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Abstract Aim: 

The purpose was to perform a pre-study to marketing planning for a local squash 
club in Sweden that had difficulties with membership growth and development.  
This pre-study would provide the squash club with valuable information and a 
starting point when creating its first marketing plan. 
Method: 
The chosen research approach included theoretical and empirical studies. 
Empirical data was collected by triangulation, using both qualitative and 
quantitative methods. A semi-structured interview and two surveys using on-line 
questionnaires were conducted, analyzed and presented.  
The discussed theory including key definitions, models and concepts was related 
to the empirical data findings and reflected on. 
Results & Conclusions:  
A small non-profit squash club with scarce resources and slim organization has 
to implement a customer centered mindset and work smarter instead of harder.  
It is important for the club to carefully match market opportunities with its 
objectives and capabilities. 
Engaging in marketing planning and the development of a marketing plan will 
enable the club to find new creative ways to offer a unique squash experience 
that will result in a positive membership development. 
Recommendations: 
The squash club should strive to develop key strategic partnerships that can 
compliment its strengths and help reduce its weaknesses.  
An own club website would improve internal and external communication 
significantly and decrease the club management’s administrative workload. 
It would be advisable for the club to perform annual online customer satisfaction 
surveys to monitor and measure own performance and detect key changes in the 
marketplace. 
Contribution: 
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CHAPTER 1 INTRODUCTION  
 
The purpose of this first chapter is to introduce the reader to the topic and provide 
background as well as the motivation for the study. It will also present an overview of 
the study objectives, research questions and the study structure 
 
1.1 BACKGROUND  
 

A sport called Squash 
The name squash originates from the English word “squashy” 
because it is played with a soft rubber ball. It was invented in 
England 1850 and was first called “racquets”.  
A more modern version called squash was introduced in the 
1930’s and was similar to the sport that is played today.  
 

source: Wikipedia  
 
Squash is played by over 15 million people in more than 150 countries according to the 
World Squash Federation and the sport is especially popular in countries like Pakistan, 
Egypt, England and Australia.  
 
The sport is quite different from other racket sports because it is played in a box with 
four walls, with no net and where both players are competing for the same space hitting 
the ball in the front wall above a tin line. It can be played as a singles or doubles game 
but due to the fact that a double court is slightly wider than a single court there are not 
many doubles courts available and doubles is seldom played.  
 
Squash is sometimes referred to as the “forgotten” racket sport even though it is in fact 
a large international sport. There are high hopes that squash one day will join the 
Olympic program, something that the World Squash Federation has been working for 
since 1986. This would give the sport the long wanted global visibility and recognition. 
(Svensk Squash 2009) 
The game of squash has developed much over the years and become a more attractive 
sport to watch due to innovations. Perhaps the most important is the all glass court that 
enabled squash to move from being a “basement” sport to becoming an arena sport.  
 
Squash is considered to be one of the most physically demanding and competitive 
sports in the world and this makes it difficult to play as a social game. Even though it is 
a hand-eye coordination sport like tennis and badminton it is perhaps more related to 
chess and boxing due to the combination of endurance and strategy.  
“Squash is the last great fighting game: boxing without brain damage!” 
(Pearson 2001, p.9) 
In 2003, Forbes ranked squash as the healthiest sport in the world based on six 
different criteria. Squash scored exceptionally well for cardio respiratory, muscular 
endurance as well as calories burned and was ranked above sports like rowing, rock 
climbing, swimming and cross country skiing.  
 
I personally believe squash has a bright future if marketed right because it is a fun sport 
that gives maximum workout in minimum time and can be played all year round with no 
weather impact.  
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Squash in Sweden 
Squash was a popular sport in Sweden in the 1970’s and Sweden was in fact together 
with UK the best squash nations in Europe during this period. At this time there were 
around 450 squash courts in Sweden and in 2007 there were only 212 courts left.  
It is a small sport in Sweden today with only about 60 active clubs and 5000 members 
compared to tennis that has over 100 000 members in more than 500 tennis clubs. 
  
Squash’s popularity in Sweden dropped during the 1980’s and 1990’s and a 
contributing factor may have been that Sweden during this period had an increased 
interest for tennis and table-tennis.  
 
The Swedish Squash Federation was established in 1969 and its main objectives 
include administrating and promoting squash nationally as well as working for making 
the sport more accessible for everyone. Its development plan for 2007-2011 included to 
increase the number of squash courts by 50 during this period and long term to have at 
least one court in each Swedish town. (Svensk Squash, 2007) 
 
Today the challenge is that the majority of all squash courts in Sweden are located in 
the larger cities and this makes it more difficult to increase the awareness and 
popularity of the sport on a national level.  
 
The racket center  
In Sweden there has been a trend in recent years to gather several sports in multi-sport 
or racket centers instead of building dedicated facilities for each sport. 
Most of these multi purpose venues are currently located in the larger cities.  
 
A popular racket center is Enskede Rackethall (hereby referred to as “the racket 
center”) situated in the south of Stockholm. This racket center’s main philosophy 
according to its General Manager is to improve the quality of life for people who play 
racket sports.  
 
The facility was built in 1985, has 20 employees and an estimated 600 daily visitors.  
It hosts 17 badminton courts, 4 tennis courts, 4 squash courts and 2 table tennis courts. 
There are also 1 tennis club, 2 badminton clubs, 1 squash club and 1 racketlon club 
represented in the racket center “community”. Plans exist to build more courts and 
facilities to further enhance the total racket sports experience.  
 
Enskede Rackethall offers all racket sports and a fifth sport called racketlon under the 
same roof. Racketlon is the sport where you compete in the 4 racket sports against an 
opponent in the same match. This sport is young and started in Sweden only some 20 
years ago and is now growing fast in Sweden as well as internationally.  
 
The racket center operates a large Round Robin squash program for men and women 
that started before the squash club was founded.  
The purpose with this activity is to introduce people to squash and to provide a service 
for those who want to play squash in an organized way against other players of 
comparable skill level. Since there are groups for beginners, intermediate and 
advanced players it is a popular service that suits most players.  
There is no current requirement for squash club membership to participate in the RR 
and the majority of these players are not members of the local squash club today. 
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The sports club membership of non-profit organizations 
Historically people joined sport clubs often for life and did so because they shared the 
same ideal and values as the organization they belonged to. Today it is common to 
have multiple memberships in different organizations and to be less loyal than before.  
 
The reason to become a member is perhaps more now than before for personal gain 
and benefits and especially economic incentives are being sought.  
 
This trend makes it difficult for clubs and especially non-profit organizations that have to 
work harder and be more creative than before to retain existing members as well as 
attract new members in order to maintain the same membership level. A high turnover 
of disloyal members makes it difficult to establish long term relationships with members 
in order to deliver expected value to them.  
Technology plays an important role here since people now and especially the younger 
generations expect a faster and different type of communication such as email, mobile 
text messages and access to club websites. (SISU, 2008) 
 
The famous 80/20 rule tells us that 80 % of an organization’s revenue normally comes 
from 20 % of its customers. Non-profit organizations nevertheless often have an 
obligation or goal to serve the remaining 80% equally well and instead measure 
performance in customer satisfaction and not profit. 
 
It is estimated that it takes 4-5 times the effort for most sports organizations to gain a 
new member as it takes to keep an existing member and the average breakeven on a 
new member is around 2-3 years. This means that is makes more sense to invest time 
and effort to provide value and satisfaction to existing members and make them loyal 
long term members than to have a high turn over due to chasing the wrong prospects.  
 
Loyal satisfied customers normally talk positively to other people about their experience 
and this helps the organization gain new customers via word of mouth. It is however 
also important to be aware of the fact that unhappy customers tell twice as many 
people of their experience than happy customers do. (SISU, 2008)  
 
The local squash club in focus 
Enskede Squash Club (hereby referred to as “ESC” or “the squash club”) was founded 
in 1993 and is a small non-profit organization with no employees’ only volunteers. 
 
In the fall of 2008 the club had 73 members of whom 67 were male and 6 were female. 
12 of these 73 members were juniors (under the age of 19). 
 
This squash club is located south of Stockholm in Enskede Rackethall, a popular racket 
center that specializes in racket sports. Some competition exists among the different 
sports clubs in the racket center when it comes to space, attention and members, but 
there are also interesting opportunities for collaboration with the racket center. 
 
The club has been known to have a competitive profile with few non-competing 
activities. Most members in the past have been males in their 30’s and 40’s and the 
squash club has had few women and juniors. 
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Since the club had this competitive focus it was not concerned with targeting a wider 
market in order to get a more dynamic mix of club members or to grow the number of 
members and develop the club. 
 
In the last couple of years the squash club’s management team which consists of 7 
men and 1 woman has been working hard to try to change the direction of the club in 
order to attract more members and to become a squash club that can offer something 
for all members regardless of age, gender and skill level. 
 
 
1.2 MOTIVATION FOR THE STUDY 
 
My personal experience is that the majority of squash clubs in Sweden are small non-
profit organizations with scarce resources and with difficulty to grow.  
 
These clubs face a similar challenge in not having enough members to finance 
activities that can satisfy existing members and attract new members.  
 
I have been a member of a local squash club’s management team for some time and 
would like to see the club move in a new direction.  
 
When I was deciding on a research topic I was looking for something that would be 
interesting to me personally but also of importance to an organization that I have a 
close relationship with and that could possibly benefit from any findings.  
In the 1990’s when I attended business school in the US I was considering both sports 
marketing and sports management courses because the combination sports, marketing 
and management was appealing to me. 
 
With this in mind I thought it could be interesting, fun and rewarding to write about my 
great passion in life, sports, and at the same time support my local squash club by 
performing a pre-study to a future marketing plan. This would be a suitable study 
project due to the possible mutual benefits, available resources and timing. 
 
1.3 PROBLEM DEFINITION  
 
“We can’t solve problems by using the same kind of thinking we used when we created 
them “(Albert Einstein) 
 
ESC wanted to grow in total number of members. The problem was related to both 
gaining new members, especially females, a group that was greatly underrepresented 
but also retaining existing members. Historically the club has had an annual 
membership count of around 50 and in order to become more stable financially the club 
needed approximately 100 members. The goal was to grow to 150 but doing this 
without having to hire any staff or reduce existing service to members.  
 
The squash club is a non-profit organization with no employees and relies completely 
on 100% volunteer work. The challenge was that most volunteer work in the club is 
today performed by the management team and even though the management is 
competent and experienced they lacked in time, so finding new volunteers and key 
partners was of great importance.  



Zackrisson, Patrik     “Changing the Game”  
A Pre-Study to Marketing Planning in a Local Squash Club  
University of Gävle, Department of Business Administration and Economics 

10 

The main source of financing came from annual membership fees and this was 
expected to continue in the years to come. Keeping existing members and attracting 
new ones in order to increase the total number of members over time was therefore of 
paramount interest to the organization. 
 
The squash club had to develop a sustainable growth strategy and pursue appropriate 
opportunities that would deliver customer value and at the same time support the 
organization’s resources and capabilities. Before this strategic decision could take place 
more information was needed. The idea of a pre-study to marketing planning to help 
identify existing and predict future customer requirements was discussed with the 
management team as valuable and something that would benefit the club’s 
development. 
 
 
1.4 RESEARCH QUESTIONS AND OBJECTIVES 
 
Objectives 
 

• To identify how a marketing plan could benefit ESC and if there was a suitable 
marketing planning model for the club. 
 

• To understand the target market’s needs and wants in order to identify key 
opportunities, suggest appropriate marketing strategies and possible 
improvements to the current marketing mix. 
 

• To conduct a beneficial SWOT analysis for ESC  
 
 
Research questions 
 
There are several important research questions for this study and I have listed both 
major and minor questions. Answers to all research questions will be provided in 
chapter 5. 
 
Major questions:

• How can a marketing plan be beneficial to a small non-profit organization like ESC? 
 

 
 

• Where are the best growth opportunities for ESC? 
 

• Should ESC change anything specific in its existing marketing mix? 
 

• Does ESC have an effective segmentation strategy today? 
 

• How can ESC collaborate with partners to add value to members and prospects 
and increase the total number of members? 
 

• What would a beneficial SWOT analysis look like for ESC? 
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Minor questions: 

• How overall satisfied are current members with the squash club and their 
membership?  
 

• What are the main reasons why people become ESC members? 
 

• How can ESC interest more women to become members? 
 

• What is ESC’s competitive advantage, if any? 
 
 

1.5 RESEARCH METHODOLOGY  
 

I have used both quantitative and qualitative methods by 
triangulation in my research project. 
The collection instrument for obtaining qualitative data was done 
by a semi-structured interview.  
Two online questionnaires were designed and delivered using 
Kwiksurvey.com software in order to gather needed quantitative 
data from two different groups of multiple respondents. 
 
My research project follows Kotler & Keller’s (2006) marketing 
research model and is discussed more in detail in chapter 3. 
 
 
 

Figure 1    The Marketing Research Process (Kotler & Keller, 2006, p.103) 
 
 
1.6 SCOPE AND LIMITATIONS OF THE STUDY 
 
I preferred to limit my study to a local squash club.  
Due to personal interest, time restraints, accessibility and resources I decided to write 
about my own squash club in Stockholm and its specific problem concerning 
membership growth and development.  
The purpose was not to deliver a complete marketing plan for the squash club or to 
cover every aspect of a marketing plan but to conduct a pre-study to marketing planning 
and provide initial data to a future marketing plan.  
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1.7 STUDY STRUCTURE 
 
The structure of this study is initially based on 6 different study seminars by University 
of Gävle. These are translated into 5 chapters in my written paper: 
 
Study structure: 
Seminar 1 - The research question 
Seminar 2 - Planning  
Seminar 3 - Theory  
Seminar 4 - Methodology and Empirical Data  
Seminar 5 - Reflections and Recommendations 
Seminar 6 - Final Report    
Written structure: 
Abstract 
Chapter 1 Introduction  
Chapter 2 Theoretical Framework 
Chapter 3 Research Methodology and Design 
Chapter 4 Empirical Data Presentation and Analysis 
Chapter 5 Conclusion and Recommendations 
Table 1 Study Structure (Zackrisson 2009) 
 
In the beginning of each chapter the ingress tells the reader the main content of that 
specific chapter as seen below: 
 
Chapter 1:  
The purpose of this first chapter is to introduce the reader to the topic and provide 
background as well as the motivation for the study. 
It will also present an overview of the study objectives, research questions and the 
study structure. 
 
Chapter 2:  
This chapter will discuss the theoretical framework. Models, definitions and concepts in 
focus are presented and explained and will form a foundation for the empirical data 
discussion. 
 
Chapter 3:  
In this third chapter, methodology and different types of research methods and  
definitions are discussed and explained to the reader. 
My chosen research approach including choice of methods and the design of data  
collection instruments are described. 
 
Chapter 4:  
In this chapter the empirical data collected during the 2 online questionnaires and 
the semi-structured interview is presented and analyzed.  
A beneficial SWOT analysis is also conducted.  
 
Chapter 5:  
In this final chapter key findings and conclusions will be presented as well as answers 
to the research questions. Empirical data is related to key theory and the chapter ends 
with recommendations, suggestions for future research and a self evaluation. 
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CHAPTER 2     THEORETICAL FRAMEWORK 
 
This chapter will discuss the theoretical framework. Models, definitions and concepts in 
focus are presented and explained and will form a foundation for the empirical data 
discussion. 
 
2.1 THE MARKETING PLAN  
 
“Plans mean nothing, planning means everything!” 
(D D Eisenhower) 
 
Definitions 
Kotler & Keller (2006, p.60) define a marketing plan as “…a written document that 
summarizes what the marketer has learned about the marketplace and indicates how 
the firm plans to reach its marketing objectives”  
A business plan is sometimes mixed up with the marketing plan but is different from the 
marketing plan. It is a more comprehensive document that usually covers all aspects of 
an organization including a marketing plan and a strategic plan.  

The strategic plan is normally for a period of 3-5 years and includes key company long 
term strategies for the future while the marketing plan is often limited to 1 or perhaps  
2 years and may need to be updated and or revised during this time frame.  
Several marketing plans can exist in an organization and plans can be created for a 
specific business unit, target market or product. (Andberg & Eliasson 2005) 

Kotler & Keller (2006) argue that the marketing plan of today is more consumer and 
competitor focused as well as more realistic than before. This is due to that the fact that 
market conditions change more quickly now with the speed of new technology but also 
due to other external forces within PEST (Political, Economic, Social, Technology).  
The organizations that can best make appropriate changes when the market changes, 
will have a greater chance of becoming successful.  
The marketing plan may have different names and formats depending on the size and 
nature of the organization that it is created for and its purpose. 
In a small organization like a local non-profit sports club the marketing plan is perhaps 
called development plan or activity plan in order to be received and accepted better 
internally and to sound less formal. 
 
Structure and contents 
The marketing plan consists of several key parts tailored to an organization’s specific 
requirements. It is imperative that all main parts are well connected since they impact 
each other when changes are made. 
Below is an example of structure and contents for a typical marketing plan  
(Hollensen 2005)  
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Figure 2 Framework for a marketing plan (Hollensen, 2005, p. 350) 
 
To follow a structure helps the marketer stay on course and not overlook any main 
parts that need to be included in the plan. It is advisable to involve as much of the 
organization as possible when developing a marketing plan. There are a large number 
of companies that specialize in providing marketing plan templates and software that 
enables marketers to create a comprehensive marketing plan. This is helpful when 
multiple individual plans are needed for multiple products or markets.  
 
Purpose 
“The marketing plan turns strategy into tactics, bridging the gap between ambitions and 
actions, and ensuring that the business prospers.” (Cheverton 2004, p. 45) 
 
According to Jobber & Fahy (2003) the two most important questions that the marketing 
plan has to answer are: 

 
• Where and how should an organization compete?  
• How should this organization grow? 
 

Marketing planning, the process that leads up to the finished marketing plan is 
considered more important than the marketing plan itself. The reason for this is that the 
planning process enables an organization to get an understanding and an overview of 
current resources and capabilities and how to best coordinate these in order to use 
them in the marketplace where the best opportunities for success exist.  
(Andberg & Eliasson 2005)  
 
When performing marketing planning it is important that the customer is the starting 
point and not the organization. Organizations that are customer oriented and manage to 
develop a customer centered mind set strive to make customers for life and will 
therefore be more successful. (Andreasen & Kotler 2002) 
 
Benefits 
Some important benefits of a good marketing plan are to discover new opportunities, to 
better use organizational capabilities and competencies, to define focus market and 
how to best communicate to the market (Hollensen 2005) 
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2.2 MODELS FOR MARKETING PLANNING 
 
 “A model is a simplified representation of reality” (Eriksson 2005, p 1) 
 
It is advisable to evaluate any model based on three main criteria, coverage, 
communication and consistence to make sure that the model chosen covers the area of 
interest, is easy to understand and remember as well as used in a consistent way 
across the organization. (Eriksson et al 2004) 
I have studied some different models used for marketing planning and have chosen two 
that I found relevant, interesting and suitable for practical purposes, the MIO Matrix and 
the Marketing planning process that I will cover in the next two sections.  
 
2.2.1 THE MARKETING PLANNING PROCESS  

 
“Marketing planning is the structured process of determining how to provide value to 
customers, the organization, and key stakeholders by researching and analyzing the 
current situation, including markets and customers; developing and documenting 
marketing’s objectives, strategies and programs; and implementing, evaluating, and 
controlling marketing activities to achieve the objectives” (Wood 2007, p.3) 

 
According to Wood (2007), the marketing plan is the 
result of the planning process and the marketing 
plan must not be a static document but will change 
with changes in the marketplace. Therefore the 
planning process must be continuous in order to 
create a new marketing plan each year rather than 
to revise an existing one.  
 
 
 
 

Figure 3    Marketing Planning (Wood 2007, p.4) 
 
Wood’s marketing planning process model consists of six steps and in order to build a 
successful marketing plan that communicates how to build strategic relationships and 
deliver customer value, all six steps need to be completed in the suggested order.  
The model has three main sections where the first section includes step one and two 
and covers the research and analysis of the current situation including external and 
internal scanning of the micro and macro environment as well as identifying market and 
customers’ needs and wants.  
 
The following section (step three, four and five) is about selecting appropriate strategies 
for how to segment the market, which segments to serve and the way the firm wants to 
position itself in the marketplace.  
The fourth step is to make sure that short term objectives and long term goals are 
supported and in line with the right marketing activities.  
In the fifth step marketing strategies and action programs for the marketing mix are 
created and implemented based on the result of the previous steps. The final section 
with step six is to ensure that the marketing plan is performing and delivering according 
to the set objectives and goals. After step six is completed the entire process begins 
again to create a new plan rather than revise the existing version (Wood 2007) 
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Wood (2007) has developed five guiding principles for marketers to consider during the 
six stages of marketing planning in order to reach the core benefits of customer value, 
strategic relationships and competitive advantage.   
 

 
Figure 4 Guiding Principles of Marketing Planning (Wood 2007, p.16) 
 
Marketers should expect change in market conditions and be prepared to act on this 
change quickly. Planning is a continuous process and the marketing plan will also 
change over time. Relationships with all key stake holders are relevant to sustainable 
success regardless of industry or business.  
 
Marketing planning needs to involve the whole organization by internal marketing in 
order to develop customer relationships and identify business opportunities.  
Relationships need to be developed with key stake holders and form alliances or 
strategic partners to compliment existing service to become more competitive.  
Innovation can be used to create, communicate and deliver value to customers.  
There are several ways to innovate and using technology to differentiate is often shown 
effective. (Wood 2007)  
 
New technology including the internet has taken marketing to a new dimension with 
faster development and delivery of new products and services, global access to 
information and creative ways to communicate and build relationships with customers. 
(Cheverton 2004) 
 
 
2.2.2 THE MIO MATRIX  

 
The MIO matrix model is based on 3 key  
perspectives: Market (external), Interaction 
(relationships) and Organization (internal) and 
these are each analyzed in a decision making 
process of 4 decision stages called present 
situation, opportunity analysis, strategy and 
action. This frame of the 3 perspectives and the 4 
decisions is the most important part of the MIO 
matrix. The present situation and opportunity 
analysis stage make up the organization’s 
conditions and the strategy and action stages the 
intentions (or directions) of the organization. 
(Eriksson et al 2004) 

Figure 5    The MIO Matrix (Eriksson 2005, p.16) 
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The starting point of the MIO model and central idea is based upon asking 3 important 
questions concerning the organization’s business proposal: 
 

1) Who wants to buy our offer? (Market) 
2) What are we selling? (Interaction) 
3) What resources are needed to fulfill the offer? (Organization) 

 
(Eriksson et al 2004) 

 

This stage is the shortest of the 4 MIO stages and describes the current situation of the 
market, the market relationships and the organization including the existing customers 
and competitors. It also describes how the marketing mix of Product, Price, Promotion 
and Place are currently used and what the internal organization’s competence, capacity 
and objectives look like.  

Present situation:  

The information in the present situation should be short and concise. 
 

In the second and most important MIO stage the focus is on analyzing the information 
from the present situation (internal and external and relationship) in order to identify 
opportunities and threats for the future and identify new developments and directions.  

Opportunity Analysis: 

“The goal of the Opportunity analysis is to find new alternatives in the market, new 
alternatives in the customer relationship and undeveloped alternatives in the 
organization…”   (Eriksson et al 2004, p.21) 
 
The SWOT model is incorporated in this MIO Opportunity stage at the Organization and 
Market perspectives to analyze existing strengths and weaknesses as well as external 
opportunities and threats. 
 

In the strategy stage the best alternatives from the opportunity analysis stage are 
identified and strategic choices are made for the future. This occurs by market 
strategies using segmentation and positioning, via interactive strategies by developing 
long term strategic relationships with customers and providing value by innovation as 
well as the right marketing mix and branding.  

Strategic choices:  

 
Developing partnerships, strategic alliances and networks are important organizational 
strategies that will enable the organization to decide what activities make sense to 
outsource based on the organizations core competencies.  
 

The last stage of the MIO model is to create short term action programs. 
Action programs: 

Based on the information provided in the strategy stage, it should now be possible to 
target key segments with the appropriate marketing mix. 
The organization needs to create a budget and a project plan where time frames and 
people responsible are assigned to all selected activities.   
 
The implementation of the project plan should be monitored and the results evaluated 
so that this knowledge can benefit the next plan or revision including fine tuning the 
marketing mix to further improve the customer interaction. (Eriksson et al 2004) 
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The completed MIO matrix can be seen below with its key concepts for all  
perspectives and decision stages ready to create value added processes. 
 

According to Eriksson et al (2004) 
the MIO matrix model is suitable 
for the purpose of product and 
business development, marketing 
planning (including content 
description of the marketing plan), 
managerial control and revision.   
The MIO Matrix model’s strength is 
not only that it is easy to use, 
remember and understand but at 
the same time comprehensive and 
flexible with the possibility to add 
items and make changes. It is a 
practical and versatile tool of 
multiple purposes that can be used 
in different business situations. 

Figure 6        Key concepts in the MIO Matrix (Eriksson 2005, p.12) 
 
 
2.3 MARKETING AUDIT  

 
 “A marketing audit is a systematic examination of a firm’s marketing environment, 
objectives, strategies and activities, which aims to identify key strategic issues, 
problems areas and opportunities”  (Jobber & Fahy 2003, p. 275)   
 
According to Jobber & Fahy (2003, p. 275), the marketing audit should answer three 
key questions:  
 

• “Where are we now? 
• How did we get there? 
• Where are we heading?”  

 
The marketing audit consists of both an internal environment analysis and an external 
environment analysis and is also referred to as the situational analysis  
The internal analysis is concerned with controllable items such as the organization’s 
marketing objectives, marketing mix and segmentation choices.  
 
External analysis includes uncontrollable items such as market, competition and 
environmental forces of PEST (Political, Economic, Social, Technological).  
The reason for making an internal and external environment analysis is that this data 
will form the foundation of future marketing strategies that are often developed in the 
SWOT analysis and will determine the focus and direction of the organization.  
(Jobber & Fahy 2003)   
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2.4 SWOT ANALYSIS  
 
When the marketing audit is completed the 
marketer has a better understanding of the 
internal and external environment and a SWOT 
analysis can be conducted to evaluate choices 
for the future and analyze the customer and 
competitive situation.  A SWOT analysis is a 
structured approach performed to identify and 
evaluate the organization’s overall Strengths 
and Weaknesses, Opportunities and Threats. 
(Wood 2007) 

Figure 7    The SWOT analysis (Cheverton 2004, p.84) 
 
The organizations’ internal and controllable strengths and weaknesses should be 
viewed from the eyes of the market being customers, competitors and stakeholders. 
Opportunities and threats are external events and are not considered controllable by 
the organization. (Cheverton 2004) 
 
Strengths and weaknesses should not only be viewed as absolute but also relative in 
relation to the organization’s competition because relative strengths and weaknesses 
will reflect the competitive advantage and disadvantage.  
 
Changes in the economic climate and the development of new technology can be a 
threat as well as an opportunity depending on the current strengths and weaknesses of 
the organization.  
 
“The SWOT allows us to assess our capability (strengths and weaknesses) as a match 
for the market needs (opportunities) in the light of the competitive environment 
(threats).”  (Cheverton 2004, p. 85)  
 
The main advantage of the SWOT analysis is that it focuses both on the present and 
the future situation and enables marketers to make educated decisions moving forward 
developing strategies for the future. 
 
 
2.5 MARKETING STRATEGIES 
 
Marketing strategy can be explained as a map or a game plan that tells marketers how 
to best reach their marketing goals. (Kotler & Keller 2006) 
Marketing is a whole chain of activities that take place in a given time.  
It is about finding and fulfilling needs and wants better than competition, to identify the 
right opportunities and to build and maintain relationships with existing and new 
customers. (Andersson et al 1997)  
It could also mean finding new customers by creating needs and wants that these 
customers  did not know they had. 
 
When an organization has performed the environmental scanning, analyzed the internal 
and external factors and completed a SWOT analysis, it is time to evaluate and 
formulate appropriated marketing strategies and action programs using the marketing 
mix. (Wood 2007) 
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Figure 8      Environmental Scanning and Marketing Strategy (Wood 2007, p.23) 
 
 
General strategies 
There are only 2 types of competitive advantage according to Porter (1985) and these 
are low cost and differentiation
 

.  

He claims that there are 3 general strategies that normally start the strategic 
formulation for most organizations in achieving a competitive advantage which is a 
foundation for success: 
 

1) Overall cost leadership, 2) Differentiation and 3) Focus strategy.  
 

Regardless of what initial strategy an organization chooses it must be aware of the 
advantages and disadvantages of that specific strategy and make sure it fits the 
organization since it may be difficult to change strategy later on. (Kotler & Keller 2006) 
 

 
Figure 9 Three generic strategies (Porter 1985, p.12) 
 
An overall cost leadership

 

 occurs when an organization is trying to become the low cost 
player by serving all or most of the market at the lowest possible cost and customer 
price. This strategy is generally good if the firm has limited marketing skills but 
possesses superior skills in producing or distributing standard goods or services.  

A main disadvantage of being a low cost provider is that it is difficult for more than one 
firm at a time in a specific market to act as the cost leader. Though the focus is on low 
cost and wide target to gain a competitive advantage it is however important to consider 
differentiation to become less vulnerable to price wars and maintain a desired level of 
profitability. (Porter 1985) 
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An organization can compete on differentiation

 

 meaning that it is trying to be different 
from competition by delivering something that is perceived valuable or unique by the 
majority of the market in a specific industry. 

Differentiation can be obtained by quality, design, availability or superior benefit sought 
in a product or service etc and by doing this the firm is able to charge a premium.  
However differentiation often increases the cost of production and if low cost is not 
reached in areas outside the differentiation the firm’s advantage may be lost.  
(Porter 1985) 
 
Differentiation must add value to customers otherwise it will not be successful.  
The value must be the one perceived by customers and not by the organization that is 
providing this value. This is a common mistake among marketing firms today. 
(Cheverton 2004) 
 
The third generic strategic choice a marketer has is to use a focus strategy

 

 based on 
either cost or differentiation (3A, 3B). The competitive scope for a focus strategy is 
narrow and is implemented in selected target segments in order to achieve maximum 
competitive advantage. (Porter 1985) 

According to Porter (1985) it is of course possible to mix several generic strategies but 
is not recommended within the same business unit because their individual abilities to 
provide competitive advantage may be inhibited when combined. An organization 
should however try to pursue cost reduction opportunities that do not sacrifice 
differentiation but also pursue differentiation opportunities that do not incur much cost.  
 
Growth strategies  

 
Figure 10      Product growth strategies: the Ansoff matrix (Beech & Chadwick 2007, p.428)  
 
 
A company or organization has 4 growth strategies to engage in depending on what 
their goal is and what their capabilities are, according to Ansoff’s matrix above.  
 
 

1. Market penetration or expansion:  
Relying on existing products and services for existing markets and to penetrate 
the market in order to find new customers in that market and or make old 
customers become more loyal and buy more of the same products and services 
by altering the marketing mix. This often means lowering prices. 
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2. Market development: 

This new market can be located by segmenting the existing market and serve a 
new customer segment or by finding a completely new market domestically or 
abroad. 

Current products and services are sold to a new market.  

 
3. 

This strategy aims to increase current market share by adding new or improve 
products or services for the existing market. This can be accomplished by adding 
a complete new product or by changing an existing product’s feature such as 
quality, design, etc.   

Product development: 

 
4. 

Diversification is used when an organization decides to develop new products or 
services to a new market or markets. This normally occurs when neither the 
existing market nor the existing product or service has a future to provide growth.  

Diversification:  

This strategy is more difficult, uncertain and costly than the other 3 strategies but 
can be successful with the right implementation and fit between the market and 
product. (Jobber and Fahy 2003) 

 
 
Market strategies  
The process of Segmentation, Targeting and Positioning

 

 is often called “STP” and are 
three strategic market decisions undertaken in a specific sequence.  

 

 
Figure 11     Segmentation, Targeting and Positioning (Wood 2007, p.56) 
 
Wood (2007, p. 54) defines market segmentation as “…the process of grouping 
customers within a market according to similar needs, habits or attitudes that can be 
addressed through marketing” 
 
Organizations may engage in segmentation because they are not able to serve the 
entire market successfully by mass marketing using only one marketing mix for the 
entire market (undifferentiated strategy). They try to identify groups of customers with 
similar requirements that they believe they can serve better than competition and satisfy 
with their current offering and capabilities and subsequently increase their profits and 
market share.  
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Segmentation is important because it can help identify growth opportunities and 
increase customer satisfaction since it enables marketers to get a better understanding 
of individual customers’ requirements, hence better provide value to them.  
(Jobber & Fahy 2003) 
 
There are four main groups (Demographics, Psychographics, Behaviors and 
Geographics) that are the bases for segmenting consumer markets.  
These four groups have each individual variables such as age, lifestyle, region and 
benefits etc as per below figure. 
 

After the general market is identified, the segments 
are created by applying one or several variables.  
When this is completed appropriate segments are 
selected for targeting based on individual 
attractiveness and fit to organizational capabilities.  
(Wood 2007) 
 
 
 
 
 

Figure 12    Basis for segmenting consumer markets (Lawton 2005, p. 3) 
 
 
During the first step of the targeting process the best segments are evaluated, 
numbered and ranked for entry to make sure that the segments with the best 
opportunities are pursued first.  
 

 
 
Figure 13    Target market strategies (Jobber & Fahy 2003, p.113)  
 
The next step is to decide on the segment coverage strategy to use: undifferentiated, 
differentiated, focused or customized

 

 strategy.  Differentiated strategy targets multiple 
segments and uses a separate marketing mix for each segment compared to the 
undifferentiated where 1 mix serves all segments in the market.   

A focused strategy means picking only 1 segment to serve and try to serve this better 
than competition. In customized marketing, a separate marketing mix is developed for 
each individual customer. (Jobber & Fahy 2003) 
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Jobber & Fahy (2003) tell us that positioning is about deciding where an organization 
wants to compete and how it wishes to compete in the market place. 
 
In the last two steps in the STP process a decision has to be made regarding a 
positioning strategy and how to use an appropriate marketing mix based on the four P’s 
to differentiate on the specific benefits sought by the customers in the target segment.  
 
Marketing research exploring customers’ and prospects’ needs and wants and 
competitive information can assist in detecting the best attributes to use as 
differentiators in order to communicate competitive advantage. 
(Wood 2007) 
 
2.6 THE MARKETING MIX  
 
The marketing mix is the tactical instrument that organizations use to manage 
marketing activities in order to reach objectives and implement marketing strategies. 
 
Kotler and Keller (2006) argue that the most successful organizations are those that 
can not only meet customer needs with effective communication but also do it 
economically and conveniently.  
 
Depending on the industry and the nature of the organization, Product, Price, Place and 
Promotion and their individual variables may play different roles in the chosen 
marketing strategies. In general Price and Promotion have normally more interaction 
with the target market than Product and Place. (Kotler & Keller 2006)   
 
Organizations that may not have strong promotional or pricing capabilities  
(eg. non-profit sport clubs) instead have to innovate and try to “stand out” and be 
“different”  to attract their target market. 

 
Figure 14 The Four P Components of the Marketing Mix (Kotler & Keller 2006, p.19) 
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The traditional groups of the 4 Ps of the marketing mix including Product, Price, Place 
and Promotion were developed by McCarthy. It is a well established and recognized 
marketing model that has over the years been revised and there have been several 
additions to the original model over time as seen in figure 15.  
 
The 4 Ps have also been translated into 4 Cs in order to fit better with the customer’s 
perspective. Product, Price, Place and Promotion become Customer solution, Customer 
Cost, Convenience and Communication. (Kotler & Keller 2006) 
 

   
 
Figure 15      4 Ps and more Ps (Gummesson 2008, p.323)  
 
 
Marketers always strive to develop an optimal marketing mix for their organization and 
target market in order to create, deliver and communicate value and subsequently 
competitive advantage.  
 
This can be accomplished by using a well blended marketing mix that can satisfy 
customers’ needs and wants and that is in line with internal organizational capabilities 
and resources. (Jobber & Fahy 2003) 

 
Figure 16 Hallmarks of an effective marketing mix (Jobber & Fahy 2003, p.11)  
 
   
The optimal marketing mix is obtained when an organization spends the least possible 
amount of money and effort to meet all its marketing objectives.  
Because market conditions constantly change it is however also needed to change the 
marketing mix accordingly. (Hannagan 1992) 
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CHAPTER 3  RESEARCH METHODOLOGY AND DESIGN  
 
In this third chapter, methodology and different types of research methods and 
definitions are discussed and explained to the reader. 
 
My chosen research approach including choice of methods and the design of data 
collection instruments are described. 
 
 
3.1 INTRODUCTION  
 
Research definition 
Marketing research can be defined as “the collection, analysis and communication of 
information undertaken to assist decision making in marketing” (Wilson 2006, p. 4) 
 
Research does not necessary involve finding new facts but can provide a new 
perspective or insights to existing knowledge. (Riley et al 2006)  
Saunder’s (2007, p.5) definition of research is that “research is something that people 
undertake in order to find out things in a systematic way thereby increasing their 
knowledge”. 
 
We learn by these definitions that research includes collecting, analyzing, 
understanding, communicating information in a systematic way to increase our 
knowledge.  
 
Research is performed for many different reasons in various settings and can vary in 
terms of the scope of the project. In business marketing research is often performed in 
order to find out more about a specific problem that we seek a solution for.  
Companies may want to identify competitors’ strengths, to learn more about existing 
market conditions or to launch a new product.  
 
Research structure and quality 
So what constitutes “valid” research and how can we make sure we follow a structure 
that will lead us right especially if we hold little previous experience in the research 
field? 
 
Effective marketing research can be produced by following a number of predefined 
steps that will help the researcher to stay on the right course. Kotler & Keller (2006) 
suggests a model of six steps that starts with identifying the research problem and 
objectives and ends with a decision.  
 
This is also the model that I have followed in my research project. 
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The beginning is about identifying the problem that needs to be 
investigated and decide upon research objectives and research 
questions.  
 
The next phase involves designing the empirical and theoretical 
research plan. This step also determines what secondary and 
primary data is needed and what qualitative and or quantitative 
methods to use. 
  
Then the researcher collects the needed qualitative and or 
quantitative empirical data by using appropriate designed 
collection instruments such as observation, experiment, 
interviews, or survey questionnaires. 
 
Collected data is analyzed and after this the key findings are 
presented. Finally, decisions or recommendations are made 
based on the outcome in the previous step. 
 
 
 

Figure 17 The Marketing Research Process (Kotler & Keller, 2006, p.103) 
 
 
Saunders (2007) points out that even though we are to be objective as researches we 
are still influenced by how we are as individuals and what skills and interests we have. 
This reflects in our choice of research and methods as well as how well we perform our 
research tasks. 
 
Research topic  
The research topic is the starting point to all research. When doing research and 
deciding on a topic it is an advantage to choose a topic that interests the researcher 
especially since he or she will be working on the project for some time. It may also be of 
interest to choose a topic that can support one’s career and or deliver a specific value 
to an organization. (Jones et al 2007)  
 
Research approach 
“The research methodology is the philosophy or general principle which guides the 
research” (Dawson 2007, p. 24.) and ”…research methods are the tools  you use to 
collect your data. “ (Dawson 2007, p.28) 
 
When performing research one has to be familiar with the different methods available 
and be able to choose an appropriate mix based on skills and interests as well as the 
research purpose.  
 
The researcher can use two basic research approaches, either a deductive or an 
inductive reasoning to establish what is true or false and make conclusions. Deduction 
means that conclusions are derived from logical reasoning and a hypothesis based on 
existing knowledge is tested. 
 
Induction is when conclusions are instead made from empirical observations and then 
related back to existing theory and knowledge. 
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Induction is often associated with qualitative methods where our general conclusions 
are made based on our empirical findings. In the case of deduction our conclusions are 
generated from our logical reasoning where the researcher builds and tests a 
hypothesis from existing knowledge. Deduction is more common in quantitative than in 
qualitative studies. (Ghauri & Grönhaug 2005) 
 
The approach I used is more deductive than inductive, since my theoretical position is 
quite clear before my data is collected. 
 
Secondary data can be described as data that has already been collected by someone 
else already before accessed by you.  
In research projects secondary data is normally gathered first in order to get a good 
understanding of what type of primary data to collect and most research includes some 
kind of secondary data.  
 
In my study secondary data is mainly collected from external published sources of 
books but also from magazines and internet and from internal sources such as the 
squash club’s membership database and meeting protocols.  
 
Primary data (or empirical data) is data that is gathered by the researcher via 
observation, experiment or communication. 
Primary data takes more time and costs more money to gather than more available 
secondary data and this is good to keep in mind before engaging in a research project. 
 
My primary data was gathered via 1 interview and 2 surveys 
 

 
Figure 18 Sources of primary data (Ghauri & Grönhaug 2005, p.102) 
 
 
Qualitative vs. Quantitative method 
Should we in our research use a qualitative or quantitative research method and which 
method is better? You cannot say for a fact that one is better than the other because 
they are very different and both have their strengths and weaknesses but you could 
perhaps argue that one method may be more suited for certain research projects. 
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“Qualitative research can be defined as research that is undertaken using an 
unstructured research approach with a small number of carefully selected individuals to 
produce non-quantifiable insights into behaviour, motivations and attitudes”  
(Wilson 2006, p 105) and “Quantitative research can be defined as research that is 
undertaken using a structured research approach with a sample of the population to 
produce quantifiable insights into behaviour, motivations and attitudes”  
(Wilson 2006, p.135) 
 
Qualitative research is generally best used when the aim is to find out about feelings, 
experiences and behaviour and like the name states; it focuses more on quality and 
goes more in depth than quantitative research that is more fitted when investigating a 
larger number of respondents. Questions such as how many and how often are more 
typical in a quantitative study while words like problems and experiences are more 
common in qualitative studies. Qualitative research is said to rely more on the 
researcher’s skills while quantitative research relies more on the instruments collecting 
the data since this is often automated. However sometimes quantitative studies can be 
quite difficult for the researcher to master. Developing an appropriate design for a 
questionnaire can be challenging and does require some skills.  
(Dawson 2007) 
 
In my study I used both qualitative and quantitative methods by triangulation in order to 
collect the necessary empirical data for the study and 1 interview and 2 online surveys 
were designed.  
 
The design and delivery of the interview and the questionnaires will be described in the 
following sections. 
 
 

3.2 QUALITATIVE METHOD 
 
Qualitative research provides in depth information regarding attitudes, believes, and 
behaviour as well as experiences. I thought it was important to perform an interview 
with an expert in the field in order to get a different angel of information than I would in 
a quantitative study using a survey. There is no firm evidence that multiple methods 
combined by triangulation increase result or the validity of the research but there is 
always a chance that two methods may compliment each other because they indeed 
are different.  
 
”A study that combines qualitative and quantitative methods gives you depth of 
understanding as well as information about the general representativeness of that 
understanding” (Wilson 2006, p.105)  
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3.2.1 INTERVIEW 
 

Interview types 
There are structured, unstructured and semi-structured interviews. 
 
Unstructured interviews are also called in-depth or life story interviews because very 
few open questions are asked and the interview can be very long. Here the respondent 
is very free to expand in the subject and the interviewer is more passive. 
 
Structured interviews are similar to a questionnaire where most questions are 
predetermined and mostly closed-ended questions.  
This interview type does not allow for much clarification or expansion by the respondent 
and is much less flexible than unstructured and semi-structured interviews. 
 
Semi-structured interview is the most popular of the three interview types and often an 
interview schedule is used to ensure that different topics and questions are covered 
and not missed by the interviewer. (Dawson 2007) 
 
The personal interview is a great way to find out more detailed and personal information 
where the respondent can use his or her own words. It also gives the interviewer a 
chance to clarify, probe and ask additional questions depending on the answers from 
the respondent. In order to have a successful interview the researcher needs to prepare 
well and consider a number of things including: 
 

• The respondent 
• The location 
• To establish rapport 
• The recording method 
• The questions and format 
 
(Christensen at all 1998)  
  

There are some key advantages and disadvantages to the personal interview.  
The interview enables the interviewer to show physical material, ask difficult questions 
and questions that require greater knowledge in an area. The interviewer can explain, 
reword questions, probe and ask sub questions which give him greater control over the 
interview. There is however a high cost involved in conducting personal interviews and 
money often limits the scope of research projects. 
 
The personal interview may not be the perfect tool for very sensitive questions, if a 
large number of respondents are required, or if respondents are located in remote 
areas. Conducting a successful personal interview and getting access to the right 
respondents as well as analyzing the data can be a difficult task especially for someone 
who has little experience in interviewing techniques. (Christensen at all 1998) 
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3.2.2  DESIGN AND DELIVERY OF INTERVIEW 
 
When I decided I was going to use personal interviewing as a data collection method I 
first wanted to perform several interviews but quickly changed my mind when I realized 
two things. First, interviews take much time to set up and secondly they can be difficult 
to carry out especially if you are not used to conducting interviews. My main data 
collection method was surveys using questionnaires. I understood that it was valuable 
to conduct an interview for the learning experience but also because it contributed to 
my study with detailed qualitative data which was a good compliment to the quantitative 
study. I conducted the interview after my two surveys and by doing so the interview 
would hopefully be able to clarify, confirm and add to some of the findings in the 
surveys. 
 
I wanted to perform a personal interview with the General Manager of the racket center 
to add qualitative data to my marketing research. The respondent was selected 
because he was a key stakeholder that could provide valuable insight to my study. 
Before I conducted the interview I had to decide on a number of important things such 
as: Time and place for the interview, type and number of questions to ask and how to 
record the answers. 
 
I chose a semi-structured interview since the respondent would have flexibility and 
ability to expand on questions that a structured interview would not allow for.  
We did not have much time for the interview so I wanted to make sure I got the answers 
to all my questions and therefore a unstructured format would not be as suitable either.  
An advantage was that I knew the General Manager before the interview and had 
easy access to him which caused no problems in setting up a date and time for the 
interview. We decided to do the interview in the racket center on a weekday evening 
which was convenient for both of us since he was done for the day and I lived in the 
area. Since the racket center is very busy during the evenings and we wanted 
minimal distraction we decided to do the interview in a small conference room where 
we could be alone with no interruptions for 60 minutes. 
 
The General Manager had previously been informed regarding the purpose of the 
interview, the expected length and what type of questions he would be asked.  
I did not use a recording device during the interview because I believe it can be a little 
intimidating and make the respondent less comfortable during the interview. 
 
My sales training skills from many years of face to face meetings made me feel 
comfortable in talking notes by hand while talking. We were interrupted once during the 
interview but this was a very short interruption so it did not affect the outcome of the 
interview. I was able to ask all my 16 questions (appendix A) and got them all 
answered. The interview went very well I think even though it took a little longer than I 
initially expected. 
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3.3 QUANTITATIVE METHOD 
 
My primary research method for collecting most of the empirical data for my study was 
done using surveys and two on-line questionnaires as the collection instruments.  
The reason for choosing this method was because I needed to obtain data from two 
groups of multiple respondents.  
 
I designed two surveys because I thought it would be appropriate to do a 
satisfaction survey for existing members as well as a slightly different survey for a 
group of target members. These two surveys would provide data for a situational 
analysis and an opportunity analysis as well as be used for segmentation 
purposes. 
 
3.3.1 SURVEY  
 
Surveys are performed normally because the researcher wants to find out respondents’ 
knowledge, wants and needs as well as satisfaction level (Kotler & Keller 2006).  
  
Jobber & Fahy (2003) state that in research design it is important to follow a framework 
of sample process , survey method and questionnaire design
 

.  

First you have to decide who you need information from (sample) before you can 
decide which method to collect the data (survey method) and what design that is the 
most appropriate for your project. (questionnaire design) 
 
For my survey I was quite concerned with cost and time issues and therefore decided 
early not to use a face to face survey.  
 
I wanted to make the survey experience more interesting to myself and to the 
respondents and therefore also rejected telephone and postal surveys in favor of the 
internet-mediated survey.   
 
I distributed my survey via email with a link to a website and I was able to get confirmation 
on each completed survey but all respondents were still anonymous which perhaps 
improved the completion rate.  
 
Questionnaire types 
The questionnaire is a data collection tool that helps standardize the question format 
and makes sure that every respondent has the same conditions when answering the 
survey questions. 
  
This contributes to the validity of the research since data is comparable and collected in 
a systematic unbiased manner.  
 
The main two types of questionnaires are self-administrated where the respondent is 
entering all the data and interviewer-administrated where all data is completed by the 
researcher.  
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Which type of questionnaire to choose is dependent on a number of factors such as 
where your respondents are located, how many respondents you need and the number 
of questions as well as the type of questions that have to be asked.  
 
Self-administrated questionnaires and in particular internet-mediated questionnaires 
have the advantage that the data is captured and entered automatically and sometimes 
analyzed. 
  
There is software that also provides an automated design tool that makes it possible to 
develop a questionnaire much faster than with traditional methods.  
(Saunders et a l 2007) 
 
The questionnaire’s main task is to reduce the noise and misunderstanding and 
ensures that there is effective communication between the researcher and the 
respondent. (Wilson 2006)  
 

 
 
Figure 19 Questionaire design: two-way communication (Wilson 2006, p.163) 
 
3.3.2  THE SAMPLING PROCESS 
 
The sampling is usually done before the questionnaire design and they are equally 
important. There is a sampling process that is recommended to follow.  
 
Wilson (2006) states we use sampling to answer a number of important questions for 
our study:  
 

1. Who do we want to survey? 
2. Where can we locate these people? 
3. How can we best select the respondents? 
4. How many respondents to we need to gather our data? 
5. How representative is the data that we collect? 

 
 In my first survey the population of interest was the existing members of the squash 
club and in the second survey it was the female Round Robin players who were non-
members. I used sampling in both cases and when I was to determine on a sampling 
frame for my first survey my best option for finding a list was the squash club’s internal 
membership rooster. It was complete with 100% of all existing members home 
addresses, 70% of the email addresses and 50% of phone numbers. I was considering 
first a postal questionnaire where the list would be close to 100% accurate but this 
method would not be as exciting for me or the respondents as an online survey would 
be.  
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I decided to do a convenience sample selecting the members that had an email 
address. A missing email address did not mean that this person was very old or did not 
use the internet on a regular basis. The population with no email data did not differ in 
any specific way from the rest of the population. A convenience sample was also 
chosen for the second survey where the sampling frame was a list from the racket 
center including only email address data but this data was 100 % complete for the 
population of interest. 
 
Since this survey was also to be delivered with an on-line questionnaire and sent via 
email this was quite convenient. The only concerns I had with using email was that 
people tend to change their email address when they move between jobs or change 
Internet Service Provider and since a large number of respondents on my list did not 
have a private web based email account like yahoo mail, hotmail or gmail I was not sure 
how many email addresses that were inactive and would possibly bounce. 
 
In my two convenience samples I would use every person in the two lists that had an 
email address and skip the ones who did not have one. For the membership survey this 
meant that out of a sampling frame of 73 members (of whom 67 were male and 6 
female and of these 12 were juniors under the age of 19) the sample size would be the 
52 members with email data. In the second survey where the sampling frame had 36 
names in the prospect list and 36 email addresses I would use the entire sampling 
frame as the sample size.  
 
 
3.3.3 DESIGN OF QUESTIONNAIRES 
 
I wanted to study the needs and wants of existing and potential members by conducting 
a membership survey and a non-member (prospect) survey using on-line 
questionnaires.  
 
It is not an easy task to create a well designed, and effective questionnaire that 
motivates respondent to complete the survey.  
 
In this section I will discuss how to design a questionnaire according to the literature 
and how I designed my own questionnaires. 
 
When developing a questionnaire it is helpful to follow a structure to produce a good 
design. The below figure describes the different questionnaire design stages according 
to Wilson (2006), a structure that I also used in my work. 
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Figure 20      The questionnaire design process (Wilson 2006, p.164) 
 
 
The first step is about developing appropriate question topics based on the research 
objectives that will group the individual questions. The question topics must be viewed 
as interesting and relevant for the respondents to be willing to answer. The respondents 
also need to have knowledge about the topics to be able to provide answers to the 
questions. (Wilson 2006) 
 
In my design I used six groups of question topics that covered demographics, personal 
squash experience, squash club membership, information & communication, activities 
and general information.  
 
The second step is to select question and response formats. 
This means deciding on the number and type of questions, whether to use open, closed 
or scaled responses and if the questionnaire should be self-administrated by the 
respondents or interviewer administrated. 
  
Open-ended questions are good when the researcher wants the respondents to explain 
in their own words. The disadvantage is that answers can be long and hard to analyse 
and respondents are often reluctant to give detailed answers especially if they are 
administrating the questionnaire themselves.  
 
Other variations of open (unstructured) questions are word association and sentence 
completion. Closed questions can be of Yes or No answer called dichotomous but also 
in the form of multiple choice formats. Closed questions are faster to complete but do 
not allow for much flexibility.  
 
This is why the researcher often includes an open-ended answer option in a closed-
ended question in order not to miss an important answer. Self-administrated 
questionnaires have in general less open-ended questions due to the fear of 
respondents not answering all questions. If you have a very large number of 
respondents then it is quite convenient to use a self administrated questionnaire with 
mostly closed-ended question because the data will be easier to analyze.  
 
Scaling questions are useful to measure attitudes and opinions and two common types 
are the likert scale and the rating scale questions. (Dawson 2007)  
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My questionnaires were self-administrated internet mediated and I used a mix of 
structured (open), unstructured (closed) and scaled questions but the majority of 
questions were multiple choice. These were often combined with one open-ended 
answer. I made sure all listed responses to closed questions were mutually exclusive  
 
Step 3 concerns selecting the wording. It is important to be careful and use appropriate 
words that can easily be understood by all respondents and not use leading questions. 
 
Ambiguous questions or double barrelled questions (asking two questions at the same 
time) will likely result in incorrect answers and very sensitive or offensive questions will 
most likely result in no answer. A good rule of thumb is to use short questions and not 
too many questions in a questionnaire if you want a high response rate. (Dawson 2007)  
 
I provided clear instructions to avoid any misunderstandings and I was careful in my 
choice of words and not to ask questions that were leading, ambiguous or too sensitive.  
 
The fourth step is to determine the sequence of the questions seen from the 
respondents’ view. This means that you strive to find a sequence that is most 
appropriate and interesting for the respondent and that makes him or her comfortable 
to complete all questions.  
It is advisable to start with general, easy and fast questions and save the longer, 
difficult and more sensitive questions to the end of the questionnaire. It is also good to 
apply a funnel sequence meaning that each topic moves from general to more detailed 
questions. Classification questions that contain personal and demographic data are 
normally placed in the end unless they are used to screen the respondents in which 
case they are located in the beginning. (Wilson, 2006) 
 
In my questionnaires I put personal classification questions first and general 
unstructured questions in the end. The funnel sequence was used for the most 
important questions that were located in the middle of the questionnaire. 
 
In step 5 design layout and appearance are decided upon. 
 
To get a good response rate the design layout has to be appealing. 
This is important especially in self-administrated questionnaires. The choice of color, 
the variety of answer formats, spacing between questions and high paper quality are all 
key attributes to a professional look. (Wilson, 2006) 
 
For my questionnaires I used computer software where design layout was developed 
very quickly through the use of templates in an online wizard.  
 
The sixth step is the pilot test. This is a key activity to ensure that the questionnaire is 
functioning as expected. The pilot survey is tested on a smaller number of respondents 
that represent the same population as the main survey. The pilot test will enable the 
researcher to time the questionnaire, detect any possible errors, remove, add and or 
change questions and format based on feedback from the pilot test group. 
(Wilson, 2006) I pilot tested my questionnaires to the squash clubs management team 
before they were launched and the general feedback on the length, structure, layout 
and wording was positive. One question was added to the final version in both 
questionnaires.  
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The seventh and last step in the questionnaire design process is undertaking the 
survey. Before the survey is launched to selected respondents a last check is normally 
done to ensure that the final version of the questionnaire is correct and that key parties 
have given approval. (Wilson, 2006) 
 
After the changes from the pilot testing feedback were completed, I received the 
approval from the squash club’s management team to launch the final version of the 
two surveys. 
 
The survey software (Kwiksurveys.com) that guided me through the entire design stage 
would now also support me in the survey questionnaire delivery stage and data 
collection.  
 
3.3.4      DELIVERY OF ONLINE QUESTIONNAIRES 

 
For my online questionnaires I used the latest technology and software that allowed me 
to design, collect, administrate and analyze data automatically. I did not have the 
budget to purchase advanced software like SNAP so I had to find free software that 
included most or all of my requirements. There are many free versions available such 
as surveymonkey.com, freeonlinesurveys.com, esurveypro.com. 
 
Many of these free survey tools have unfortunately limited functionality in terms of 
number of questions, number of surveys or respondents and some only work for a short 
period of time unless you upgrade to a paid version. After evaluating a number of free 
software I found the Kwiksurveys.com software that had all functionality that I needed 
for my project.  
 
This software supported the creating, delivery and the administration process of survey 
questionnaires and was a web based tool that was flexible and easy to work with. 
When the design stage including the pilot test of my two questionnaires were completed 
and approved for delivery, it was time to launch the surveys.  
 
For both surveys (members and prospects) I created an email that was sent to all 
respondents explaining the purpose of the survey, the expected completion time and 
that all responses were anonymous. This email also included a hyperlink to the survey 
that was located at Kwiksurvey.com. In order to improve the response rate I informed 
the respondents that they were included in a raffle for 3 free club T-shirts and 1 free 
club membership if they participated.  
As soon as a respondent had completed his or her survey I received an email 
notification and it was also registered in my Kwiksurvey web-administration tool. The 
Kwiksurvey software made sure that no respondents could answer the survey twice.  
 
52 members were emailed the member survey (survey 1) and 36 were emailed the 
prospect survey (survey 2). In the first week there were 20 respondents who had 
completed survey 1 and 15 who completed survey 2. A reminder email was sent out to 
both groups after 1 week and this resulted in some more responses over the following 
week.. 
When the surveys closed after 2 weeks, 29 respondents had completed survey 1 
(members) and 28 respondents’ survey 2 (prospects).  
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7 email addresses used for survey 1 and 1 email address for survey 2 were incorrect 
and these emails were returned. This means that the actual sample size was 45 for 
survey 1 and 35 for survey 2. 
 
The response rate was 29/45= 64% for survey 1 and 28/35 = 80 % for survey 2, which I 
consider to be an acceptable result for both surveys.  
 
Data analysis 
Data analysis was done by the Kwik survey software (www.kwiksurveys.com).  
 
I did not have to import the questionnaire data into a separate data analysis software 
tool since the data was entered automatically and results provided instantly. This also 
meant that I did not have to code any questionnaire and this saved time. The tool had a 
function that enabled filtering of results if needed as well as the ability to view total and 
individual data. 
 
The empirical findings are presented in chapter 4. 
 
 
3.4 VALIDITY AND RELIABILITY  
 
Validity is an instrument’s ability to measure what it is supposed to measure.  
(Eriksson & Wiedersheim 2001) 
 
Validity occurs if our results can be generalized and applicable to other studies in 
different settings. With accurate sampling we can increase the level of generalization 
and hence the validity. 
 
If we receive the same results by repeating the same test with the same measurement 
tool we can also claim reliability in our measurement tool. 
“Reliability refers to the stability of the measure” (Ghauri & Grönhaug 2005, p. 81) 
 
For my quantitative research I used an online software tool to create, deliver, enter, 
collect and to analyze the data and this lowered the probability of data errors.  
I carefully followed the questionnaire design stages as well as the sampling stages and 
even though I used convenience samples for both my surveys I believe that my study 
had acceptable level of both validity and reliability. My results would have been easy to 
replicate in a different setting with a different population using the similar method. 
 
In qualitative research it is difficult to obtain the same validity and especially reliability 
that can be reached in the more structured quantitative research. 
I did my best to obtain a reasonable level of validity and reliability in my interview. 
 
A suitable respondent, an expert in the subject area was selected and I used a semi-
structured interview with an interview schedule of prewritten questions.  
The respondent was informed in advance regarding the nature of the questions and my 
purpose for the interview. Before the interview I prepared well by studying literature on 
how to design and conduct interviews in order to minimize the risk of making mistakes 
and instead increase the possibility of a successful outcome.  
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CHAPTER 4          EMPIRICAL DATA PRESENTATION AND ANALYSIS 
 
In this chapter the empirical data collected during the two online questionnaires and the 
semi-structured interview is presented and analyzed.  
A beneficial SWOT analysis is also conducted. 
 
 
4.1 PRESENTATION OF QUALITATIVE DATA 
 
Presentation of qualitative data is different compared to presenting quantitative data 
because qualitative data is analyzed using conceptualization while quantitative data 
analysis uses more of visual aids such as graphs and tables in order to present the 
standardized quantifiable data. 
 
Analysis of the qualitative verbal data (respondent’s answers) is taking place at the 
same time as the collection of the data which enables the interviewer to generate new 
questions or to probe; hence new data collection is taking place  
(Ghauri & Grönhaugh 2005). 
 
My semi-structured interview was conducted with Lennart Eklundh, the General 
Manager of Enskede Rackethall AB (ERAB), 
 
16 questions in total (Appendix A) were asked and in the next section I will present a 
summary of the result from this interview. 
 
4.1.1 INTERVIEW WITH STAKEHOLDER. 
 
At the beginning of the interview I was told that Enskede Rackethall  
(hereby called “the racket center”) was built in 1985. 
The racket center has around 600 daily visitors and a staff of 11 full time and 9 part 
time employees. It has 17 badminton courts, 4 tennis courts, 3 squash courts and 2 
table tennis courts. 
  
According to the General Manager, the purpose of the racket center is to provide a 
first class racket facility in order to give racket players an opportunity to improve their 
quality of life.The aim is to have a professional staff and best possible service, to 
make sure the facility is of high quality and the ambition is to become a leading 
concept center for racket sports in Sweden. The short term goal is to be the best at 
what they do and the long term goal is to become a “complete” center with good 
conditions for all four racket sports. 
 
The General Manager explains that the racket center’s competitive advantage is its 
total concept, good customer service and facilities, and the ability to play four 
different racket sports including racketlon under one roof. 
 
Other racket centers in Stockholm are not viewed as competitors but partners.  
Large sports like football and ice-hockey as well as fitness clubs and non sporting 
activities are the main competitors today to the racket center according to the 
General Manager. 
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To the question regarding any possible investment plans for squash in the near 
future and how important squash is for the racket center the answer was that squash 
is very important to the racket center. The plan is to expand the racket center in the 
near future to include 1-2 additional squash courts and an office for the squash club 
that would support their ambition to develop and grow. 
 
The racket center is running a squash Round Robin program since 1992 and the 
General Manager explained that the Round Robin program existed before the 
squash club did.   
Its purpose is to attract people to start playing squash and provide a service that 
helps them develop and learn to compete which is important in order to really enjoy 
squash. 
 
A goal is to make all Round Robin players members of the squash club if this is 
possible. 
 
The racket center could let the squash club run the Round Robin when they have the 
capacity to handle it.  Today it is not possible to demand membership in the squash 
club to participate in the Round Robin. A possible solution in the future could be to 
offer discounts of Round Robin fee for members in ESC as well as giving members 
priority in the Round Robin queue. 
  
Currently the racket center gives club members discount on seasonal court times 
and in the pro shop. Junior members are also offered to buy a “stand by” racketlon 
card to a low fee that enables them to play any racket sport for free when courts are 
available.  
 
These terms are the same for all racket clubs in the racket center. The General 
Manager does not believe in regulating the clubs’ membership fees, these should be 
decided on by the clubs themselves.  
 
Hopefully we can together find a working model in the future of how to run the Round 
Robin that would benefit the racket center, the squash club and the Round Robin 
players, the General Manager says.   
 
The Racket center is encouraging exchange between the different clubs that can 
benefit and learn from each other.  
 
There is an annual meeting where representatives from all clubs in the racket center 
meet and share information and experiences. Joint activities should be continued 
and developed, such as the annual racket center day, school sports days, Christmas 
parties and racketlon competitions.  
 
The General Manager points out that racketlon indeed helps to increase the interest 
for squash and the importance to practice squash in a multi center that is preferably 
a racket center. Squash players have often played other racket sports before they 
start playing squash. The sport of racketlon drives the building of more squash courts 
in Sweden which means that more people will come in contact with squash and 
hopefully also become members of a squash club like ESC. 
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We discussed the low representation of women playing squash in general.  
The General Manager’s opinion on this was that squash probably does not have 
fewer female players than any other racket sport.  Perhaps squash is the most 
difficult of all racket sports to play as a social game because it is a competitive sport 
that is hard to play without keeping score. The fact that the sport is so physically hard 
on the body could possibly mean that it fits males better than females. A typical 
squash player is a man in his thirties and forties according to the General Manager. 
 
We talked more about the squash club, ESC and if he thought ESC had any distinct 
competitive advantage and or disadvantages compared to other squash clubs in 
Stockholm. He mentioned ESC’s location within the racket center and its complete 
offering including service and the staff’s knowledge of racket sports plus the fact that 
600 people come here every day to play racket sports. 
 
The strategic geographic location of the racket center is attractive with good public 
communications and free parking. A competitive disadvantage could be that the 
squash club does not have enough squash courts and no office of its own. 
 
I asked the General Manager what he thought is the most important reason why ESC 
has had problem with membership growth in the past years and that few members 
are female. He told me that the organization has not been good enough and has 
lacked in commitment. During many years the club was all about competition and 
there was no focus on the non-competitive activities. A well functioning modern club 
needs a healthy mix. ESC has had difficulty in communicating its information. They 
have an info page at the racket center’s website but the club really needs a website 
of its own that can be updated easily. The reason for the low number of female 
members is a result of the squash club not having targeted this group in the past he 
says. 
 
The interview ended with asking the General Manager what he thinks the racket 
center and ESC jointly can do to make squash more interesting and attractive and 
deliver a better squash experience.  He pointed out that the racket center will 
hopefully build more squash courts including a possible doubles court (the second in 
Sweden) in the near future. This will improve the squash club’s conditions and 
growth in order to provide more activities and serve its members better.  
 
The General Manager’s vision is to hopefully have most of this completed within the 
next few years.  
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4.2 PRESENTATION OF QUANTITATIVE DATA 
 
For my analysis of the quantitative data in my 2 survey questionnaires I decided to 
export the data from the online Kwiksurvey.com reporting tool to Excel. The reason for 
this was that the Kwiksurvey tool only had the capability to present the data in 
horizontal bar charts and I realized that it would be more interesting if the data was 
presented using vertical bar charts and pie charts as well.  
 
Answers to all questions of the 2 surveys are intentionally not presented graphically due 
to space limitations. I have selected the information that I think is most interesting to 
present for each survey and that also contributes to answering my research questions.  
 
The quantitative results are based on answers from 29 respondents for questionnaire 1 
(members) and 28 respondents for questionnaire 2 (female Round Robin players).  
The sample size was 45 and 35 respectively. 
 
 
4.2.1 ONLINE QUESTIONAIRE 1 – MEMBERS 
 
My questionnaire consists of 5 different parts that were created based on 5 question 
topics and the same structure is now used when presenting the results.  
 
 
The first part deals with the members’ demographics. 
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Figure 24 (source: member survey, question 1 Appendix B)           Figure 25 (source: member survey, question 2 Appendix B)            
 
 
These 2 graphs show the members’ gender and age distribution in the study. 
Of 29 members that answered the survey 97% were male and 3 % female.  
Almost 80% were in the age group 30-49 years, only 3 % were under the age of 20 and 
17 % were over 50 years of age.  
 
1 female and 1 junior participated in the survey which can explain for the low number of 
female members and members under the age of 20. The squash club at this point had 
73 members in total (12 juniors, 6 female and 67 male members). 
 
Comments:
 

 The typical club member in this study is a male in his thirties and forties.  
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The second part is about the members’ squash experience 
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Figure 26 (source: member survey, question 3 Appendix B)            Figure 27 (source: member survey, question 4 Appendix B)            
 
Almost 70 % of existing members in the study had at some point participated in the 
racket center’s Round Robin program and 10 % were waiting in line to get into the 
program while 21% never participated in the Round Robin. 
  
This result shows that the Round Robin is a popular activity and that members of the 
squash club are not automatically granted a place in the racket center’s Round Robin 
but have to wait in line like non members do. Nearly half of the members have been 
playing squash for 9 years or longer and almost 75 % have been playing for 5 years. 
Only 3% have played squash less than 1 year which indicates a quite high maturity 
level of squash experience among ESC members. 
 
Comments:

 

 Since many members have participated in the Round Robin program 
therefore the club could perhaps start a Round Robin for members only with some 
years of playing experience (intermediate and advanced levels).  

The third part concerns the membership of the squash club 
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Figure 28 (source: member survey, question 8 Appendix B)              Figure 29 (source: member survey, question 7 Appendix B)            
 
Close to half of existing members have been members of ESC for 3 years or more, 
10% for 2 years and 42 % have been members for 1 year or less. The squash club has 
4 types of memberships where regular members make up nearly 50 % of all members. 
The second largest group is members playing in national league competition and the 
two smallest groups are the Round Robin players (14%) and junior members. 
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Comments:

 

 42 % new members in the past year indicate a positive membership growth 
trend. Almost half of members are interested in playing squash competitively and at 
least 31 % participate in competition outside the racket center in national events. 
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Figure 30 (source: member survey, question 9 Appendix B)            Figure 31 (source: member survey, question 11 Appendix B)            
 
Most members or 86% think that their current squash club membership is priced on a 
good level. The remaining 14 % think the price of their membership is too high.  
 
The major deciding factors for becoming members in the squash club were the location 
of the racket center and membership benefits. Neither the membership fee nor the 
club’s activities were a deciding factor for joining the club.  
14% named other factors for joining the squash club.  
 
One reason was the ability to play more squash besides the Round Robin. 
 
Comments:
The favorable location of the racket center is not controlled by the squash club but 
further development of membership benefits and activities are. 

 All 4 categories of club membership are priced reasonably.  

 

 Membership satisfaction 
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Figure 32 (source: member survey, question 14 Appendix B)           Figure 33 (source: member survey, question 13 Appendix B)            
 
The majority of members are currently content with their ESC membership and only 7% 
are dissatisfied. Most members (66%) do not have any one in their household that 
potentially could be interested in joining the squash club. Almost one third of members 
have at least one family member that could be interested in club membership.  
14% have several family members that could be interested in membership. 
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Comments:

 

 At least 12 new members could be recruited from the 29 existing member 
households. This could mean that for the actual total of members (73) this number of 
12 would likely be higher.  

The fourth part is about the squash club’s communication to members 
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Figure 34 (source: member survey, question 15 Appendix B)           Figure 35 (source: member survey, question 16 Appendix B) 
 
The members were given the opportunity to rate the level of the club’s communication 
where a grade of 5 was the best score and grade of 1 the lowest score. Almost half 
(48%) of members gave the club a score of 2 or lower and 52% gave the grade of 3 or 
higher. No member gave the club the highest score of 5. The average score was 2,62. 
  
Members were also asked about how they would like the squash club to communicate 
with them. The number one choice of communication method was email and was 
selected by 28 out of 29 members (97%). A club website and the club notice board 
were considered the second and third most important means of communication and 
chosen by 16 and 13 members. The least preferred methods were telephone and post. 
 
Comments:

It also indicates the need for the club to create a website of their own. 

 The study shows that the squash club needs to improve the level of 
communication and the importance of choosing the right method to communicate. 

 
The last section is about general information regarding members and their opinions 
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Figure 36 (source: member survey, question 21 Appendix B)           Figure 37 (source: member survey, question 25 Appendix B)           
 
A majority (69%) of members welcomes more collaboration between the different clubs 
in the racket center but 17% do not want the clubs to have activities together. 
The squash club received grades between 1 and 5 on overall performance, where 5 
was the best grade. No one gave the club a grade of 5 and only 2 members (7%) gave 
the grade of 2.  



Zackrisson, Patrik     “Changing the Game”  
A Pre-Study to Marketing Planning in a Local Squash Club  
University of Gävle, Department of Business Administration and Economics 

46 

 
Comments:

 

 The common perception among the club members is that they belong to a 
good squash club. In order to earn a better average overall grade than 3.41 the club 
perhaps needs to improve communication as well as activities with other clubs in the 
racket center. 

 
4.2.2 ONLINE QUESTIONAIRE 2 - PROSPECTS  
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Figure 38 (source: prospect survey, question 3 Appendix C)           Figure 39 (source: prospect survey, question 1 Appendix C)            
The first graph shows that 79 % of the female Round Robin players are of the  
ages 30-49. Most of the women have a long experience of playing squash and 50% have 
played more than 5 years. Only 11 % have played for 1 year or less. 
 
Comments:

This could improve the club’s general social atmosphere. 

 The majority of the female Round Robin players are of the same age group 
as the male club members. This could be interpreted that the typical squash player in 
the racket center seems to be in his or her thirties and forties according to the study.  
As most men and women are in the same age group they may also have other interests 
in common and benefit from social club activities.  
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Figure 40 (source: prospect survey, question 4 Appendix C)           Figure 41 (source: prospect survey, question 5 Appendix C)            
 
All four Round Robin groups are represented well in the study where group 1 has the 
highest skill level. One respondent in the survey was no longer playing in the Round 
Robin program. 29% of the players thought the Round Robin lacked something but they 
did not provide any answer to what this could be  
 
Comments: It could be interesting for the squash club to find out what needs and wants 
the Round Robin program does not fulfill today for one third of the players and if the 
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club could fill this gap some how. A deeper analysis shows that the players who missed 
something did not belong to a specific group (1-4) or level of play but were evenly 
distributed among the 4 groups. 
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Figure 42 (source: prospect survey, question 6 Appendix C)           Figure 43 (source: prospect survey, question 7 Appendix C)            
 
More than half of all players have played in the Round Robin for at least 3 years. 
29 % have played in the Round Robin for 1 year or less.100% of the players are very 
satisfied with the Round Robin and gave overall grades of 4 and 5. 
Comments:

 

 The racket center’s Round Robin program for women seems to be very 
successful and well liked.  
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Figure 44 (source: prospect survey, question 8 Appendix C)           Figure 45 (source: prospect survey, question 9 Appendix C)            
 
5 out of the 28 female Round Robin players who answered the survey are members 
today in the squash club. 21 % are considering club membership but 7% do not know 
how to become a member. More than two thirds think that the club’s membership fee 
for Round Robin players of 300 SEK is on a fair level. Only 11 % view the fee as being 
too high and 21 % have no opinion. 
 
Comments:

 

 The fee for membership is not an obstacle for joining the squash club but 
the club needs perhaps to communicate better regarding club benefits and activities 
(including specific activities for women) to get more than 21% interested in club 
membership.  
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Priority to play in Round Robin for members
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Figure 46 (source: prospect survey, question 10 Appendix C)            
 
The study shows that 39% of female Round Robin players think that members in the 
squash club should have priority to play in the Round Robin. 36 % are not sure and 
29% do no like the idea. 
 
Comments:

 

 The number of women in favor of members’ priority to the Round Robin is 
surprisingly high considering the low number of interest in club membership.  
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Figure 47 (source: prospect survey, question 14 Appendix C)            
 
27 out of 28 women (96%) wanted to receive information via email, 11 (39 %) via 
website and 12 (43%) via the club’s notice board in the racket center. Traditional means 
of communication such as telephone and post are not interesting at all to this group. 
 
Comments:

 

 The result is very similar to the member survey which means that electronic 
format is by far the most desired way of communication.  
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Activities & collaboration with other clubs  
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Figure 48 (source: prospect survey, question 21 Appendix C)            
 
The study shows that 39 % of Round Robin players would like more interaction and 
activities among the various clubs in the racket center. 29% do not find this interesting 
and 32 % do not know.  
 
Comments:

The importance of having a squash coach
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 Almost 40 % of female Round Robin players and nearly 70 % of the 
squash club’s members were in favor of more collaboration between the clubs and joint 
activities in the racket center. This is obviously something that the squash club should 
discuss further with the racket center and the other racket clubs in order to develop a 
positive interaction within the racket center “community”.  

 
Figure 49 (source: prospect survey, question 18 Appendix C)            
 
Most of the Round Robin players (73%) considered it important or very important that 
the squash club has its own squash coach. A closer analysis shows that the players 
who considered a coach to be important (51%) and very important (21%) were evenly 
distributed among the four groups of Round Robin players. 
 
Comments:
 
The different skill levels (group 1-4) of the Round Robin players are not a deciding 
factor whether the Round Robin players considered a coach to be important or not.  

 It is important that the squash club keeps its own coach.  

23 out of 28 women answered in the survey that training with a squash coach was the 
second most attractive activity after playing in the Round Robin. 
 
Hence offering group training with the club coach could be a way for the club to attract 
more female Round Robin players to become members. 
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4.3 BENEFICIAL SWOT ANALYSIS  
 
This SWOT is based on the present and future situation of the squash club (ESC)  
 
                 STRENGTHS          WEAKNESSES 
 

 
• The squash club’s location in the 

popular racket center 
 

• The racket center’s professional staff 
and excellent customer service 
 

• 100% volunteer work results in low 
operating costs for the squash club  
and low priced activities for members 

• The club has its own squash coach  
 

• Members have the opportunity to 
compete on several levels in the 
national squash league 
 

 
• The  squash club’s internal and 

external communication 
 

• No employees due to scarce financial 
resources 
 

• Too few volunteers limit the club’s 
capacity and capabilities  
 

• Few  activities targeted to women 
 

• Lack of activities on weekday evenings  
 

• The squash club has no own office  
 

 
• Expansion of the racket center and 

the building of new squash courts 
and a club office.  
 

• Collaboration with the clubs in the 
racket center to offer joint activities  
(social events, junior programs)  
 

• Strategic partnership with the racket 
center to grow the number of squash 
club members and volunteers  
(eg. from Round Robin players). 
 

• Development of a squash club 
website to improve communication 
and reduce the club’s administration 
 

• The new sport racketlon may 
increase the interest in playing 
squash in a racket center 

 

 
• The racket center does not expand 

and no new squash courts are added 
and or court prices go up for the club. 
 

• If the Round Robin program grows 
further it may compete for the squash 
club’s existing court time and 
expansion plans. 
 

• Increased competition from other clubs 
in the racket center or unwillingness to 
collaborate  
 

• Economic down turn may lead to fewer 
people playing squash and investing in 
club membership 
 

• Squash is not becoming an Olympic 
sport in 2016 and the sport gets much 
less exposure than rival racket sports  

             
           OPPORTUNITIES                                     THREATS 
 
Table 2 Beneficial SWOT – ESC (Zackrisson  2009) 
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CHAPTER 5  CONCLUSION AND RECOMMENDATIONS  
 
In this final chapter key findings and conclusions will be presented as well as answers 
to the research questions. Empirical data is related to key theory and the chapter ends 
with recommendations, suggestions for future research and a self evaluation. 
 
 
5.1 KEY FINDINGS AND CONCLUSIONS  
 
Key findings   

• The process of marketing planning is more important than the finished outcome, 
the actual marketing plan due to constant changes of market conditions. 
Marketing planning and the creation of a marketing plan is not only a key 
exercise for large companies but small organizations like ESC also benefit from 
engaging in this activity on a regular basis.  
 

• The main benefit of the marketing plan is that it summarizes what an 
organization needs to do in order to reach its objectives and how to best 
communicate with the market and identify new opportunities. 
 

• Using an appropriate model as a guide and frame work during marketing 
planning and development of a marketing plan can be beneficial as it can 
provide the organization with valuable structure, direction and focus.  

 
• Segmentation can help an organization to better understand and serve its target 

market and it is a good method to discover new growth opportunities. 
 

• The squash club’s best opportunity in terms of recruiting new members and 
volunteers are male and female squash players who participate in the racket 
center’s Round Robin program. The program has over 100 players and very few 
of these are club members today. Existing members’ families are also an 
important source for finding additional members and volunteers since an 
estimated 30% of existing members have one or more family members that they 
believe could be interested in joining the squash club. 
 

• Specific activities for women such as group training with a squash coach are 
important in order to attract more female players (especially female Round Robin 
players) to become members of the squash club.  
 

• The majority of existing members want better communication from the squash 
club regarding information concerning the activities and membership benefits. 
The study showed that electronic information via email and via a club website 
was the two preferred means of communication by members and female Round 
Robin players.  

 
• Creating a club website and updating membership and prospect data records 

with email information is essential to improve communication and administration. 
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• The main weaknesses of the club are its resources, capacity and especially 
communication. The lack of employees and enough volunteers influence greatly 
the club’s capabilities and activities offered. 
Collaboration with the racket center is vital since its strengths (people, facilities 
and customer service) help reduce the squash club’s weaknesses. The squash 
club needs to find more volunteers to help out with various club activities. 
 

• The squash club’s only real strength is that it has a very low operating cost due 
to having no employees and only using volunteers (including its own squash 
coach) and can therefore price its activities relatively low to members.  
This together with the fact that the club is located in the popular racket center 
that has excellent customer service and facilities is the club’s main competitive 
advantage. 
 

• The MIO (Market –Interaction-Organization) model including the SWOT analysis 
is an appropriate tool to use for the squash club during the continuous marketing 
planning process and when developing a marketing plan. 
  

• The racket center has plans to expand and to build more squash courts and club 
facilities in the near future and this a great opportunity for development and 
growth since available court time for club activities are limited today due to the 
large Round Robin program. 
 

 
Conclusions 
A small non-profit squash club like ESC with scarce resources and slim organization 
has to implement a customer centered mindset and work smarter not necessarily 
harder.  A club website and a marketing plan will support this initiative. 
 
The club has to carefully match market opportunities with its objectives and capabilities 
in order to develop a sustainable growth strategy that will lead to long term success.  
 
Timing and flexibility play an important role since the market conditions change 
constantly including consumers’ needs and wants. Engaging in marketing planning and 
the development of a marketing plan will enable the club to find new creative ways to 
offer a unique squash experience that will result in a positive membership development. 
 
The squash club has a bright future with nice opportunities for growth since the racket 
center and its “community” has everything the club needs in order to become 
successful.  
 
The racket center is supporting the squash club’s development. The population in the 
racket center is large enough for all racket clubs so there is no need to compete for 
members or space especially when the plans are to expand the center further with 
additional courts and improve conditions for all clubs.  
 
To improve the situation of the low number of women and volunteers in the squash club 
the fastest and easiest way would be to prioritize the segment of female Round Robin 
players since they already play squash every week in the racket center and the fact that 
the club has access to their email addresses.  



Zackrisson, Patrik     “Changing the Game”  
A Pre-Study to Marketing Planning in a Local Squash Club  
University of Gävle, Department of Business Administration and Economics 

53 

Hopefully the club’s strategic partnership with the racket center will result in additional 
value delivery in terms of direct benefits for squash club members. These benefits 
could be priority to the Round Robin activity and perhaps a discount on its annual fee 
since this would significantly improve the club’s chances to recruit many from this 
group. Ideal would of course be if a squash club membership was required in order to 
participate in the Round Robin. 
 
Customer service and customer satisfaction are more important to measure than profit 
to non-profit organizations. These organizations rely much on viral marketing to gain 
new members via word of mouth from satisfied existing members. A good way to 
measure customer service and customer satisfaction levels is by conducting marketing 
research and performing annual survey questionnaires. The 2 online survey 
questionnaires in the study proved that it indeed can be a quick, cheap and suitable 
way to get valuable feedback from both prospects and members. 
 
 
5.2 ANSWERS TO RESEARCH QUESTIONS 
 
The purpose of this section is to answer the research questions that were 
asked in chapter 1. 
 
 

 
Major questions: 

• How can a marketing plan be beneficial to a small non-profit organization 
like ESC? 

 

A marketing plan provides a valuable framework, focus and direction as well as an 
overview of how the organization should manage its objectives. Any organization 
would benefit from a marketing plan regardless if it is profit or non-profit, large or 
small because it provides an important path for the future, what opportunities to 
pursue and how to best use the organization’s resources and capabilities doing it.  
A marketing plan will support ESC’s efforts to better develop the club’s services and 
manage existing members but also how to best find and attract new members. 

Answer: 

 
 
• Where are the best growth opportunities for ESC? 

 

The best opportunities for growth in terms of members are the racket center’s  
Round Robin players and juniors from the other racket clubs in the center.  

Answer: 

There are currently 36 female and 90 male RR players and today only a small 
number of these are members of the squash club. Female RR players are the most 
important to the squash club short term due to the fact that the club currently has 
very few female members.   
Juniors (under the age of 19) are the solution to long term survival since most 
members in the squash club are in their 30’s and 40’s and very few are in their 20’s.   
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• Should ESC change anything specific in its existing marketing mix? 
 

The squash club’s location (Place) in the racket center and the club’s membership 
fees (Price) are good according to 86% of members but Yes, the squash club needs 
to make changes regarding communication (Promotion) and  to offer specific 
activities for women (Product) such as group training with the squash club’s coach. 
 

Answer: 

The club’s communication was poor and insufficient and the overall grade by the 
club’s members was 2.62 out of possible 5. The main source of communication in 
the past has been the club notice board in the racket center but this was only visible 
to people playing squash on the courts on the second level where the board was 
located.  
 
The member survey showed that members preferred that the club communicated 
with them electronically via email (97%) and the use of a club website and a similar 
result was recorded in the survey for the female Round Robin players.  
 
It is clear that the club needs to update its member and prospect records with data of 
email addresses and to develop a website of their own that enables easy and more 
frequent updates of club information accessible from anywhere.  A website would 
reduce the club’s administrative workload as well as costs and improve the speed of 
communication to the target market.  

 
 

• Does ESC have an effective segmentation strategy today? 
 

It is better today compared to earlier years but it can be further developed to become 
even more effective. 

Answer:  

  
Recently the squash club has used a differentiated segment coverage strategy 
targeting multiple segments in its target market and this has resulted in an increase 
of members.  
 
Current target segments are: Round Robin players, juniors and people who want to 
compete in the national squash league. The club applies differentiated pricing of 
membership for these groups. However, the squash club needs to adjust its 
segmentation strategy to add new key segments especially women and refine 
existing segments such as Round Robin players to include RR female and RR male 
players, since they have different requirements.  
Squash players with annual court time contracts with the racket center would be 
another possible segment for the squash club to go after since they are familiar with 
the racket center but have not been prioritized by the squash club. 
 

 
 
 
 



Zackrisson, Patrik     “Changing the Game”  
A Pre-Study to Marketing Planning in a Local Squash Club  
University of Gävle, Department of Business Administration and Economics 

55 

• How can ESC collaborate with partners to add value to members and 
prospects and increase the total number of members? 

 

A strategic partnership with the racket center will enable the squash club to develop 
and grow because the squash club shares the same goal as the racket center.  
 

Answer:  

This goal is to have many loyal squash customers that are active and participate in 
activities and who are all members of the local squash club.  
 
The racket center’s Round Robin program is a perfect activity and service for male 
and female squash players, members and non members and the racket center does 
a fantastic job running it and the program is growing. This activity would be quite 
difficult for the squash club to copy or take over and operate. However the activity 
does not fulfil the needs of all participants especially those who want to play more 
squash than once a week for 30 minutes. The squash club can offer a range of 
activities such as group training, club competition and social events but these are 
only available to members.  
 
Both the tennis club and the badminton club in the racket center currently have 
waiting list for their juniors and have to turn down children every year due to capacity 
issues. Collaboration with these 2 clubs would enable the squash club to create a 
“win-win-win” situation where juniors can be offered to play squash while on a waiting 
list for tennis or badminton program and may not have to leave the racket center. 
The squash club gets more junior members and the tennis and badminton club can 
provide a value added service instead of having disappointed juniors on waiting lists.    
 

 
• What would a beneficial SWOT analysis look like for ESC? 

 
Answer:
See table 2 in chapter 4. 

  

 
 

• How overall satisfied are current members with the squash club and their 
membership? 

Minor questions: 
 

 

93 % of the members in the survey were satisfied with their club membership and the 
club received an average overall grade of 3,41 out of 5 possible from its members. 
This indicates however that the club can do more in order to improve the overall 
customer satisfaction level. 

Answer:  
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• What are the main reasons why people become ESC members? 
 

According to the member survey the most deciding factors for becoming members in 
the squash club were the location of the racket center and the membership benefits. 
 

Answer: 

 
• How can ESC interest more women to become members? 

 

The squash club has to actively work to engage women better in becoming members 
by offering them specific activities and communicate the club’s membership benefits.  

Answer: 

Most of the surveyed female Round Robin players (73%) considered it important or 
very important that the squash club has its own squash coach. 23 out of 28 women 
in the survey indicated that training with a squash coach was their second most 
wanted activity after playing in the Round Robin. Group training on Saturday 
mornings and Sunday evenings with the club coach could be a way to attract more 
female Round Robin players to become members.  
 
 
• What is ESC’s competitive advantage, if any? 
 

ESC’s competitive advantage is that the club has a low cost strategy with no 
employees and only volunteers working for the club. This enables the club to offer 
members quality activities to low prices such as instructor lead group training.   

Answer: 

The club’s location in the popular racket center and the relationship with the racket 
center is also unique and gives the club a competitive edge that no other squash 
club in Stockholm has.  

 
 
5.3 RECOMMENDATIONS  
 
The squash club should strive to develop a strategic partnership with the racket center 
in order to turn Round Robin players, especially women, into members as well as 
identify additional membership benefits that would add high perceived value to 
members and key prospects. 
 
Collaboration with the other clubs in the racket center’s “community” and exchange of 
information between clubs could benefit junior development. Juniors who are on waiting 
lists for one sport can be offered a place in another club’s junior program while 
maintaining their place in the original waiting list. This would prevent juniors from 
leaving the racket center thus improving service to members and subsequently 
customer satisfaction level.  
 
The different clubs in the racket center could form an alliance to jointly serve young 
racket players better. This would benefit the squash club most likely with an increase in 
junior members as a result. 
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The squash club needs to implement a well defined segmentation strategy to improve 
understanding of target market’s requirements in order to serve it more effectively. 
Groups of prospects that can add the most short term and long term value to the 
squash club need to be prioritized.  
The recommended 4 key market segments moving forward are:  
1) female Round Robin players, 2) juniors, 3) male Round Robin players, 
4) racket center’s contract players.  
 
Perhaps students and retired seniors would also be groups to consider in the future 
since they do not work and are able to play squash during day time and may be 
interested in volunteer work for the club.   
 
If the racket center decides to build a doubles court this may have a positive effect on 
the number of seniors playing squash later in life. 
 
It would also be advisable for the squash club to perform annual online customer 
satisfaction surveys in order to monitor and measure own performance and detect key 
changes in the marketplace.  
 
A major weakness of the club is the internal and external communication and the club 
has to improve significantly in this area and an investment in IT is perhaps the solution.  
It is advisable for the club to create an own website and quickly update its membership 
database with email addresses to all members in order to communicate with them 
better and more frequently. 
 
Another goal could be to get access to emails of all Round Robin and contract players 
in the racket center as well as juniors on waiting lists in the other clubs.  
 
The squash club needs to engage in marketing planning on a regular basis and develop 
a marketing plan due to the overall benefits this adds to the organization.  
The MIO matrix model would be a suitable framework. 
It has all essential components of the marketing planning process yet it is easy to 
understand and flexible and this makes it appropriate for a small squash club. 
 
I would recommend the squash club to pursue a cost focus strategy that would enable 
the club to offer reasonable prices for most activities and differentiate where possible to 
create additional value in line with Porter’s (1985) thoughts that an organization should 
always try to pursue cost reduction opportunities that do not sacrifice differentiation but 
also pursue differentiation opportunities that do not incur much cost. 
 
An appropriate growth strategy for the squash club moving forward is a combination of 
market penetration and market development because this fits with the club’s 
organizational capabilities and market opportunities. Penetrating the existing market 
with existing services powered by better communication will hopefully help the club 
build new relationships and turn existing members into loyal long term customers.  
 
The club should also engage in market development, providing current services to a 
new market by serving new customer segments such as female Round Robin players.  
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I suggest the club position itself as a squash club with high customer service  
(with support from the racket center and the use of Information Technology), low prices  
(having low operating cost due to volunteers) and value added activities for all 
members. 
 
Finally I believe that the squash would benefit moving forward by recruiting more female 
members to the club’s management team. Today the team consists of 7 males and only 
1 female member and this may very well be an indirect result of the club’s low attention 
to the needs and wants of female squash players in the past.  
 
An increased representation of women in the club’s management would add valuable 
insight and send a positive message to the female squash population in the racket 
center that the club is looking after their interests if they become members. 
 
 
5.4 SUGGESTED FUTURE RESEARCH 
 
I think it would be interesting to study and compare the membership development 
between the two main groups of squash clubs in Sweden, the clubs located in a multi-
sport venues or racket centers and clubs that operate in dedicated squash facilities.  
 
One could also perform a comparison among the four racket sports: tennis, badminton, 
table-tennis and squash and the reasons behind young people choosing to play one 
sport over the others. The result would help racket clubs to better understand how they 
should position themselves in the market place to attract young people to their 
particular sport. 
 
 
5.5 SELF EVALUATION 
 
I finally come to the part of self evaluation, looking at things that I did well but more 
important is what I could have done better or different. 
 
I believe the topic I chose was the right one because it was important to me on a 
personal level as well as interesting and I knew that after my work was finished it would 
be of practical importance and benefit the squash club’s future development. 
 
The most interesting part of this study project was the work of designing and delivering 
the on-line survey questionnaires. Looking back I think I could have asked a few 
questions differently both in my interview and in my 2 surveys but overall I am pleased 
with the outcome. For example in my member survey I should have included a question 
regarding existing membership benefits in order to find out which benefits members 
value the most and give members the opportunity to suggest any new benefits that they 
would like to see in the future. This question should also have been asked to the non 
female Round Robin players in my second questionnaire. 
 
I was fortunate to find the free Kwiksurveys.com web-based questionnaire software 
since this tool was very feature rich, easy to work with and the fact that all surveys and 
results are stored and available to access in the future.  
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This enables the squash club to later reuse and modify existing questionnaires for 
annual customer satisfaction surveys and to quickly create and launch new surveys for 
specific customer segments.  
 
The only drawback with the Kwiksurveys.com software was that its data analysis 
capability was limited to only presenting survey results in bar charts. This was not a 
major issue but the activity of exporting raw data into excel in order to provide a better 
variety of graphical presentation was time consuming and was also a potential source 
for human errors when the data was transferred.  
 
The study showed that 55 out of a total of 57 respondents in my 2 online surveys 
preferred electronic communication by email and only 3 liked the idea to receive club 
information via post and 1 via telephone. I feel content that I decided to use online 
questionnaires to be distributed via email because traditional paper postal surveys or 
telephone surveys would probably not have provided me with sufficient answers to 
produce reliable and credible results. 
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Appendix A  


Interview questions to Lennart Eklundh, General Manager of Enskede Rackethall AB  
 


 


1. Berätta lite kort om Enskede Rackethalls bakgrund, affärsidé, organisation 
och din roll i företaget? 
 


2. Vilken erfarenhet/bakgrund har du inom sporten squash? 
 


3. Vilka tycker du är de absolut bästa argumenten till att börja spela squash?  
 


4. Varför är det få kvinnor/tjejer som spelar squash tror du? 
 


5. Vilka kortsiktiga och långsiktiga mål har Enskede Rackethall? 
 


6. Vad är Enskede Rackethalls konkurrensfördelar mot andra Rackethallar i 
Stockholm? 
 


7. Vilka satsningar gör Rackethallen på squash den närmaste framtiden och 
hur viktig är squashen för hallen? 
 


8. Enskede Rackethall driver sedan ett antal år ett eget squashgruppspel. 
Vad är målsättningen med detta squashgruppspel från hallens sida? 
 


9. Ser du några nya sätt som Enskede Squash Club ”ESC” och Rackethallen 
kan samarbeta på för att få fler av Rackethallens squashgruppspelare att bli 
medlemmar i ESC? 
 


10. Vad tror du är största anledningen till att Stockholms Squash Klubb (”SSK”) 
med 3 squash banor lyckats växa till 350 medlemmar? 
 


11. Finns det någon unik konkurrensfördel som ESC har mot andra  
squashklubbar i Stockholm? 
 


12. Anser du att ESC har någon specifik nackdel eller svaghet mot andra  
squashklubbar i Stockholm?  
 


13. Kan Rackethallens profilering av sporten Racketlon hjälpa ESC på något sätt? 
 


14. Hur skulle Rackethallens olika idrottsklubbar kunna samarbeta mer och 
konkurrera mindre med Rackethallens hjälp? 
 


15. Vad tror du är största skälet till att ESC haft problem att växa de senaste 
åren samt att så få medlemmar är kvinnor/tjejer? 
 


16. Hur kan Rackethallen och ESC tillsammans göra sporten squash mer intressant 
och uppmärksammad (ta mer plats) och leverera en bättre ”squashupplevelse”? 
 








Appendix B  
Online Questionnaire 1  
 
ESC survey 2008 


Hej! 


Denna korta enkät tar ca 5 min och självklart så är du helt anonym! 
Tack att du vill vara med och påverka klubbens inriktning, aktiviteter och kommunikation! 


När du genomfört denna enkät är du med i utlottning av 1 gratis medlemskap och 
3 klubbtröjor! 


Bästa Squash hälsningar, 


ESC  


   (Om dig) 


1) Du är 


 Man  Kvinna 
 
 
2) Vilken ålder är du? 


< Select >
 


 
   (Om din squash) 
 
3) Har du någon gång spelat i Enskede Rackethalls squashgruppspel? 
 


 Ja 


 Nej, men jag står i kö 


 Aldrig 
 
 
4) Hur länge har du spelat squash? 


(välj antal år du spelat squash och avrunda uppåt, dvs har du spelat i 1,5 år så välj 
alternativet  "2-4 år" nedan) 


 0-1 år  2-4 år  5-8 år  9 år eller längre 







5) Vad är största anledningen till att du spelar squash? 
 
(Välj det alternativ som passar bäst) 


< Select >
 


 
 
 
   (Om ditt Medlemskap) 


6) Är du medlem idag i Enskede Squash Club? 


(Man är inte automatiskt medlem i ESC bara för att man spelar i Rackethallens 
squashgruppspel) 


 Ja 


 Nej 


 Nej, men har tidigare varit medlem 


 Nej, men ska bli medlem nu 


 Jag vet inte hur man blir medlem i ESC 
 
 
7) Hur länge har du varit medlem i klubben?  
 


 Mindre än 1 år 


 1 år 


 2 år 


 3 år 


 Mer än 4 år 


 Inte Medlem 
 
 
8) Vilken typ av ESC Medlemskap har du just nu? 
 
 


 Vanlig medlem (400kr/år)  Gruppspelsmedlem (300kr/år) 


 Juniormedlem (200kr/år)  Serielagsmedlem (1000kr/år)  Inte Medlem 
 
 







9) Vad anser du om priset på ditt nuvarande medlemskap? 


(1 = för lågt pris, 2 = bra nivå, 3 = för högt pris ) 


 1 


 2 


 3 


 Inte medlem 
 
 
10) Tycker du att medlemmar i ESC ska ha förtur till Rackethallens squashgruppspel? 
 


 Ja 


 Nej 


 Vet ej 
 
 
11) Vad var det som blev avgörande när du valde att bli medlem i ESC?  


(Välj bästa alternativet) 


< Select >
 


 
 
 
12) Om du valt att lämna squashklubben och säga upp ditt medlemskap,  
 vad var huvudskälet till att du gjorde det? 


(Denna fråga behöver du endast svara på om du gått ur klubben) 


 


 
13) Har du  en eller flera personer  i din familj som du tror kan vara intresserade av 
medlemskap i Enskede Squash Club? 


< Select >
 


 
 
 
 
 







14) Är du idag nöjd med ditt medlemskap i ESC? 
 


 Ja 


 Nej 


 Inte medlem 
 
 
  (Klubbens Information & Kommunikation) 


15) Hur tycker du att Enskede Squash Club kommunicerar information om klubbens 
verksamhet och aktiviteter? 


(Använd en skala mellan 1-5  där 5 är bäst och 1 är sämst betyg) 


 1  2  3  4  5  Vej ej 
 
 
 
16) Hur vill du helst att squashklubben skall kommunicera information till dig i framtiden? 
 
(Du kan välja ett eller flera alternativ) 
 


 Via Post 


 Via egen Hemsida 


 Via Telefon 


 Via email 


 Via klubbens anslagstavla i hallen 
 
 
17)    (Klubbens Aktiviteter) 
 


Är du intresserad av att hjälpa till med olika klubbaktiviteter? 


 Ja  Nej 
 
 
 
 
 
 







18) Vilka aktiviteter har du någon gång deltagit i? 
 
(Fyll i ett eller flera alternativ) 


 Seriespel  Klubbspel (sön 15-17)  Mindre Klubbtävlingar 


 Enskede Squash Cup  Klubbstege  Juniorträning 


 Damträning  Rackethallens squashgruppspel  Vibrationsträning 


 Squashläger  Gemensamma Klubbkvällar  Klubbutbyten 


 Klubbfester  Regelutbildning Let-situationer  Teknikträning 


 Nybörjarkurs i squash  Klubbmästerskap (KM)  Inga alls 
 
 
19) Vilka aktiviteter är du mest intresserad av? 
 
(Fyll i ett eller flera alternativ) 
 


 Seriespel  Klubbspel (sön 15-17)  Mindre Klubbtävlingar 


 Enskede Squash Cup  Klubbstege  Juniorträning 


 Damträning  Rackethallens squashgruppspel  Vibrationsträning 


 Squashläger  Gemensamma Klubbkvällar  Klubbutbyten 


 Klubbfester  Regelutbildning Let-situationer  Teknikträning 


 Nybörjarkurs i squash  Klubbmästerskap (KM)  Inga alls 
 
 
   (Allmän info) 


20) Hur viktigt är det att squashklubben har en egen tränare? 


< Select >
 


 
21) Tycker du att de olika idrottsklubbarna (tennis, squash, badminton) i Enskede 
Rackethall borde samarbeta mer och ha gemensamma aktiviteter på och utanför 
banan? 
 


 Ja  Nej  Vet ej 
 
 
 
 
 







22) Tycker du att Enskede Squash Club har någon specifik Fördel mot andra squashklubbar i 
Stockholmsområdet? 


  


 
23) Tycker du att Enskede Squash Club har någon specifik Nackdel mot andra squashklubbar 
i Stockholmsområdet? 


  


 
24) Vilket djur finns med på ESC klubbmärke? 
 


 En Katt  En Hund  En Björn  En Varg  En Fågel  En Älg 
 
 
25) Vilket sammanlagt betyg  skulle Enskede Squash Club få av dig idag på  
en skala mellan 1-5 ? 


1= sämst betyg 


5= bäst betyg 


 1  2  3  4  5 
 
 
26)  


Har du några tips på förbättringar som du vill delge klubben?     


 (inget svar krävs men uppskattas) 
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Appendix C 
Online Questionnaire 2 


 
ESC survey squashgruppspelare Damer 
Hej! 


Vi uppskattar verkligen att du vill vara med och påverka klubbens inriktning, aktiviteter och 
kommunikation genom att deltaga i denna korta survey! 


Denna enkät tar endast ca 5 min att genomföra och självklart är du helt anonym! 
När du genomfört den är du med i utlottning av 1 gratis medlemskap och 3 klubbtröjor! 


Bästa squash hälsningar, 


ESC 


 


 
1) Hur länge har du spelat squash? 
 


0-1 år 2-4 år 5-8 år 9 år eller längre 
 
 
2) Vad är största anledningen till att du spelar squash? 
 
(Välj det alternativ som passar bäst i listan eller skriv ett eget svar) 


< Select >  


 
 
 
3) Vilken ålder är du? 


< Select >  


 
 
4) Vilken grupp spelar du i just nu i Rackethallens squashgruppspel? 
 


 Grupp 1  Grupp 2  Grupp 3  Grupp 4  spelar inte i gruppspelet idag 
 
 
 







 
 
5) Är det något du saknar med Rackethallens gruppspel? 


(Om du svarar Ja


< Select >


, Skriv gärna vad du saknar) 


 


 
 
 
 
6) Hur länge (antal år)har du spelat i Rackethallens squash gruppspel? 
 


< 1 


1 


2 


3 


4 eller mer 


Spelar inte i gruppspelet 
 
 
7) Hur nöjd är du med Rackethallens squashgruppspel? 


(Ge betyg mellan 1-5 där 1 är sämst och 5 är bäst) 


 1  2  3  4  5  spelar inte i gruppspelet 
 
 
8) Är du medlem idag i Enskede Squash Club? 


(Man blir inte automatiskt medlem i ESC genom att man spelar i hallens squashgruppspel) 


 Ja 


 Nej 


 Nej, men har tidigare varit medlem 


 Nej, men funderar på att bli medlem 


 Jag vet inte hur man blir medlem i ESC 
 
 
 







9) Vad anser du om squashklubbens årsavgift på medlemskap för gruppspelare på 300kr? 
 


 Bra nivå  För låg  För hög  Vet ej 
 
 
10) Tycker du att medlemmar i ESC ska ha förtur till Rackethallens squashgruppspel? 
 


 Ja 


 Nej 


 Vet ej 
 
 
11) Har du någon i din familj som skulle kunna vara intresserad att bli medlem i Enskede 
Squash Club? 


< Select >  


 


12) Vad skulle få dig att blir medlem i ESC i år? 


< Select >  


 
 
 
13) Hur tycker du att Enskede Squash Club kommunicerar information om klubbens 
verksamhet och aktiviteter? 
(Använd en skala mellan 1-5  där 5 är bäst och 1 är sämst betyg) 


 1  2  3  4  5  Vet ej 
 
 
14) Hur vill du helst att klubben kommunicerar information till dig i framtiden om du blev 
medlem? 
              (Du kan välja ett eller flera alternativ) 


 Via Post 


 Via egen Hemsida 


 Via Telefon 


 Via email 


 Via klubbens anslagstavla i hallen 
 







15) Vilka aktiviteter är du mest intresserad av? 
 
(Fyll i ett eller flera alternativ) 


 Seriespel  Klubbspel (sön 15-17)  Mindre Klubbtävlingar 


 Enskede Squash Cup  Klubbstege  Juniorträning 


 Damträning  Rackethallens squashgruppspel  Vibrationsträning 


 Squashläger  Gemensamma Klubbkvällar  Klubbutbyten 


 Klubbfester  Regelutbildning Let-situationer  Teknikträning 


 Nybörjarkurs i squash  Klubbmästerskap (KM)  Inga alls 
 
 
16) Har du förslag på någon ny klubbaktivitet? 


(inget svar krävs men uppskattas naturligtvis) 


  


 
 
17) Idag har ESC Damträning med tränare på lördagar mellan 08.30-10.00 


Vilken/vilka av nedan tider skulle passa för dig för denna aktivitet? 


(Fyll i ett flera alternativ som passar för dig) 


 Lördag 08.30-10.00 


 Lördag eftermiddag 


 Söndag förmiddag 


 Söndag kväll 


 Vet ej 


 Inte intresserad av Damträning 


 Intresserad men kan inte dessa tider 
 
 
18) Hur viktigt är det att squashklubben har en egen tränare? 


< Select >  


 
 







19) Varför tror du att det är färre kvinnor som spelar squash än män? 
 


(Fyll ett eller flera alternativ) 


 Det är en väldigt tävlingsinriktad sport 


 Squash är så fysiskt krävande 


 Skaderisken är stor 


 Det är en sport med få kvinnliga förebilder 


 Inte nog med aktiviter i klubbarna riktade till kvinnor 


 För få kvinnor i squashklubbarnas styrelser 


 Andra racketsporter som Tennis och Badminton tar mer plats 


 Vet inte 


 Annat, skriv: 


 
 
 
20) Tycker du att Enskede Squash Club saknar något viktigt? 


(Om du svarar Ja


< Select >


, skriv gärna vad detta skulle vara ) 


 


 
 
 
21) Tycker du att de olika idrottsklubbarna (tennis, squash, badminton) 
i Enskede Rackethall borde samarbeta mer och ha gemensamma aktiviteter på och utanför 
banan? 


 Ja  Nej  Vet ej 
 
22) Vilket djur finns med på ESC klubbmärke? 
 


 En Katt  En Hund  En Björn  En Varg  En Fågel  En Älg 
 
 
23) Har du några tips på förbättringar som du vill delge klubben?      
 
(inget svar krävs men uppskattas) 
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