate the first people that have entered 

the concert hall or the theatre building, were asked to fill in the survey.  

 

According to Wolcott (2005), it is vital that researchers undertake actions to test the reliability 

of the study. Wolcott (2005) states that researchers should increase the communication con-

cerning research and the real world. This can be done via triangulation. This study makes use 

of triangulation as it assesses some factors via the case companies’ visitors as well as compa-

ny representatives.   
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This study takes two entertainment-based service firms into account. Konserthus, located in 

Gävle, Sweden and Gävle Teater, also based in Gävle, Sweden. Both are located in the same 

city, which increases the understanding about the area and surroundings of Gävle. This en-

sures that all data, from both companies have the same culture, same target market–or strong-

ly overlapping–, and roughly the same competition.  

 

To enhance the reliability of the study, the author has chosen to have the survey translated 

into Swedish so that people would understand the questions best since the visitors had Swe-

dish as native language. The respondents were asked, however, to fill in the open question 

and, and if they had, write comments in English if possible. Some of the respondents did not 

do that after which the answers were translated.  

 

With regards to the theoretical framework, all factors have been explained thoroughly to gain 

a deeper understanding about the branding concepts. One articles has been used as base-

article and other reliable sources are used for verification and supplementation (as is the case 

in the analysis chapter).  
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4 Empirical Study 
This chapter is devoted to the empirical part of the study. It will be carried out in such a man-

ner that both case companies are completely analysed. There will be five segments in this 

chapter: a case-study about the Gävle Teater, a case-study about the Gävle Konserthus, con-

sumer perspective regarding external communication of the brand, customer perspective re-

garding the meaning of the brand, and the customer perspective regarding brand loyalty and 

brand equity. These will be elaborated to provide an overview of the interviews. After the case 

studies the results of the surveys will be displayed.  

 

4.1 Gävle Teater Case  

As shown in the methodology part the structure of this interview was to establish a conversa-

tion on the basis of a couple of subjects. The subjects, as shown is appendix 2 is brand mean-

ing, brand awareness, company’s presented brand and meaning, competition, brand equity.  

 

4.1.1. Awareness of the brand 

The Gävle Teater finds it important that people know about the theatre’s existence. Brand 

awareness is seen as the first step that is necessary to create an interest for people to visit the 

theatre and to enjoy their bookings. They influence the brand awareness by advertisement, 

mainly via Facebook. However, they are convinced that the oldness of the building heavily 

contributes to the awareness of the brand. They even consider it to be so strong that they 

could completely stop with advertisements since the awareness through the building on its 

own is very durable.  

 

Also youth are hopefully enthused and made aware of the building due to the city tours 

schools do to teach children about museums, theatres, concert halls etc.  

 

The channels that are used to create the awareness about the theatre as well as the perfor-

mances are mainly aligned with the type of performance and the accompanying target group. 

Facebook is the most popular channel since it is cheap and the statistics are incredibly clear 

and accurate. Obviously the website and more traditional methods–local newspapers–of mar-

keting are used to be able to reach other target groups as well. However, due to the limited 

marketing budgets it is very difficult to find a right balance between the amount of advertise-
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ment via a set of channels. One of them is also a close working relationship with the Högsko-

lan I Gävle and other universities/schools, companies and so forth.  

 

They try to differentiate by providing a unique experience but at the same time they are highly 

aware of the fact that the competition is fierce. Not only other theatres are considered to be 

competition but also television, sports events, and the like. Basically all forms of leisure time 

expenditure. The best circumstances to come to the theatre are great performances, according 

to the interviewees.  

 

4.1.2 Perception and meaning of the brand 

They approve that there is a gap between brand meaning and what they try to put as their 

brand. Especially regarding the dress code. People remain having the idea from the 18th and 

19th century where “rich” people went to the theatre garbed in their formalwear. The company 

is trying to remove this general thought because the visitors/customers should be able to come 

as they prefer. They try to close the gap between the presented brand and the meaning by be-

ing honest in their communications and with the performances they book. Also by letting it 

flow naturally by showing people during the performances in the foyer that it isn’t the case at 

all. Management does not wear a tie during those performances to show that it is not required.  

 

4.1.3 Competition 

Sports are perceived as the biggest competition. To tackle those, without fighting for market 

share in the leisure entertainment market, is to cooperate with these businesses and show the 

relations between them. This has been done, for example, with the Gäve football club and 

dancers.  

 

4.1.4 Brand Equity and (future) challenges 

It is thought that the brand equity of the Gävle Teater is highly developed. Due to the fact the 

organisation is very old and the shows are of a high standards. Since it is a non-profit organi-

sation the main aim is to bring culture to the city and not aim for profit maximisation. The 

brand equity depends hugely on the performances they book. Even in times when the most 

famous artist cannot be booked, due to many reasons, people are still curious to come as the 

overall quality of the performances are high.  
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Service is also a huge factor that influences the brand equity. From the first step every visitor 

puts in the Gävle Teater, the visitor should feel comfortable and at ease. Furthermore, whether 

they can sit comfortably in the chairs, be able to drink a (good) glass of wine at the cafe and 

the possibility to discuss the show afterwards with the performers themselves. Again, infor-

mation must be honest and straight to the point. The accessibility of the website also contrib-

utes to this. The threshold to ask questions must be as low as possible.  

 

Focus groups have been part of the strategy to investigate the possibilities to enhance their 

service. But also to understand whom their audience is and what they are expecting to in that 

sense to tune their offerings in their communications.  

 

For marketing means, the Gävle Teater tries to cooperate with companies that are relatable to 

a particular performance to enhance brand awareness and WOM and the discussion after the 

performance.  

 

The biggest threat that needs to be tackled immediately is the awareness of the culture might 

decrease and people don’t know that a great experience can be gained by visiting such a con-

cert and to meet other people that have the same interest. Therefore, it is important that simi-

larities can be shown between the new cultural tendencies and the traditional pieces and to 

actively link them together to create and maintain interest for the audience. The attendance of 

youth at traditional drama performances is still a problem since the amount of services and 

substitutions they are exposed to are much stronger than their curiosity to visit these perfor-

mances. By having a close relationship with people outside the company, ambassadors, work-

ing at schools (and the like) is of high importance to cultivate the interest and curiosity.  
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Table 4. 1.5 Summary of brand cultivation strategies of Gävle Teater 
STRATEGY TABLE 

Strategies for Brand Awareness (BA) • Facebook advertisements 
• Instagram  
• Twitter 
• Cooperation with schools/universities/companies in 

the area 
• Website 
• Traditional marketing channels (newspapers)  
• Maintain building 
• Close relationship with “ambassadors” (personal re-

lationships to create BA) 
Strategies for enhancement of Brand 
Equity (BE) 

• Optimisation of service through focus groups 
• Friendly staff 
• Creating a comfortable atmosphere 
• Offer high quality performances 
• Possibility to discuss after shows with performers 

and other visitors 
Strategies for positioning Brand 
Meaning and closing the gap between 
presented brand and brand meaning.  

• Clear and accurate information 
• Booking particular performances that align with the 

company’s thoughts, mission and vision. 
Source: Own construction 
 
4.2 Gävle Konserthus Case 

4.2.1 Awareness of Brand 

The Gävle Konserthus is well known in the area. Around 96% of randomly called people dur-

ing a research operation knew the Gävle Konserthus. This shows that the awareness is great in 

the area. However, it is vital that people know that it is both for classical music as well as pop, 

rock, jazz etc. awareness in this field is slightly lacking. Challenge is, is to gain awareness 

which is done by mixing the traditional performances (classical) with pop, jazz etc (cross-

concerts).  

 

The Konserthus utilises numerous methods to influence their awareness by advertising, but 

also by what sort of performances they organise. If a particular performance is urgent for the 

audience, the audience is aware of the particular performance. But they do also know that for 

something new, a (potential) visitor must be reached at least three times to convey the mes-

sage. 

 

The main methods that are used vary and have shifted from advertising in the local media in 

traditional ways to advertising via modern methods, social media like Facebook and Insta-
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gram. Only on Facebook the company has three pages: the concert hall, the symphony orches-

tra and the congress department. The amount of advertising has decreased over time due to 

the change in environment.  Furthermore, the company sends out newsletters to subscribed 

visitors via email to maintain the awareness and to become “top of mind”. This newsletter 

also goes to people who have bought a ticket and have registered. The amount of people that 

receive this newsletter is around 10000. YouTube is also a mean to create BA and to inform 

(potential) visitors.  

 

The company approach the orchestra and the concert hall as two different brands, even though 

they are on the same webpage visible, there is made a clear distinction in layout. The brand 

meaning is tried to put in such a manner that people expect a good service, and an experience 

that exceeds their expectations. It is tried to delight the visitors the first three times that they 

are in the company to ensure that their experience with the company is good and they become 

an ambassador that spreads the word. WOM is herewith directly tackled. In addition, to close 

the gap between the presented brand and perceived brand, the Gävle Konserthus presents cor-

rect and honest information, have the programme explained by a brief speech from the con-

ductor, perform encores, high quality and social service and thus to create a high satisfaction 

when people leave so that the brand sticks in their head.  

 
4.2.2 Perception and meaning of the brand 

The perception from people that have no experience with the Gävle Konserthus is that they 

associate it with snobbism. They think that they have to dress-up and be formal, know every-

thing about the piece, etcetera. The company desires to be a place for everyone, not only for 

high quality, since that is difficult and subjective to define. In addition, by booking perfor-

mances that would otherwise not come to Gävle. Student prices help with that to lower the 

threshold, but also by having staff not wearing formalwear but t-shirts. There are many small 

things that are being done but that depends on the department.  

 

The company needs to know who their new visitors are to be able to treat them in a unique 

way. In the narrow future, the orchestra is launching a programme that allows curious poten-

tial visitors to come and enjoy concerts. There will be arranged pre-meeting session in which 

multiple musicians are present to enhance communication about the performances. During the 

intermission these people can ask questions and get more acquainted with the style of music. 



	   40 

To provide one example, newcomers often do not know that during Jazz concerts there is 

room for applause after every solo whilst that is not demanded during classical concerts.  

 

The Gävle Koncerthus make use of so-called “external arrangers” meaning that some perfor-

mances or concerts are not arranged and organised by themselves but by external parties that 

rent the concert hall. No marketing from the Konsetrthus is required, which makes it profita-

ble, however, the profits are not shared. Only the rent is paid. It allows the ticket prices to be 

kept low since they will not be able to hire these orchestras/performers with only 825 seats in 

the main hall. If the same performers/orchestras rent the building they know it will be sold out 

and little has to be spent on marketing. However, initially the price does not matter to a high 

degree, but the size of the concert hall limits the bookings, as the amount of seats that can be 

offered cannot exceed 825, wherefore the price will increase too much.  

 

Because the Gävle Konserthus is under municipalisation, they have a responsibility to offer 

music to “everybody”. Which is directly the struggle for the company. Even though these 

kinds of performances are of good quality, there is a lack of awareness and therefore only a 

select group of visitors which makes it very expensive to organise because at the end of the 

year “it is all about the numbers” and no losses are expected to be made.  

 

They cooperate with schools to inform children about different music streams, folk, pop, jazz, 

classical and the like. To extend this, a new strategy is to establish brand extensions for 

younger audiences with different kinds of music streams. Firstly, translated from Swedish, 

“Bricks” that offers pop music in foyer to lessen the threshold for the concert hall. By market-

ing these concerts it is tried not to put focus on the concert hall to avoid prejudges. Secondly, 

Blueberry club, for children where sort of fake grass is tolled out in the foyer and a small con-

cert is given as if it is a picnic concert. Thirdly, “Concert hall recommends” are concerts that 

are not very well known, but recommended by the Gävle Konserthus themselves.  

 

Apart from the before mentioned brand extensions there are “normal” concerts that the 

Konserthus thinks is a sell-out. By doing it this manner, they can make distinctions in com-

munications wherefore advertising is much more effective and controlled.  

 

 



	   41 

4.2.3 Competitors 

The main competitors are seen as the hockey, Internet, restaurants and the like. Everything is 

increasingly available via Internet, even the concert that will be played. Furthermore, it is 

thought that men like to go to hockey matches whereas the woman would like to visit con-

certs. However, money can be spent only once. Thus, women are most often not able to visit 

concerts since the prices of the hockey matches are high. Trying to compete with the hockey 

club would only harm the concert hall due to the natural difference in interest.  

 
The local people’s house has an auditorium and they live stream operas from New York. This 

is not necessarily observed as competition but more as a complement to let people get ac-

quainted with opera and classical music and in the long run they might come to the concert 

hall.  

 

4.2.4 Brand equity and (future) challenges 

BE is present in a high degree. According to the research team the Konserthus is yet not “top 

of mind” but near that position, it is found that when your positively top of mind, there is a 

competitive edge and thus brand equity. The strategy to make Gävle Konserthus “top of 

mind” and therewith cultivate BE is to build an audience. There are different manners. All the 

departments should work together very tightly. It depends thus on many factors, producers, 

marketing department as well as the orchestra itself but more importantly the audience itself 

too. All these factors have their own interest and opinions and these should be balanced.  

 

Other influencers to the cultivation brand equity is, according to the Gâvle Konserthus is first, 

the programme itself, secondly, the quality of the orchestra, and thirdly, the soloist, and 

fourthly the conductor. Again, it is about providing honest information and delivering what is 

promised and therewith build an audience. “If they believe that we are what we are, then we 

‘re there, we can start challenging and educating the audience.” Problem is, when they have 

a world premiere, fewer tickets are sold if the audience knows what the programme is, than 

when Mozart or any other familiar composer will be performed.  

 

In terms of quality, the music that is being played should be of substantial quality. It must hit 

the heart first, then the brain. When this is the case, people are delighted and are most likely 

to spread the word.  
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The challenge for the Gävle Konserthus is to find a mix between the commercialised practises 

in which selling the highest amount of tickets is priority and the essential objective to show 

culture to “everyone”. Now, this balance is found at eight appealing concerts that expect high 

sales and two “edgy” concerts in which spreading culture is the essence. This can also be 

seen, however, as awareness and marketing actions.  

 

The main challenge awaiting in the future is that the main influencers of the concert hall do 

too much their “own thing” meaning that the company gets too much institutionalised and 

does not listen carefully to their audience. Even though some request cannot be performed for 

practical or strategic reasons. A Mahler festival, for example, would not be practical since the 

orchestra is too small.  

 
In the longer perspective, it is crucial to build an audience that brings trust along. By deliver-

ing quality over a long time it, displaying the logo continuously, it ensures that when people 

do not know about the concert, but have the association with the logo, they know it is good 

prior to purchase. Furthermore, keeping up with the challenges that the modern environment 

provides is highly challenging. Social media are evolving exceptionally quickly; the company 

should try to keep up with it by embracing these new technologies. Notwithstanding, WOM is 

still the most crucial and effective means to gain more BA and a closer gap between BM and 

the presented brand.  

 

Price is not important. Obviously, when it is too high people will not come. It is about the 

interest it arouses. Madonna is very popular, students will still go there, and regardless the 

price would never go to the concert hall, since there is no interest. Education plays a phenom-

enal rule to tackle this but since Gävle is a labour city (where sports are very appealing) 

whilst Uppsala is more an university town (where the curiosity for something unknown is 

higher) it is highly challenging to gain more and more visitors from Gävle.  
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Table 4.2.5 of brand cultivation strategies of Gävle Konserthus 
STRATEGY TABLE 

Strategies for Brand Awareness 
(BA) 

• Facebook advertisements 
• Instagram 
• YouTube 
• Website 
• Cooperation with schools/universities/Gävle Teater  
• Traditional marketing channels (newspapers)  
• Mailing lists 
•  Creating “ambassadors” 
• Use of logos (except bricks brand label) 
• Doing surveys  
• Particular Bookings and mixing traditional perfor-

mances with pop/rock/jazz/etc. 
• Low Student fees  
• Diverse concerts/performances 

Strategies for enhancement of 
Brand Equity (BE) 

• Optimisation of service 
• Creating a comfortable atmosphere 
• Offer high quality performances continuously and to 

exceed expectations 
• Specified labels to better segment and address (poten-

tial) visitors 
• Build audiences by educating and challenging visitors 
• Conducting surveys to question possible improvements 

Strategies for positioning Brand 
Meaning (BM) and closing the gap 
between presented brand and brand 
meaning.  

• Clear and accurate information 
• Staff in T-shirts  
• Booking particular performances 
• Conducting surveys to question possible improvements 
• Low student prices  

Source: Own construction 
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4.3. Companies’ Strategies  

In this subchapter there will be given more emphasis on some aspects of the strategies the 

companies utilise. Some quotes will be stated and elaborated on.  

 

4.3.1. Advertisement via Social Media 
Both the case companies use primarily Facebook and Instagram for creating BA. It is cheap to 

advertise and the statistics Facebook provides are extremely convenient. From experience 

with a non-profit Facebook page and carrying out paid advertisements, the author of this 

study can indeed support from own experience with managing a company’s Facebook page 

the findings that Facebook ads are cheap and in addition, the advertiser can target on a very 

detailed bases who sees these advertisements: gender, age group, region, interests and the 

like. Therefore it might be a helpful tool to create BA and at the same time give (potential) 

visitors/customers the chance to book tickets, direct to the website and the like. 

 

From the interviews at the Gävle Konserthus it is said multiple times that an increasing 

amount of youth stop using Facebook because “quicker” media such as Instagram and Snap-

chat are fitting better to their needs of quick and easy communication. “First, everybody was 

on Facebook, and then we had Facebook ads. But now, Facebook is going down. My daugh-

ter says there is only old people on Facebook” (Christer Björklund). There cannot be given 

prove from literature about this statement. Facebook is still growing rapidly every day. In any 

case, it might be beneficial for companies to start with a Snapchat account to be more interest-

ing for youth. Obstacle, however, is that these accounts should be manually connected and it 

is therefore difficult to reach new (potential) visitors/customers.  

 

After a little research, the author of this study has not been able to find the YouTube channel 

of the Konserthus nor a channel from the theatre. It is costly to hire cameramen to film and 

start building on a YouTube channel. However, it might be an interesting idea to show more 

of the company by making informal videos by staff in which they give a tour, tell about their 

favourite pieces, show places where normally nobody is allowed to come to create not only a 

special and attractive communication channel to show what the company does, but also to 

create a relationship with (potential) visitors. These videos can be made aware through the 

existing channels such as Facebook, Twitter and the website.  
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This could be one of those other methods to address youth, but also others that might be inter-

ested in visiting the theatre. In collaboration with universities, schools, and organisations the 

challenge is that students/people might feel “forced” and therefore will not like it. From gen-

eral knowledge, it is well understood that, especially youth do not like the orders from their 

parents nor the educational institution. Both the case companies are highly involved in collab-

orations with schools, universities and companies and both do tell that this is a must for any 

cultural institution to maintain. Education plays a big part.  

 

4.3.2. Discounting and culture pass and youth attraction 

A convincing 69 per cent of the respondents are of the opinion that youth is not stimulated 

properly enough. What it actually means is that people feel attached to these institutions and 

therefore want others to involve in these institutions. There is thus great loyalty on these 

brands.  

 

Especially for attraction of youth, as aforementioned, theatres and concert halls are facing 

difficult times. That became clear after the interviews the author of this research has carried 

out as well as literature shows the increasingly becoming larger problem: after a research fo-

cussed solely on attraction new first time visiting youth in theatres it is found that discounts 

are essential to create arousal, but far from enough. 

 

The Gävle Konserthus wants to be for everybody: “I want the Gävle Konserthus to be for 

everybody; I don’t want to exclude anybody, a place you can go to where you get a whole 

experience. It is not only music” (Christer Björklund). With regards to the latter, and as-

sessing the variety of nationalities living (permanently) in Gävle, by experience and through 

the mentioning by staff from the concert hall, the programmes are build up in such a manner 

that all these people should be offered an attractive programme. For youth, this means that 

tickets to performances from the Gävle Symphony orchestra are 20SEK only. It lowers the 

bar for youth to come and experience an amazing cultural evening. These practises are also 

carried out at the Concertgebouw as well as theatre Carré in Amsterdam, wherefore it can be 

concluded that this is a ubiquitous manner to fill the concert hall/theatre and to attract youth. 

For the Konserthus, the problem in practise is, that mostly international students make use of 

these offerings and they experience problems attracting the youth that is from Gävle.  
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The Gävle Teater has a similar approach by offering selected performances with discount 

with a culture discount pass for youth, which is also fairly ubiquitous. The author of this study 

received these culture passes as well during high school and courses were given in which it 

was mandatory to visit a variety of performances/concerts per year.  

 

As the Gävle Teater is a theatre that only books shows, or rents the theatre out to artists, it has 

little space to extremely differentiate and to focus on a niche. There is only a limited amount 

of shows available during a short period of time. Decision-making needs to ensure the best 

quality shows are being booked and are in line with the customers’ demand.  

 

Furthermore, with regards to the company’s website, it not only provides the (potential) visi-

tor/customer information about the programmes and performances, it also provides infor-

mation about the BM. 

 
4.3.3. Awareness of Gävle Konserthus 

From the interviews it has become clear that the awareness of the concert hall is 96%. This is 

done via research team of the Gävle Konserthus. Therefore, it is easy to conclude that the 

marketing means the Konserthus utilises are effective enough to create high BA. The ability 

of people to recall the brand has not been assessed, however, it is imaginable that this also is 

present on a high degree since the concert hall is the only place in Gävle that has an orchestra. 

If people think of classical music and seek for a place to go to, the Gävle Konserthus is the 

only place where these performances are given live.  

 

4.3.4. Categorising and addressing the visitor 

The Konserthus is very sound at placing the visitors in “boxes” by creating different labels–

and therewith–different audiences. Their main message is: “Build an audience” (Bino Rindes-

tig). This appeared numerous times during the interviews. They have built several audiences 

that have different wants. For example, the Blueberry club, which is targeted to mothers even 

though the programmes are designed for children. Furthermore, to reach the designated target 

group, different marketing channels are being used to reach the most possible people that 

could be interested in both WOM–the ambassador–and to let them participate a performance.  
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4.3.4.1. – Building’s contribution 

With regards to the Gävle Teater, it is more difficult to assess how strong their BA is. How-

ever, It is fairly assumable that the theatre scores high on BA since the building is old and 

states “TEATER” on the façade. Due to its old architecture and location in the middle of the 

street that leads to the city centre of Gävle, it is logical that it is well known in Gävle. Also, 

the architecture is different and thus stands out from the other buildings on that spot. Whether 

people are able to recall the brand is more difficult to assume since there are multiple theatres 

in Gävle: Folkteater, for example (which is even attached to the Gävle Teater). It makes it 

therefore more difficult to assess. However, the company is liked on Facebook: 1040 times 

and has 108 followers on Twitter.  

 

It has become clear from the questionnaire that seven per cent answered aiming at the beauty 

of the theatre. Even though the surveys have been combined, these were all answered at the 

theatre. In case of the Gävle Konserthus it is different. In the survey there was one respondent 

who stated that the building was “ugly” but the music was nice. From the interview it was 

taken that the name also contributes to what people’s opinions is.  

 

Mikael Försblom repetitively said during the interview: “you have to reach one person at 

least three times with the same message to get the message across, and I think that number is 

increasing”. That means that advertising has become less powerful, in his eyes.  

 

4.3.4.2. – Misperceptions from visitor perspective 

Thus, the first impression that people have about the company influences their meaning about 

the brand, which must equalises their expectations in order not to have a gap between how the 

company tries to put the brand meaning, and how the visitor/customer perceives it. Both the 

companies indicate that they have problems with taking away the snobbish character of the 

cultural institutions such as the old theatre and concert hall. “We don’t care about how people 

come; in pyjamas they’re still welcome. Just come as you are.” (Camilla Norin). Yet, people 

still, sometimes, think they need to dress up, need to know everything that is going on and so 

forth. With artists and performances this both companies try to tackle this and alter the cultur-

al perception. From the literature, it is suggested that people try to distinguish themselves with 

these services. 
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It is still thought that ticket prices at the Gävle Komnserthus are around 500SEK, which is 

definitely a difficulty for the firm: “there is a little bit misconception about our prices, it’s not 

what you think”(Mikael Försblom). This is what the firm found out after having carried out a 

survey with people who had no understanding about the offerings at the Konserthus. Simply, 

the organisation has not been able to reach these people 

 

4.3.4.3. – Addressing the visitor 

The Gävle teater uses, as mentioned numerous times before, mainly Facebook, Instagram and 

Twitter. In addition, for some performances it is though that traditional marketing channels 

are more effective. The Gävle Teater, due to their limited recourses is not able to buy adver-

tisements in newspapers on a regular bases but writes instead press releases and inform the 

local newspapers about the coming performances. These can be published. The Konserthus 

has a similar approach through offering open rehearsals in which both public and press can 

come, which can then both write about it on social media and in the (local) newspapers. Fur-

thermore, WOM can be enhanced. 

 

At the other side, the Konserthus is larger and has more means to address their visitors. With 

their different labels, Blueberry Club, Bricks, Konserthus recommends and the Gävle Sym-

foniorkeste people can be addressed. Visitors from the Blueberry club–which is aimed at 

mothers of small children, might not have an interest in the pop/rock concerts provided in the 

”Bricks” label. By making this differentiation the Konserthus can send out emails to a more 

segmented target group that makes marketing purposes more effective.  

 

4.3.4.4. – Returning acts 

The main problem for the theatre is that they only book performances/acts. Therefore, it is 

difficult for them to stimulate people to “WOM” positive messages about the theatre itself. 

The Konserhus has its own symphony orchestra that returns repetitively: expressing that the 

quality of the orchestra is phenomenal means that other people can visit it at the Gävle 

Konserthus, which generates turnover. For the Gävle Teater this is more difficult since they 

do not have returning acts. The acts/performances do not necessarily need to be the same con-

stantly but should change in between the barriers of what the company tries to represent.  

Both the case companies strategically book acts/performances/concerts to increase brand 

awareness. The more popular the artist is, the more people would like to see them performing, 
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obviously. For both the companies there is, however, a limitation in liquid assets to book the-

se artists. It is said by the Konserthus that if they have to book a popular artist(s) or musi-

cian(s) the price per seat will become extremely expensive, but if the artist(s)/musician(s) 

book(s) the concert hall him/herself, the prices do not necessarily need to explode. The ques-

tion that then here arises is: How does the concert hall make itself interesting for these artists?  

 

There are a couple of possibilities to answer that question. As in any business, and branch, 

relationships are key and could provide major opportunities for businesses. Furthermore, the 

particular artist is touring and wants to perform and the concert hall is the best place to do so. 

For big pop artists the concert hall, with 825 seats is too small, but also the setting would not 

fit the image of (both) the concert hall and artist. Therefore, these artists use the Läkerol Are-

na since they can bigger audience.  

 

4.3.4.5. – Programme planning 

Strategic programme planning is done to educate the audience and to build awareness about 

new music streams or less known concerts/plays/acts. For the Konserthus a concert of which 

is known that it will sell out due to this one piece that is incorporated in the programme may 

be introduced by a small concert that no one has ever heard of so that in the future, this might 

be the main concert/act. This is also seen as educating the audience.  
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In table 4.4.6, the two before stated tables are put together to provide an overview of the stra-

tegies the companies are utilising. 

 

Table 4.4.6 Overall brand cultivation strategies 
STRATEGY TABLE 

Strategy Gävle Teater Gävle Konserthus 
Strategies for Brand 
Awareness (BA) 

• Facebook advertisements 
• Instagram 
• Twitter 
• Cooperation with 

schools/universities/compa
nies in the area 

• Website 
• Traditional marketing 

channels (newspapers)  
• Maintain building 
• Close relationship with 

“ambassadors” (personal 
relationships to create BA) 

• Facebook advertisements 
• Instagram 
• YouTube 
• Website 
• Cooperation with 

schools/universities/Gävle 
Teater  

• Traditional marketing chan-
nels (newspapers)  

• Mailing lists 
•  Creating “ambassadors” 
• Use of logos (except bricks 

brand label) 
• Doing surveys  
• Particular Bookings and mix-

ing traditional performances 
with pop/rock/jazz/etc. 

• Low Student fees  
• Diverse con-

certs/performances 

Strategies for position-
ing Brand Meaning 
(BM) and closing the 
gap between presented 
brand and brand 
meaning.  

• Clear and accurate infor-
mation 

• Booking particular perfor-
mances that align with the 
companies thoughts 

• Clear and accurate infor-
mation 

• Staff in T-shirts  
• Booking particular perfor-

mances 
• Conducting surveys to ques-

tion possible improvements 
• Low student prices  

Strategies for en-
hancement of Brand 
Equity (BE) 

• Optimisation of service 
through focus groups 

• Friendly staff 
• Creating a comfortable at-

mosphere 
• Offer high quality perfor-

mances 
• Possibility to discuss after 

shows with performers and 
other visitors 

• Optimisation of service 
• Creating a comfortable at-

mosphere 
•  Offer high quality perfor-

mances continuously and to 
exceed expectations 

• Specified labels to better seg-
ment and address (potential) 
visitors 

• Build audiences by educating 
and challenging visitors 

• Conducting surveys to ques-
tion possible improvements 

Source: Own construction 
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4.3 Visitors’ perspective regarding external communication of both the brands 

Visitors of both the Gävle Teater and Gävle Konserthus filled in the survey that is attached in 

appendix 1. In appendix three there is provided a variable table that explains the aim per ques-

tion. Two questions of this survey were dedicated to the existence of WOM. Question three, 

which asked the person whether he or she speaks with other people about the concert hall reg-

ularly and question four, which asked the person whether he or she would try to get people 

involved with the theatre and or concert hall  

 

4.3.1 WOM 

The table and figure 4.3.1. below shows the responses from the visitors at Gävle Teater and 

Gävle Konserthus regarding WOM and its impact on references.  

 

Freq.	  Pie	  Chart	  4.3.1	  WOM	  
 

Table 4.3.1. Frequency table WOM 

Response Frequency 

1 22 

2 21 

3 16 

4 12 

5 7 

Total 78 

Source: Own construction 

 

 

Source: Own construction 

 

In regards to the question that was dedicated to WOM (Q4), 24 per cent has answered that 

they chatter about the Gävle Konserthus and or Gävle Teater on a regular bases with friends, 

family and the like.  
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5	  
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WOM	  



	   52 

 

4.3.2 WOM & Involvement 

The table and figure below shows the responses from the visitors at Gävle Teater and Gävle 

Konserthus regarding involvement in promoting the brands.  

 

Freq.	  Pie	  Chart	  4.3.2	  Involvement	  of	  people	  
 

Table 4.3.2. Frequency table Trying 
to involve people 

Response Frequency 

1 21 

2 12 

3 22 

4 16 

5 7 

Total 78 
Own construction 

 

 

 

Source: Own construction  

 

Table and figure 4.3.2. shows that 30 per cent actively try to involve people with the cultural 

institutions. That is a small difference of 6 per cent with regards to Pie Chart 4.3.1. 

 

4.4. Visitor perspective regarding meaning of both the brands  
In the survey six questions were dedicated to the brand meaning of both the cultural institu-

tions. The second question assessed whether the person thought the institution had a great 

impact in their lives. Question five was to find out what the person thought if the theatre 

would have to close due to too few visitors. Question six focussed on the overall perception of 

cultural education for youth and whether it should be enhanced or not. Question seven aimed 

to assess whether people would be willing to voluntarily help preventing a bankruptcy. Ques-

tion eight and nine were focussed on the experience and evolvement of their experience with 

the institutions since experience is the main influencer of brand meaning. Last but not least, 
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question ten, an open-end question, was to find out what the brand means for the person in 

three words.  

 

4.4.1 Influence in life 

The table and figure 4.4.1. show the responses from the visitors at Gävle Teater and Gävle 

Konserthus regarding the impact the institution has on their lives.  

 

Pie	  Chart	  4.4.1.	  Influence	  in	  life	  	  
 

Table 4.4.1. Frequency table WOM 

Response Frequency 

1 26 

2 25 

3 18 

4 7 

5 2 

Total 78 
Own construction 

 

 

 

Source: Own construction 

 

In this pie chart that is focused on the influence in life the particular cultural institution has on 

the person’s life, it is shown that only twelve per cent finds that they experience much influ-

ence from these cultural institutions in their lives.   

 

4.4.2 Emotionally reaction towards closure of the institutions  

The table and figure 4.4.2 show the responses from the visitors at Gävle Teater and Gävle 

Konserthus regarding their emotional attachment towards the brand.  
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Freq.	  Pie	  Chart	  4.4.2.	  Emotional	  reaction	  agains	  closure	  
 

Table 4.4.2 Frequency table Emotionally 
against closing 

Response Frequency 

1 3 

2 2 

3 2 

4 11 

5 59 

Other (Invalid) 1 

Total 78 
Source: Own construction 

 

 

 

Source: Own construction 

 

Clearly, it is visible that people are really fond of these kinds of institutions and would find it 

a pity when they have to close down due to whatnot reason. One person thought it was a Lik-

ert scale with seven possibilities and circled, if considered that there are seven possibilities, 

the seventh option. That is, then, the strongest emotional connexion with these cultural institu-

tions.  

 

4.4.3 Perception of Impact of lack of cultural education 

The table and figure 4.4.3 shows the responses from the visitors at Gävle Teater and Gävle 

Konserthus regarding the perception of impact of lack of cultural education for youth on the 

existence and growth for the institution in question.  
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Freq.	  Pie	  Chart	  4.4.3.	  Cultural	  education	  

 

 

Table 4.4.3. Frequency table youth education 
Response Frequency 

1 1 

2 2 

3 20 

4 26 

5 28 

Other (Invalid) 1 

Total 78 
Source: Own Construction  

 

 

Source: Own Construction 

 

69 per cent of all the respondents have the opinion that youth is not being educated in a good 

manner in relation to cultural activities. One of the respondents did not fill in the answer (nr. 6 

in the pie chart.) 

 

4.4.4 Voluntarily participation 

The table and figure 4.4.4. show the responses from the visitors at Gävle Teater and Gävle 

Konserthus regarding the willingness to voluntarily participate to prevent bankruptcy. 
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Freq.	  Pie	  Chart	  4.4.4.	  Voluntarily	  help	  agains	  bankruptcy	  
 

Table 4.4.4. Frequency table Voluntary 
helping people against bankruptcy 

Response Frequency 
1 16 
2 22 
3 21 
4 7 
5 11 

Other (Invalid) 1 
Total 78 

Source: Own construction 

 

 

 

 

Source: Own construction 

 

As visible in 4.4.4. stated frequency pie chart and table, 23 per cent of the respondents state 

that they would voluntarily help the cultural institution to prevent bankruptcy. One input was 

not seen as valid (nr. 6 in the pie chart). 

 

4.4.5 Evolvement of visitor experience 

The tables and figure 4.4.5.1 show he responses from the visitors at Gävle Teater and Gävle 

Konserthus regarding both the experience at present as well as, stated in another chart and 

table, the evolvement of experience over time.  

 

 

 

 

 

 

 

 

 

1	  
21%	  

2	  
28%	  3	  

27%	  

4	  
9%	  

5	  
14%	  

6	  
1%	  

Voluntarily	  help	  
against	  

bankruptcy	  	  



	   57 

Freq.	  Pie	  Chart	  4.4.5.1.	  Experience	  
 

Table 4.4.5.1. Frequency Experience 
Response Frequency 

1 0 
2 0 
3 12 
4 17 
5 47 

Other (Invalid) 2 
Total 78 

Source: Own construction 

 

 

Source: Own construction  

 

The pie chart reflecting the experience from people shows that there were no people that filled 

in one or two in the Likert scale. Three per cent was seen as invalid since no answer had been 

given. It clearly shows that both the cultural institutions are delivering a good service.  

 

Freq.	  Pie	  Chart	  4.4.5.2.	  Development	  experience	  
 

Table 4.4.5.2. Frequency Table Experi-
ence development 

Response Frequency 
-2 0 
-1 1 
0 39 
1 20 
2 18 

Other (Invalid) 0 
Total 78 

Source: Own construction 

 

Source: Own construction 
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Pie chart and table 4.4.5.2 shows really clear that almost half (49 per cent) finds that the expe-

rience has grown in a positive trend. Quite remarkably as well, only one person experienced a 

negative trend over time. Half of the respondents have not experienced any changes.  

 

4.4.6 Brand meaning in three words 

The results regarding the assessment of brand meaning is shown in the frequency pie chart 

and table 4.4.6. Unfortunately three responses are illegible. There can be made a remark re-

garding two of the responses since both case companies are put together. Response number 

four, architecture, is only given at case company one, the Gävle Teater, and response number 

seven, Good music, is only given by respondents in case company two, Gävle Konserthus.  

 

Number six, miscellaneous, contains a diversity of answers such as “meetings”, “good staff”, 

“location”, “nostalgic”, “diversity”, “classic” and so forth.  

 

Furthermore, people were asked to fill in three words that described the brand for them. 

Therefore, multiple answers per respondent were obtained.  

 

Freq.	  Pie	  Chart	  4.4.6.	  Brand	  meaning	  
 

Table 4.4.6. Frequency Table brand mean-
ing 

Response Frequency 
1- Cultural experience in 

great atmosphere 70 

2- Architecture 9 

3- Illegible 3 

4 - Education 5 

5- Good music 16 
6- Miscellaneous 23 

Total 126 
Source: Own construction 

 

Source: Own construction 
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Number one and the corresponding piece in the pie chart is larger than half of the respond-

ents. They tell that they find the cultural experience in great atmosphere the best way is to 

describe these brands. Meaning, that, according to the visitors, the institutions stand for a 

good, cultural experience.  

 

4.5. Consumer perspective regarding brand loyalty and brand equity 
Loyalty has been assessed through multiple questions. Some of these questions have already 

been put in his chapter. Question number one that asked whether the person paid visits on a 

regular bases; question five that tested the what the person’s opinion was about the closure of 

the particular cultural institution; question six about education; question seven that assessed 

what people would voluntarily help to prevent a bankruptcy; and question eight and nine that 

tested the experience and the development of the experience over time. Furthermore, whether 

people visit the cultural institutions regularly also shows brand loyalty. 

 

Freq.	  Pie	  Chart	  4.5.1	  Willingness	  to	  pay	  extra	  
 

Table 4.5.1. Frequency Table 
Willingness to pay extra 

Response Frequency 
1– 0 SEK 10 

2– 25 SEK 11 

3– 50 SEK 16 

4– 75 SEK 7 

5– 100 SEK 15 

6– 125 SEK 2 

7–150 SEK 4 

8– > 150 SEK 12 

Other (Invalid)  1 

Total 78 
Source: Own construction 

 

Source: Own construction 
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The unnumbered question between questions nine and ten assess the loyalty and brand equity 

in terms of ticket price, which is shown below. 15 per cent is willing to pay more than 150 

SEK extra in general for performances.  

 

Frequency pie chart 4.5.2 is about whether people visit the case companies on a regular bases. 

 

Freq.	  Pie	  Chart	  4.5.2.	  Visiting	  regularly	  
 

Table 4.5.2. Frequency Table Visiting on regu-
lar basis  

Response Frequency 

1 19 

2 20 

3 16 

4 10 

5 13 

6 0 

Total 78 
Source: Own Construction 

Source: Own Construction 

 

30 per cent of the respondents says that they are visiting the cultural institution on a regular 

bases.  
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4.6. Summary results from survey 

In table 4.6.1. an overview of the results from the survey is provided.  

 

Table	  4.6.1.	  Overview	  results	  from	  survey	  
Nr. Frequency Pie Chart Findings 

4.3.1 WOM 24% talks about these institutions  

4.3.2 Involvement of others 12% tries to involve other in these institutions 

4.4.1. Influence in life 12% find that the institutions have a great impact in 

their lives. 

4.4.2. Emotional attachment 90% Would find it a pity when these institutions 

close 

4.4.3. Cultural Education 69% finds that youth should be educated better 

4.4.4 Voluntarily help to prevent 

bankruptcy 

23% would help the institution voluntarily to prevent 

bankruptcy 

4.4.5.1. Experience with institution 82% has had a good experience with these institu-

tions 

4.4.5.2. Development of experi-

ence 

23% finds that their experience with the institutions 

has become better over time. 

4.4.6. Meaning 56% finds that it is a cultural experience in great at-

mosphere 

4.5.1 Willingness to pay extra 15% is willing to pay more than 150SEK; 86% is 

willing to pay at least 25SEK extra.  

4.5.2. Visiting regularly 30% visit entertainment-based cultural institutions 

regularly  

Source: Own construction 
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5 Analyses of data 
This chapter is devoted to the analysis of the empirical parts of the study. It will be carried 

out in such a manner that both case companies are analysed. All the factors of the theoretical 

framework will be analysed with the case companies their strategies and the outcome of the 

empirical study. 

 

5.1. Brand Awareness and presenting the brand 

In this section the methods the Gävle Teater and Gävle Konserthus utilises to influence BA 

are elaborated.  

 

5.1.1. Facebook, Instagram and other social media 

Social media contains many different platforms. The most well known are probably Facebook, 

Instagram and Twitter. Besides those, email, Snapchat, Pinterest, Google+, Foresquare are 

also social media. The Gävle Teater utilises Facebook, Email, Twitter (both the company and 

staff), and Instagram. The Gävle Konserthus utilises email, Facebook (three pages) and staff 

uses Twitter, Instagram and FaceBook.  

 

The case companies tell in the interviews that Facebook is their main channel to advertise 

because they are bound by the scarcity of financial recourses, and besides, it works well. Lit-

erature, however, suggest that most companies using Facebook advertisement do not find it 

very effective and that it is a waste of money, if the company tries to address youth from 18-

25 years (Sashittal, et al., 2012).  

 

The theatre has a Twitter account and also staff uses twitter, and as Instagram and Twitter are 

growing rapidly in Sweden (Davidsson, 2014) companies should get an official twitter and 

instagram account to promote themselves; the more visibility any company has, the better the 

BA, and ability to recall the brand becomes. The more BA, the more likely it is that people 

will purchase at one of the case firms. BA includes brand recall, individual recognition, and 

knowledge dominance (Kim, et al., 2008).  

 

It can be easily concluded that social media are crucial for businesses nowadays. However, 

companies must try to find new and innovative ways to broaden their marketing channels 

(Wickramasinghe, 2015). However, companies must avoid, due to the Internet and social me-
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dia that are extremely ubiquitous, to forget that personal relations are important to maintain 

(Hinton & Hjorth, 2013). Still, it is important for any business to establish personal relations 

with their visitors/customers. Both the case companies actively try to keep these relationships. 

 

The quality of provided information and systems used on marketing channels, virtual interac-

tivity, and activities in which the customer are being rewarded are generating BA and WOM 

(Barreda, et al., 2015). This means that besides Facebook, the case companies could also start 

with YouTube and other online social media networks.  

 

However, the other side of social media: Christer Björklund from the Gävle Konserthus fre-

quently mentioned that it is a pity that youth, and increasingly middle-aged to elder people are 

communicating with each other via social media and that face-to-face is becoming less ubiq-

uitous. The Economist (2013) has shown this as well. Yet, it is a main power to advertise for 

businesses cheaply.  

 

5.1.2. Discounts to attract youth 

Both the companies state that it remains a difficult task to attract youth and therefore other 

features of the marketing mix should be included (Taylor, et al., 2001). There should be a 

focus on high discounts to attract youth. Normal programmes and the attached prices do not 

work (Taylor, et al., 2001). Also, both the companies work together with schools and univer-

sities and the Gävle Konserthus offers performances for 20SEK. However, not many Swedish 

students are attracted to this, mostly the foreign/exchange students. The Gävle Teater has ap-

pointed several performances that can experience a low student fee.  

 

5.1.3. Competition rate and advertisement 

It is highly useful to know what the competition is since it allows an analyses about the pres-

sures working against the height of the brand equity, if there is any. A saturated market con-

tains many companies that also “present their brand” wherefore the power of these companies 

are becoming limited. The standards are also being raised due to the incredible amount of 

substitutions. That is, companies need to shine more and better to be found unique, interesting 

and the like (Berry, 2000; Moorthi, 2002).  
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It is found that, especially in cultural based service firms, it might be a challenge to stand out 

from competitors’ advertisements might be a challenge even though companies should try and 

do their utmost to differentiate themselves (Barrena & Sánchez, 2009). 

 

As stated in the theory chapter, the purchasing behaviour can be influenced by the website 

(Zhou, et al., 2009). Both the companies have an company website and make use of logos.The 

Gävle Konserthus has multiple logos to represent their brand extensions. This makes it clear 

for (potential) visitors to understand what the offerings are.  

 

5.1.4. Traditional marketing 

Both the companies make use of traditional marketing channels. These are mainly in local 

newspaper and dependent on the type of performance. Logically, performances focussed on 

youth, advertisements in newspapers have less impact that via social media since youth does 

not read traditional newspapers anymore (Trouw, 2015). The people that are being addressed 

via traditional marketing channels are older and are used to pay for news.  

 

5.1.5. Strategic use of logos 

Logos are very important for the BM and affects purchasing behaviour (Girard, et al., 2013). 

The Gävle Konserthus has multiple logos and uses them strategically. For concerts four youth 

it does not use the logo since it could work counter productive, as youth might have the snob-

bish character. Therewith, the Konserthus has adequately anticipated on the study by Girard, 

Meral, Anitsal and Anitsal (2013). Appendix 4 shows the logos that are being used by the 

case companies. The Gävle Teater has one logo that gives a typical and nostalgic impression.  

 

Of course, due to the size of the businesses, in which the theatre is much smaller, the concert 

hall is able to use different logos and differentiate performances. Also because the concert 

hall provides concerts themselves with the symfoniorkestra. The Teater is reliant on the avail-

ability of third parties, which makes the ability to choose smaller. They do, however use their 

logo on presenting their brand and it is very advisable that they use their logo on as much 

communication as possible: on cars, flyers, websites, posts on Facebook/Instagram and the 

like. The more exposure the company gets, the quicker it will be top of mind (Kim, Kim, 

Kim, Kim & Kang, 2008). 
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5.1.6. Creating ambassadors 

Both the companies try to exceed the customer’ expectation by improving their service. This 

is either done via observations, focus groups or questionnaires and the like. Therewith it is to 

create ambassadors, people that has loyalty and communicates positively about the company. 

Purnasari and Yuliando (2015) also argue this in their publication.  

 

The main difficulty for the theatre is that they only book performances/acts. Therefore, it is 

difficult for them to stimulate people to “WOM” positive messages about the theatre itself. 

The Konserhus has its own symphony orchestra that returns repetitively: expressing that the 

quality of the orchestra is phenomenal means that other people can visit it at the Gävle 

Konserthus, which generates turnover. For the Gävle Teater this is more difficult since they 

do not have returning acts. The acts/performances do not necessarily need to be the same con-

stantly but should change in between the barriers of what the company tries to represent. Dis-

regard the case companies and only focusing on WOM, it is highly vital the companies get 

involved since it has a direct influence on profitability (Torres & Kline, 2006). 

 

5.1.7 Strategic performances/acts 

This is widely done in the pop scene. For example: In November 2013 The Tallest Man On 

Earth (famous Swedish singer) played in the Jupiler hall in the Netherlands. Daniel Norgren 

warmed up the audience with his supporting act prior to the arrival of the main act (Popodium 

Tilburg, 2013). This is also a source for humour as Mick Jagger was the supporting act for 

Monthy Python in 2014 (De Redactie, 2014). 

 

5.2. Brand Meaning 

In this section all factors the Gävle Teater and Gävle Konserthus utilises to influence BM are 

elaborated. 

 

5.2.1. Brand meaning through first impression 

The first impression of a product is of major importance as it has a strong influence on the 

purchasing behaviour of the customer (Barrena & Sánchez, 2009, p. 1003). In terms of a 

product this applies to the package, but since it is a service what the case companies deliver 

that cannot be examined prior to purchase the theatre/concert hall itself is the “package” and 

therefore the building determines what (potential) customers/visitors their first impression is. 
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In case of the Gävle Teater, it was built in 1878 (Gävle Teater Förening, 2015). By going to 

the theatre or concert hall it might contribute to the snobbish character of the particular indi-

vidual, which can be reason to purchase (Husic & Cicic, 2009).  

 

5.2.2. Clear and accurate information 

Goodman (2002) has illustrated the before-mentioned phenomenon, in the Iceberg model. The 

part that represents the company at the outside is the tip of the iceberg. Meaning that the big-

gest part is not visible for people that have no interest in the organisation and or are not ex-

posed to communications from the company. All that is visible must be done in a correct, ad-

equate, clear and accurate method to prevent (large) gaps between the organisation presented 

brand and BM. Both the case-companies try as best as possible to be visible as an honest 

company through communicating clearly and accurately on a friendly manner.  

 

Clear and accurate information also adds to the creation of brand loyalty and therewith brand 

equity because satisfaction from visitors will only be acquired when either their expectations 

are met or exceeded as a result of the closed gap between BM and presented brand. The visi-

tor/customer perceives the delivered value in a way the company has fulfilled its promise and 

that results in WOM, brand loyalty and BE (Delgado-Ballester & Munuera-Alemán, 2005).  

 

As briefly mentioned earlier at the BA part of this chapter, the website does indeed carry out 

the BM, at least, it tries to put the BM. The company has a style, logo, and design of commu-

nication that must be utilised frequently to show the outside world what they want to repre-

sent. The Konserthus has chosen to have staff working in T-shirts to lower the barrier, where-

as the Teater has staff working in jackets.  

 
5.3 Brand Equity 

In this section all factors the Gävle Teater and Gävle Konserthus utilises to influence BE are 

elaborated. 

 

5.3.1. Optimisation of service 

Firms need to be aware that the environment is changing, and with that also needs and de-

mands from the customers. Therefore, especially service firms must innovate on a high tempo 

to overcome slumps (Wickramasinghe, 2015; Moorthi, 2002). In order to comprehend the 
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needs and demands and shifts between them it is advisable to conduct surveys on a regular 

bases, or to work with focus groups. At least one of these mentioned activities, both the case 

firms use in practise.  

 

5.3.2 Quality and Price 

Both companies try to keep their prices as low as possible so that they could serve for “every-

one”. As price determines, to a large extend, product choice (Zeithaml, 1988), the firms have 

understood to be open for all classes of people.  

 

Customer satisfaction is recognised to be the greatest influencing factor to create BE as satis-

faction creates WOM, BA, a better understanding of BM and consequently BE (Panda & Das, 

2014). Both the firms attach a lot of value to this and try to satisfy their visitors via good qual-

ity performances and strategic programme designs.  

 

5.3.2. – Programme design 

The Konserthus designs its programmes to educate and therewith build their audience. People 

are hesitant to alteration as it carries anxiety along (Audia & Brion, 2005), which might mean 

that people are not curious enough to go to a show/performance they have never witnessed 

before (or have never heard about). By strategically designing programmes people will be 

involved as the audience is familiar with the show/performance.  

 

Using celebrities might be valuable as they have an indirect influence on BE (Spry, et al., 

2011). As celebrities have massive attractive powers on people, which creates BA, and in a 

lesser extent BM, their contribution to the case companies can be substantial. In 2015 Lisa 

Ajax, famous through the Swedish Idols television show, performed in the Gävle Konserthus 

wherefore the Konserthus experienced slightly more BA. The people who went to this con-

cert, and the people who have seen it via YouTube, know that the concert hall also providing 

different styles of concerts wherefore BM is affected and thus BE.  

 

In this case both companies strive for clear and accurate information, which closes the gap 

between presented brand and BM. This is only possible when these firms act on behalf of 

their vision and mission since these are the core organisational beliefs and values 

(Greengarten-Jackson, et al., 1996). Again, the findings show that the companies pay much 
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attention to the show that will be booked, or play that will be performed, but also other com-

munications such as low prices, advertisements and the like contribute.  

 

5.4. Visitor perspective regarding external communication of both the brands 

In this part of the analysis chapter, there will be elaborated on WOM and the involvement 

through WOM of both the Gävle Teater and Gävle Konserthus.  

 

5.4.1 WOM and Involvement through WOM 

From the study it became clear that 24 per cent of the respondents communicate on a regular 

basis about the brand, thus almost one-fourth of all the respondents. Communicating about a 

brand has also direct consequences for the source; the individual informing someone else 

about the brand will feel an effect on the attitudinal and behavioural loyalty concerning the 

brand (Garnefeld, et al., 2011). Furthermore, the response that is expected from the addressee 

has a influence on the sender’s behaviour (agreement or disagreement) (Helm, 2003), and can 

enhance the satisfaction rate (Ryu & Feick, 2007). For the case companies that means that 24 

per cent is feeling more loyal towards the brand and spread positive WOM (PWOM). It can 

be found that it is PWOM since 30 per cent tries to involve people with the brands’ practices 

as well as that 60 per cent has a positive experience with the brand and over time 49 per cent 

thought their experience has become even more positive.  

 

5.5. Visitor perspective regarding meaning of both the brands 

In this part of the analysis chapter, there will be elaborated on the influence in life, emotional 

reactions towards closure, cultural education, voluntarily help against bankruptcy, experi-

ence and its evolution and brand meaning of both the Gävle Teater and Gävle Konserthus.  

 

5.5.1. Influence in life 

Majority of the respondents tell that the brand does not have any influence in their lives. That 

is, from the brands’ perspectives there is no impact on the lifestyle of their visitors. From the 

other way around, however, it is suggested in the literature that people tend to choose their 

brands sensibly so that it suits their lifestyle (Cătălin & Andreea, 2014)  
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5.5.2. Emotional against closure and voluntarily help against bankruptcy 

A convincing 76 per cent of the respondents would find it a loss for society if these organisa-

tions would be closed, for any reason. This is an indicator for loyalty and in combination with 

the results that show the influence in life from the brand, it can be said 12 per cent has brand 

love, as suggested inter alia by Hwang and Kandampully (2012), Furthermore, 30 per cent of 

the respondents from the survey say it is visiting the cultural institution regularly, which can 

then be linked with the fact that these people are loyal to the brand since they repetitively re-

purchase the service (Day, 1969). 

 

The remaining visitors experience brand romance that is described as brand attachment de-

fined by three dimensions: pleasure, arousal and dominance (Patwardhan & Balasubramanian, 

2011). That is, before visitors/customers attach themselves to the brand, the company need to 

provide them satisfactory service; it is the positive association with the brand after which 

arousal, which the positive associations are strong, results in a direct influence on the purchas-

ing behaviour of the visitor (Patwardhan & Balasubramanian, 2011). It can thus be said that 

there is great loyalty and attachment to these case companies’ brand.  

 

A stunning 82 per cent of the respondents have had a good experience with the case compa-

nies and for 49 per cent it has developed in a positive way over time. This means that the BM 

is positive and there is no or a really small gap between the presented brand and BM (Berry, 

2000).  

 

Furthermore, The answers show that the companies keep improving their service, ergo, inno-

vativeness, which is crucial to build and maintain a strong brand (Dotzel, et al., 2013; Berry & 

Seltman, 2007; Berry, 2000; Moorthi, 2002; Dhar , 2014).  

 

5.6 Brand cultivation model in entertainment-based non-profit cultural brands  

The model of Berry, (2000) which is presented in the theoretical framework has been modi-

fied. The findings show that there should be included one additional factor that has temporary 

influence on the other factors and in the long term it might become a constructive factor as 

long as the company keeps cultivating BE. The model is presented in figure 5.1.1. 
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The added factor is programme BE. The programme is a reflection of the company’s practises 

and has influences on all other factors.  

 

Figure 5.6.1. Cultivating brand equity for entertainment-based non-profit cultural service 
firms.	  
	  

Source:	  Adapted	  from	  Berry,	  2000,	  p.130	  and	  own	  construction	  

 

There is no alteration with the meaning of the bold and dashed lines with regards to the earlier 

explained model in the theoretical chapter (bold lines still represent direct influence whereas 

the dashed line represents indirect influence). Now, the introduced lines, the dotted lines, rep-

resent temporary influence, the power of the act/performer/musician and the like will fade 

away after some time since the act/musician will play somewhere else and the particular thea-

tre or concert hall will not experience being put in the spotlight fully because of that act only. 

The booked performer or planned act is temporarily transferring its BA, BM, Customer expe-

riences with Company, External Brand communications and as a result on all the aforemen-

tioned BE. The company books an artist/performer/musician (and the like), which represents 

who they are; it tells something about their BM. BE of the theatre or concert hall is thus af-

fected by the BE of the booked programme since there is a difference between acts. For ex-

ample there is a difference between Lisa Ajax (winner Idold Sweden) and Celine Dion, which 

is a world wide superstar.   

 

Programme its 
Brand Equity  
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Put in an example that could be illustrated as follows. If the Gävle Teater books Bob Dylan, 

which is well-known over the world, people from all over the world will hear that he will be 

performing in Gävle Teater, Sweden wherefore BA for the theatre is heavily influenced. The 

fact that the Gävle Teater books Bob Dylan is communication from the theatre that affects 

BM. Since Bob Dylan is well known, and his show would probably be remarkable WOM is 

influenced wherefore the BA is, again, influenced. Due to the other factors and especially 

BM, the theatre its BE is being influenced in a positive manner; the programme its BE is then 

temporarily transferred to the theatre. If the Gävle Teater books these special performances 

from these particular artists, it can cultivate BE in the long run as the temporary transfer of 

BE will become constructive. 
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6 Conclusion  
In this conclusion chapter answers are provided on the initial research questions. Further-

more, the contribution of the study, managerial implications and future research is stated.  

 

6.1 Answers on research questions 

The first research question is: how can non-profit entertainment-based service firms influence 

Brand Awareness and Brand Meaning? The second research question is: how can non-profit 

entertainment-based cultural service firms cultivate Brand Equity?  

 

6.1.1 Brand awareness and brand meaning 

In relation to the meaning of the brand of both companies it is found that there is a gap be-

tween the company who clearly states they do not expect nor demand customers to dress for-

mally for concerts or theatre plays; nonetheless, the general meaning of cultural institutions 

like these is that people need to dress formally, which may be threshold for youth to visit the-

se sort of performances. Many strategies are endeavoured to alter this perception. It has not 

necessarily failed, yet a complete shift in “culture” is accomplished. Companies must there-

fore maintain carrying out these practises and address youth in the way they want to be ad-

dressed (for example via ludic, farcical (repeating) events).  

 

Brand awareness can be achieved through both traditional as modern marketing channels. 

Companies must be innovative and rapidly comprehend new technologies to inform (poten-

tial) visitors/customers. Collaborations with other companies and schools/universities are de-

cent manners to educate people/youth about the offerings of these cultural institutions.  

 
Clear and accurate information also adds to the creation of brand loyalty and therewith brand 

equity because satisfaction from visitors will only be acquired when either their expectations 

were met or exceeded as a result of the gap between brand meaning or presented brand that is 

closed. The visitor/customer perceives the delivered value in a way the company has fulfilled 

its promise and that results in word-of-mouth, brand loyalty and brand equity.  

 

6.1.2 Cultivation of brand equity 

To cultivate the brand equity, BA and BM are vital. Companies must take advantage of social 

media and incite (e)WOM. It is found that to enhance BA and BM the company should have a 
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returning act since this can be seen as an indicator of quality and represents BM. It should be 

labelled with a distinctive brand name with the original brand name attached in which people 

can use social media to spread the word. Repetitive acts/performances give a broader audi-

ence to visit the shows. The shows do not have to be the same every time but can vary within 

the barriers of the BM that the particular company wants to represent.  

In terms of brand equity in entertainment-bases non-profit service firms, it is found that the 

performers temporally transfer their brand equity. When this is done on a regular bases and 

the minimum quality of all performances are of considerable quality on average compared to 

other theatres the brand equity may be transferred for a longer period, and works the other 

way around, where the brand equity of theatres are being displayed on the performers. In the 

long term it means that people start to see the brand as an indicator for high quality. 

 

It is clearly understood that the BE is influenced by the shows that are provided. For example, 

if the Royal Concertgebouw Orchestra is asked to perform in the Gävle Koserthus, the brand 

equity the orchestra carries along–as earlier mentioned the Royal Concertgebouw Orchestra is 

widely acknowledged as one of the best in the world–is temporarily transferred to the Gävle 

Konserthus. The same would apply for the Gävle Teater.  

 

The company must further build an audience over time by arranging concerts, for example via 

different “labels” and brand names (brand extensions), but also listen to the same audience 

what they expect and want. Even though they demand Mozart, that is played so often that it is 

no challenge for the orchestra as well as it is company-wise not differentiating, the concert 

must be offered. Therefore, programmes are composed in which the visitors are being educat-

ed as well as pleased with their demands. This contributes to the cultivation of brand equity.  

 

6.2 Contribution of the study 

Even though the concept of cultivating brand equity is not new in the service sector, the culti-

vation of brand equity in non-profit entertainment-based service firms is. Therefore, this study 

attempts to set a primary step into the development of the topic in these institutions by offer-

ing a new framework explaining the cultivation of brand equity and urges for supplementary 

research regarding the specified sector.  
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6.3. Critical Reflection, limitations and suggestions for further research 

6.3.1 Critical reflection 

This	  study,	  based	  on	  a	  triangulation	  method,	  has	  found	  new	  evidence	  that	  should	  be	  

tested	  in	  practise.	  Brand	  loyalty	  has	  not	  been	  taken	  into	  account	  extensively.	  Further-‐

more,	  there	  might	  have	  been	  a	  necessity	  to	  hand	  out	  more	  surveys	  to	  increase	  reliability	  

and	  understanding	  by	  handing	  out	  surveys	  over	  multiple	  performances.	  However,	  that	  

could	  have	  brought	  difficulties	  along	  with	  regards	  to	  the	  cooperation	  with	  the	  case-‐

companies.	  Lastly,	  data	  processing	  methods	  such	  as	  SPSS	  could	  have	  been	  a	  more	  accu-‐

rate	  way	  to	  test	  correlations	  between	  data	  that	  is	  derived	  from	  the	  surveys	  (which	  

should	  have	  included	  more	  questions	  regarding	  brand	  meaning	  and	  brand	  equity).	  	  

	  

6.3.2. Managerial implications  

Managers that want to utilise this study into practise must specifically focus on the model to 

cultivate brand equity for their theatre or concert hall. It is crucial to understand that the acts 

that are booked and or planned are determining the direction of the firm in terms of brand 

meaning, brand awareness and thus will have an influence on the firm its brand equity. Fur-

thermore, when booking high quality acts the company’s audience will also experience a high 

quality performance what will them make satisfied.  

 

Second point that is crucial to understand is that service plays a phenomenal role in satisfying 

the visitor. Managers must therefore ensure, to keep or create a high customer (visitor) satis-

faction rate, a high quality service by training staff.  

 

6.3.3. Theoretical implications 

This study incorporates studies related to brand equity. However, most of these studies were 

dedicated to commercially based (service) firms. Since this study addresses non-profit service 

firms, specifically focused on cultural institutions, there are being made changes with the ex-

isting model and the introduced model earlier.  

 

Furthermore the model is new to the body of knowledge in the branding literature. Therefore, 

the model needs to be tested and (perhaps) requires an update before used into practice.  

However, it is new a new contribution into the literature.  
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This research is one of the first that assesses the cultivation of brand equity in cultural enter-

tainment-based non-profit service firms. Since there is no additional literature available about 

the branding concept in these institutions, it is suggested that it is researched with a broader 

approach. Therewith, the theoretical framework should be assessed, reconsidered and updat-

ed.  

 

6.3.4 Further research 

In further research this can be extended with many other participating cultural institutions 

such as museums. Museums are also entertainment-based and exist for a long period of time. 

As mentioned in the introduction, the Teyler’s Museum in Haarlem was opened in 1784. 

Therefore, this might be a highly interesting topic to elaborate on.  

 

Brand loyalty should play a bigger role. Researchers must elaborate/develop more on the links 

between brand equity and brand loyalty to gain a more profound comprehension about those 

factors. 

 

There should be done more research on the use of logos and it’s influence on the brand 

awareness. Furthermore, findings should be compared with commercial cultural institutions 

and whether there is a difference.  

 

The empirical part shows that 69 per cent of the respondents find that youth should be educat-

ed more with regards to cultural institutions and their programmes. It is advised that research-

ers take this piece of information and question why people answered this and whether that 

answer is correct and in line with reality since it is more thoughtful if there is elaboration, on 

facts rather than opinions.  
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Appendices 
 

Appendix 1 

Survey in Swedish. Thanks to Emil Walhgren for translation.  

Undersöknings	  Uppsats	  |	  I	  Samarbete	  med	  Gävle	  Teater	  
	  
Hjälp	   till	   att	   Underhålla	   den	   kulturella	   standarden	   i	   Gävle	   genom	   att	   fylla	   I	   den	   här	  
undersökningen,	  det	  tar	  max	  4	  minuter	  och	  uppskattas	  otroligt	  mycket!	  
	  
Jag	  är	  KVINNA/MAN	  	   (ringa	  in	  svaret	  som	  passar	  bäst)	  
	  
	   	   	   (kryssa	  I	  cirkeln)	  
Jag	  är	  I	  åldersgruppen	  	   O	   Under	  	   	   18	  
	   	   	   	   O	   Mellan	   	   18	  till	  24	  
	   	   	   	   O	   Mellan	   	   25	  till	  49	  
	   	   	   	   O	   Mellan	  	  	   50	  till	  64	  
	   	   	   	   O	   Äldre	  än	   65	  
	  

1) Jag besöker Gävle Teater regelbundet. 
	  
	   Stämmer	  inte	  alls	  	   1	   2	   3	   4	   5	   Stämmer	  mycket	  bra	  
	  

2) Gävle Teater har stort inflytande på mitt dagliga liv. 
	  
	   Stämmer	  inte	  alls	  	   1	   2	   3	   4	   5	   Stämmer	  mycket	  bra	  
	  

3) Jag pratar regelbundet om Gävle Teater med mina vänner. 
	  
	   Stämmer	  inte	  alls	  	   1	   2	   3	   4	   5	   Stämmer	  mycket	  bra	  
	  

4) Jag försöker få människor involverade med Gävle Teater. Involverade som i att du 
pratar eller rekommenderar framträdanden på Gävle Teater. 

	  
	   Stämmer	  inte	  alls	  	   1	   2	   3	   4	   5	   Stämmer	  mycket	  bra	  
	  

5) Det skulle vara mycket tråkigt om Gävle Teater läggs ner på grund av för lite 
besökare. 

	  
	   Stämmer	  inte	  alls	  	   1	   2	   3	   4	   5	   Stämmer	  mycket	  bra	  
	  

6) Ungdomar borde utbildas/upplysas mer så att de engagerar sig mer i kulturella 
engagemang. 

	  
	   Stämmer	  inte	  alls	  	   1	   2	   3	   4	   5	   Stämmer	  mycket	  bra	  
	  

7) Jag skulle frivilligt hjälpa Gävle Teater från att inte gå i konkurs. 
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	   Stämmer	  inte	  alls	  	   1	   2	   3	   4	   5	   Stämmer	  mycket	  bra	  
	  

8) Min upplevelse av Gävle Teater är: 
	  

Inte	  så	  bra	  	  	   1	   2	   3	   4	   5	   Mycket	  Bra	  
	  

9) Min uppfattning av Gävle Teater har ändrats positivt/negativt övertid. Ringa in 
negativt eller positivt beroende på din upplevelse. 

	  
Negativt	  	   2	   1	   0	   1	   2	   Positivt	  (0	  =	  ingen	  förändring)	  

	  
Om det aktuella biljettpriset skulle stiga, hur mycket extra skulle du max vara villig att betala? 
(Ringa in summan som passar bäst) 
	   0	  	   SEK	  
	   25	   SEK	  
	   50	   SEK	  
	   75	   SEK	  
	   100	   SEK	  
	   125	   SEK	  
	   150	  	   SEK	  
	   >150	   SEK	  
	  

10) Vad representerar Gävle Teater för dig? (Svara gärna med 3 ord och om möjligt gärna 
på engelska)  

	  

Vi	  tackar	  otroligt	  mycket	  för	  in	  medverkan!	  Om	  du	  har	  några	  extra	  kommentarer	  skriv	  
dom	  gärna	  här	  nedanför,	  gärna	  på	  engelska	  Ha	  en	  riktigt	  bra	  dag!	  	  
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Appendix I.1 

	  

Survey	  Thesis	  |	  Sander	  van	  der	  Linde	  |	  In	  cooperation	  with	  Gävle	  Konserthus	  
	  
HELP	  maintaining	  cultural	  institutions	  in	  Gävle	  by	  filling	  in	  this	  survey.	  It	  takes	  you	  maximally	  4	  
minutes.	  	  
	  
I	  am	  FEMALE/MALE	  	   (please	  circle	  what	  applies)	  
	  
	   	   	   (Tick	  circle)	  
I	  am	  in	  age	  category	  	   	   O	   below	  	   	   	   18	  
	   	   	   	   O	   Between	   	   18	  and	  24	  
	   	   	   	   O	   Between	   	   25	  and	  49	  
	   	   	   	   O	   Between	  	   	   50	  and	  64	  
	   	   	   	   O	   Older	  than	   	   65	  
	  
1) I	  come	  to	  the	  Gävle	  Konserthus	  on	  a	  regular	  basis.	  

	  
	   Strongly	  disagree	  	   1	   2	   3	   4	   5	   Strongly	  agree	  
	  
2) The	  Gävle	  Konserthus	  has	  a	  big	  influence	  on	  my	  lifestyle	  	  

	  
	   Strongly	  disagree	  	   1	   2	   3	   4	   5	   Strongly	  agree	  
	  
3) I	  speak	  about	  the	  Gävle	  Konserthus	  on	  a	  regular	  basis	  with	  my	  friends.	  

	  
	   Strongly	  disagree	  	   1	   2	   3	   4	   5	   Strongly	  agree	  
	  
4) I	  try	  to	  get	  people	  involved	  with	  the	  Gävle	  Konserthus.	  Involved	  could	  mean	  that	  you	  try	  

to	   persuade	   people	   to	   attend	   a	   concert/play	   or	   spreading	   the	   word	   about	   the	   concert	  
hall/theatre	  

	  
	   Strongly	  disagree	  	   1	   2	   3	   4	   5	   Strongly	  agree	  
	  
5) It	  would	  be	  sad	  if	  the	  Gävle	  Konserthus	  would	  not	  exist	  anymore	  because	  of	  too	  few	  visi-‐

tors.	  
	  
	   Strongly	  disagree	  	   1	   2	   3	   4	   5	   Strongly	  agree	  
	  
6) Youth	  should	  be	  stimulated/educated	  more	  to	  get	  them	  involved	  in	  cultural	  institutions.	  

	  
	   Strongly	  disagree	  	   1	   2	   3	   4	   5	   Strongly	  agree	  
	  
7) I	  would	  voluntarily	  help	  the	  Gävle	  Konserthus	  to	  prevent	  bankruptcy	  and	  increase	  prof-‐

its	  
	  
	   Strongly	  disagree	  	   1	   2	   3	   4	   5	   Strongly	  agree	  
	  
8) My	  experience	  with	  Gävle	  Konserthus	  is:	  

	  
Not	  good	  at	  all	  	  	   1	   2	   3	   4	   5	   Excellent	  
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9) My	  experience	  has	  altered	  negatively/positively	  over	  time	  and	  to	  what	  degree?	  Circle	  
negatively	  or	  positively,	  the	  one	  applying	  for	  you.	  	  	  

	  
Very	  little	  	   -‐2	   -‐1	   0	   1	   2	   Very	  much	  (0	  =	  no	  change	  in	  ex-‐
perience)	  

	  
	   	  	   	   	  
10) If	  the	  current	  ticket	  prices	  were	  increased,	  how	  much	  extra	  would	  you	  maximally	  pay	  ex-‐

tra?	  (Circle	  what	  applies	  to	  you.)	  
	   0	  	   SEK	  
	   25	   SEK	  
	   50	   SEK	  
	   75	   SEK	  
	   100	   SEK	  
	   125	   SEK	  
	   150	  	   SEK	  
	   >150	   SEK	  
	  
11) What	  does	  the	  brand	  of	  the	  Gävle	  Konserthus	  represents	  to	  you?	  (Please	  answer	  in	  one	  to	  

three	  words	  and	  if	  possible	  in	  English)	  	  

	  
	  
	  
We	  thank	  you	   for	  your	  participation.	   If	  you	  have	  any	  comments	   to	  make,	  please	  write	   them	  in	  
the	  box	  below.	  	  
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Appendix 2 

Interview Questions  

 

INTERVIEW TABLE 

Question Variable 

1) How do you define brand awareness? BA 

2) How do you think the company influences the 
brand awareness? Influence BA 

3) What does the company do on advertising? 
a. Magazines 
b. Radio (local) 
c. Television (local) 
d. Newspapers 
e. Billboards 
f. Other 

Influence BA 

4) What does the company try to put as their brand 
meaning? BM 

5) What type of strategy do you think the company 
should take to influence that? Influence BM 

6) What do you consider to be your competition? Competition 

7) Brand equity is one of the best assets a company 
can possess. To what degree do you think your 
company has that? 

BE 

8) How important is brand equity for your company? 
Do you focus on it a lot and what strategies do 
you take to enhance brand equity? 

BE 

9) What do you consider the most difficult things 
that are awaiting the cultural institutions in the 
coming year? 

Shifts/obstacles/challenges 
in cultural world +BE 

10) Culture plays thus a phenomenal role for your or-
ganisation. How do you think this can be bent into 
the right direction for your company? 

Shifts/obstacles/challenges 
in cultural world + BE 

Source: Own construction 
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Appendix 3 

 

Variable table survey.  

Q Construct Variable Statistical data and 
input scale 

O Demographic Orgaisation Sorted beforehand 
G Demographics 1 Female/Male 
A Demographics 1 <18, >17- <25, >24-< 

50, >49 - <65, >65 
1 Brand meaning Loyalty  1-5 
2 Brand Meaning Meaning 1-5 
3 External communi-

cations 
WOM existence  1-5 

4 Extern Comm. WOM positive 1-5 
5 Brand meaning Loyalty 1-5 
6 Brand meaning.  Loyalty and loyalty of cultur-

al institutions and their per-
formances 

1-5 

7 Brand meaning Brand loyalty 1-5 
8 Brand experience Loyalty 1-5 
9 Brand meaning and 

experience 
Loyalty over time -2-2 

QP Brand equity Brand equity 0,25,50,75,100,125,15
0, >150 

10 Brand meaning Brand equity, loyalty, mean-
ing 

In three words de-
scribe what the brand 
means to you. 

Source: Own construction 
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Appendix 4 

Logos	  from	  both	  the	  case	  companies.	  	  
	  
Gävle	  Teater’s	  logo	  

	  
Source:	  (Gävle Teater Förening, 2015)	  
	  
	  
Gävle	  Konserthus’	  logo	  
	  

	  
Source:	  (Gävle Konserthus, 2015)	  
	  
	  
Gävle	  Symfoniorkester’s	  logo	  

	  
Source:	  (Gävle Symfoniorkeste, 2015)	  
	  
	  
Gävle	  Kongress	  &	  Event’s	  logo	  

	  
Source:	  (Gävle Konserthus, 2015)	  
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