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Abstract 

Background Live performing arts are one of the most important heritages, defining 
the cultural identity of a society. Since live performing arts are cultural 
services, the process of experiencing them is pivotal in forming 
satisfaction on the customer side. Achieving customer satisfaction is 
crucial for non-profit cultural institutions operating under the Swedish 
cultural model. An investigation of the achieved level of customer 
satisfaction and a comparison to customer expectations is therefore 
necessary for offering cultural services, which meet customer 
expectations. Since service quality and hence customer satisfaction can 
be controlled via the elements of the services marketing mix, the authors 
focused on investigating the marketing mix of Programbolaget i 
Jönköping (PJ).  

Purpose  The authors wish to investigate to what extent PJ’s current audiences are 
satisfied with the quality of the services marketing mix provided by PJ, 
what customers expect from it and what managerial implications can be 
advised to improve the service.  

Method  The authors use a mixed methods approach. Quantitative data about 
customer satisfaction is collected via a questionnaire, which applies a five 
point Likert scale. Descriptive and non-parametric statistics are used in 
the data processing. Semi-structured interviews with PJ and customers 
are conducted to obtain information about the nature of PJ and 
customer expectations. 

Conclusion  The conclusions drawn from this study are that the overall level of 
satisfaction with PJs services marketing mix among PJ’s customers is 
satisfying, while deviations between the different elements exist, where 
the elements price, promotion and product score lowest. It is also found 
that some parameters of the marketing mix have significant levels of 
importance for customer groups. Customer expectations regarding the 
services, which scored low, were investigated through interviews. Based 
on the conducted statistical tests and the expectations of the customers, 
recommendations regarding PJ’s services are made in order to increase 
customer satisfaction.  



 

 
II 

Abbreviations 

CS – Customer Satisfaction 

JT – Jönköping’s Teater 

JK – Jönköping’s Konserthus 

LPA – Live Performing Art 

PJ – Programbolaget i Jönköping AB 

RP – Research Problem 

RQ – Research Question 

SERVPERF – Service Performance 

SERVQUAL – Service Quality 

SPSS – Statistical Package for Social Sciences  



 

 
III 

Table of Contents 

1 Introduction ..................................................................................... 1 

1.1 Background .............................................................................................................. 1 
1.2 Problem statement .................................................................................................. 2 
1.3 Purpose ..................................................................................................................... 2 
1.4 Research questions .................................................................................................. 2 
1.5 Delimitations ............................................................................................................ 3 
1.6 Definitions................................................................................................................ 3 

2 Frame of reference ...........................................................................5 

2.1 Definition and structure of LPAs ......................................................................... 5 
2.2 Peculiarities of LPA venues ................................................................................... 6 

2.2.1 Customer demand ..................................................................................... 6 
2.2.2 LPA economics and market structure .................................................... 8 
2.2.3 Swedish cultural policy .............................................................................. 9 

2.3 The marketing mix of LPA services ..................................................................... 9 
2.4 Product ................................................................................................................... 10 

2.4.1 Intangibility ............................................................................................... 10 
2.4.2 Heterogeneity ........................................................................................... 10 
2.4.3 Inseparability ............................................................................................ 10 
2.4.4 Perishability............................................................................................... 11 
2.4.5 Product concept in PJ ............................................................................. 11 

2.5 Price......................................................................................................................... 11 
2.5.1 Hedonic market approach ...................................................................... 12 
2.5.2 Travel cost approach ............................................................................... 12 
2.5.3 Pricing in PJ .............................................................................................. 13 

2.6 Place ........................................................................................................................ 13 
2.6.1 Internal scale economies ......................................................................... 13 
2.6.2 External scale economies........................................................................ 14 
2.6.3 PJ’s location logic..................................................................................... 14 

2.7 Promotion .............................................................................................................. 15 
2.7.1 Promotion in PJ ....................................................................................... 15 

2.8 People ..................................................................................................................... 16 
2.8.1 People in PJ .............................................................................................. 17 

2.9 Process .................................................................................................................... 17 
2.9.1 Service as a process in PJ ........................................................................ 18 

2.10 Physical evidence ................................................................................................... 19 
2.10.1 Physical evidence in PJ............................................................................ 19 

2.11 Customer satisfaction ........................................................................................... 19 
2.12 Service quality ........................................................................................................ 20 

3 Methodology .................................................................................. 23 

3.1 Research design ..................................................................................................... 23 
3.2 Research approach ................................................................................................ 23 
3.3 Population .............................................................................................................. 24 
3.4 Sampling method .................................................................................................. 25 
3.5 Sample size ............................................................................................................. 25 
3.6 Data collection ....................................................................................................... 26 

3.6.1 Interviews with PJ.................................................................................... 26 
3.6.2 Interviews with customers ...................................................................... 26 



 

 
IV 

3.6.3 Questionnaire ........................................................................................... 27 
3.6.4 Pilot study: Questionnaire ...................................................................... 27 

4 Empirical findings ......................................................................... 29 

4.1 Quantitative data ................................................................................................... 29 
4.1.1 Reliability of the scale .............................................................................. 29 
4.1.2 Data processing steps .............................................................................. 29 
4.1.3 Descriptive statistics for categorical data ............................................. 30 
4.1.4 Descriptive statistics for continuous data ............................................ 31 
4.1.5 Exploring the assumption of normal-distribution .............................. 32 
4.1.6 Non-parametric statistics ........................................................................ 33 
4.1.7 Chi-square test for independence .......................................................... 34 
4.1.8 Kruskal-Wallis test ................................................................................... 36 
4.1.9 Mann-Whitney U tests based on results of Kruskal-Wallis 

test .............................................................................................................. 37 
4.1.10 Mann-Whitney U test for large samples ............................................... 39 

4.2 Qualitative Data..................................................................................................... 41 
4.2.1 Reliability and validity ............................................................................. 41 
4.2.2 Data overview .......................................................................................... 42 

5 Analysis .......................................................................................... 44 

5.1 Customer satisfaction with the services marketing mix of PJ ........................ 44 
5.2 Customer expectations of the marketing mix of PJ ......................................... 47 
5.3 Managerial recommendations derived from RQ1 and RQ2 ........................... 49 

6 Discussion ...................................................................................... 53 

6.1 Contribution........................................................................................................... 53 
6.2 Limitations ............................................................................................................. 53 
6.3 Recommendations for further research ............................................................. 53 

7 Conclusion ..................................................................................... 54 

References ........................................................................................... VI 

Appendices 

Appendix A ................................................................................................................................ XI 
Appendix B ................................................................................................................................XII 
Appendix C.............................................................................................................................. XIII 
Appendix D ............................................................................................................................. XIV 
Appendix E .......................................................................................................................... XVIII 
Appendix F .............................................................................................................................. XIX 
Appendix G ...............................................................................................................................XX 
Appendix H ............................................................................................................................. XXI 
Appendix I ............................................................................................................................. XXII 

  



 

 
V 

List of tables 

Table 3.1 Methodology overview ............................................................................................. 24 
Table 3.2 Authors’ interpretation of scores based on Likert scale ...................................... 27 
Table 4.1 Reliability of the scale ............................................................................................... 29 
Table 4.2 Descriptive statistics categorical data ..................................................................... 30 
Table 4.3 Descriptive statistics continuous data .................................................................... 31 
Table 4.4 Frequency distribution continuous data ................................................................ 32 
Table 4.5 Kolmogorov-Smirnov and Shapiro-Wilk test ....................................................... 33 
Table 4.6 Chi-square test for independence ........................................................................... 35 
Table 4.7 Kruskal-Wallis test for levels of customer satisfaction vs. age groups .............. 36 
Table 4.8 Kruskal-Wallis test for levels of customer satisfaction vs. number of visits .... 37 
Table 4.9 Mann-Whitney U test for levels of customer satisfaction for under 25  

and 65 plus age groups .............................................................................................. 37 
Table 4.10 Significance for levels of customer satisfaction for under 25 and 65  

plus age groups ........................................................................................................... 38 
Table 4.11 Cross group comparison matrix ........................................................................... 38 
Table 4.12 Mann-Whitney U test for levels of customer satisfaction for number  

of visits such as from 3 to 4, 5 to 6 and 7 and above............................................ 39 
Table 4.13 Significance of levels of customer satisfaction for 3 to 4 and 7  

and above number of visits ....................................................................................... 39 
Table 4.14 Mann-Whitney U test for levels of customer satisfaction vs. gender .............. 40 
Table 4.15 Significance for levels of customer satisfaction for gender .............................. 40 
Table 4.16 Mann-Whitney U test for levels of customer satisfaction vs. gender .............. 41 
Table 4.17 Significance for levels of customer satisfaction for residence .......................... 41 
Table 4.18 Question catalogue customer interviews ............................................................. 42 
Table 4.19 Transcript answers to question catalogue ............................................................ 43 
Table 5.1 Interview summary ................................................................................................... 47 

List of figures 

Figure 2.1 Own illustration after Andersson and Andersson (2006), Kolb (2005), 
McCarthy et al. (2001), Stein and Bathurst (2006) ................................................... 5 

Figure 2.2 Service quality concepts, based on Martinez & Martinez (2010) ...................... 21 
Figure 4.1 Quantitative data analysis ....................................................................................... 29 

 
 



 

 
1 

1 Introduction 

This section includes the background and problem statement of the chosen topic, narrowed down to the 
specific purpose. In addition, the research questions, delimitations and definitions are presented. 

1.1 Background 

The arts form one of the most important heritages of a society, defining its cultural 
identity. Artistic activities can take the form of music, dance, drama, creative writing, 
architecture, painting, design or cinema to note just a few (Hill, O’Sullivan & O’Sullivan, 
1995) and allow many different ways of classification. This thesis is focusing on live 
performing arts (LPAs) which in this context are understood as popular arts of a 
performing character, including music, opera, comedy, dance and drama (Botti, 2000).  

The development of performing arts is primarily shaped by the demand and choice of 
audiences, which continuously change due to social, demographic and economic trends 
(Andersson & Andersson, 2006; McCarthy, Brooks, Lowell & Zakaras, 2001). Apart from 
two decades of unprecedented boom for the arts in the 1960s and 1980s, many 
contemporary arts and live performance organisations are facing crises on a variety of 
fronts. Shrinking audience sizes, increased expectations and competition from more 
accessible and less expensive entertainment forms for example, cinema, amusement parks 
and new digital media, as well as cutbacks in private donations and government funding 
paired with a constant upwards spiral of operating costs are only some of the challenges 
(Kotler & Scheff, 1997; Andersson & Andersson, 2006). 

In order to exist in the long term, the primary goal of LPAs should be to keep their 
audiences satisfied by offering such services that are of sufficient demand and provide 
good value for money for which audiences are willing to pay (Andersson & Andersson, 
2006; Voss, Parasuraman & Grewal, 1998). 

Programbolaget i Jönköping (PJ) is a non-profit organization owned by the Jönköping 
municipality. It organizes LPAs directed to audiences within Jönköping County. PJ and 
specifically its venues Jönköpings Konserthus (JK) and Jönköpings Teater (JT) will serve as 
a practical case study for this thesis. Since PJ finds itself, just as most other LPA ventures, 
facing several of the described challenges, its management expressed their wish to evaluate 
their service quality and achieved level of customer satisfaction in order to identify areas 
which can be improved to increase their customer satisfaction and therefore sustain their 
market position (L. Axelsson & K. Hertz, personal communication, 2012-01-25). 

Since LPAs offer experiences, similar to other services, the process of experiencing a 
service is pivotal in forming customer satisfaction (Andersson & Andersson, 2006). 
Customer satisfaction (CS) in services is a complicated phenomenon and depends on how 
audiences perceive the services (Solomon, Bamossy, Askegaard & Hoggl, 2010; Baron, 
Harris & Hilton, 2009). It is an overall attitude which a person has towards a purchased 
service (Solomon et al., 2006), resulting from previous experiences compared to 
expectations (Oliver, 1980 cited in Cronin & Taylor, 1994). The most used method of 
investigating customer satisfaction and hence service quality is by measuring how 
customers perceive services during their delivery (Cronin & Taylor, 1992; Zeithaml, 
Parasuraman & Berry, 1988; Grönroos, 1993).  

Booms and Bitner (1981 cited in Brown, Gummesson, Edvardsson & Gustavsson, 1991) 
found that service quality and hence customer satisfaction can be controlled via the 
elements of services marketing mix. Therefore, customer satisfaction with the service 
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provided by PJ is in this thesis assessed through customer satisfaction with the services 
marketing mix. 

1.2 Problem statement 

Being in similar market conditions due to donations and public funding, non-profit LPA 
companies in Sweden usually act in a monopolistic competition in different locations and 
quality niches and depend on consumer accessibility and satisfaction in the longer term 
(Andersson & Andersson, 2006). Although non-profit LPAs do not pursue commercial 
goals as primary (Andersson & Andersson, 2006), they compete with each other to 
improve their services in order to satisfy their audiences best (Kolb, 2005; Hume & Mort, 
2008).  

Since the LPA consumers might have different perceptions of service quality than the LPA 
organization itself (Kolb, 2005), an analysis of CS is necessary in order to find how 
consumers perceive LPA service quality and if any improvement is needed. CS ultimately 
influences the profitability of an organization, as customers choose the venture offering 
them services that satisfy their needs and wants best (Kolb, 2005; Solomon et al, 2010). As 
services provided by a service company are influenced by a combination of tangible and 
intangible elements such as product, price, promotion, place, people, processes and 
physical evidence, also known as marketing mix for services (Palmer, 2009), it can be 
concluded that LPAs need to assess their marketing mix in order to make the right 
decisions to create long lasting customer satisfaction. 

The issue of customer satisfaction has not previously been investigated by PJ, which is why 
its management now wishes to analyze how well its marketing mix satisfies its customer in 
order to identify points of service improvement (L. Axelsson & K. Hertz, personal 
communication, 2012-01-25). 

1.3 Purpose 

The aim of this thesis is to assess to what extent PJ’s current audiences are satisfied with 
the quality of the services marketing mix provided by PJ, what customers expect from the 
services provided and what managerial improvements may be advised.  

The investigation is based on a SERVPERF tool and individual interviews to identify 
which of its services PJ needs to improve and how this can be achieved. 

1.4 Research questions 

The thesis aims to answer the following research questions (RQ): 

RQ1: To what extent are current customers satisfied with the quality of the services 
marketing mix provided by PJ? 

RQ2: What do customers expect from the services marketing mix parameters offered by 
PJ, which were evaluated with comparably low scores? 

RQ3: What managerial implications for PJ’s services marketing mix may be derived from 
the findings in RQ1 and RQ2?  

An overview of the research questions and the methods applied to answer them is 
presented in Appendix A. 
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1.5 Delimitations 

This thesis is focused on consumer satisfaction within LPAs, particularly within the LPA 
PJ. Hence, it is limited to an investigation of consumers and cannot provide an 
organisational or competitive analysis of the investigated company, or an in depth literature 
review of each phenomenon within the services marketing mix.  

Extensive literature is available on service quality, service marketing, customer satisfaction 
and economies of the arts, but no previous studies are available on LPAs in Sweden and 
particularly on PJ, the theoretical part therefore cannot be entirely based on existing 
literature. This research may be seen as an attempt to add to existing knowledge. The case 
study of PJ may also be beneficial for future studies within the same field in Sweden and 
other Nordic countries, which are known to share similar attitudes towards LPAs 
(Duelund, 2003). 

The population analysis was based on the latest available report of 2010 from the database 
of Statistiska Centralbyrån Sverige (2010), where age groupings differ from the 
demographic segmentation in marketing (Lusch, Dunne & Carver, 2011).  

The sample size for PJ was not calculated independently for JK and JT since both venues 
are part of same investigated organization. The research was done generally for PJ.  

The electronic quantitative research was not actively used by visitors. Therefore, the 
majority of data was collected in the field. The survey collected more answers from females 
than males indicating that the latter were less willing to participate in this research. 

The research is based on convenience sampling (Bryman & Bell, 2007). Since the research 
was conducted in the form of a single organisation case study on PJ only, the presented 
results have limited external value and cannot be generalized to other cases or populations 
beyond this study (Williamson, 2002; Bryman & Bell, 2007).  

The researchers were limited to information received by PJ’s management in terms of the 
organization and marketing mix of PJ. 

Only a limited number of in-depth interviews could be conducted, which is due to 
personal, financial and time constraints the authors had to consider. 

The results of the questionnaire showed that PJ’s customers did not understand or 
misinterpreted the term “special needs” which affected the research outcome. 

1.6 Definitions 

Consumer satisfaction: can be defined as an overall attitude which a person has towards 
a purchased good or service (Solomon et al., 2010), resulting from previous experiences 
compared to expectations (Oliver, 1980 cited in Cronin & Taylor, 1994). 

Core service: “is the service customers pay for and frequently comprises the intangible 
element of the service experience” (Baron et al., 2009, p. 6). 

Services marketing mix: The original marketing mix model comprised the four elements 
product, price, promotion and place (Borden, 1964 cited in Palmer, 2009; McCarthy, 1960 
cited in Baron et al., 2009) extended with three more elements: people, processes and 
physical evidence (Booms & Bitner, 1981 cited in Baron et al., 2009). 
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Nordic Countries: the term comprises Finland, Sweden, Norway, Iceland and Denmark 
(Duelund, 2003). 

Performing arts: is a term comprising high and popular arts. High arts traditionally take 
the form of ballet, opera and symphonic music. Popular arts consist of such art forms as 
popular music, musical and theatre and normally attract a mass audience in the commercial 
marketplace (McCarthy et al., 2001). 

Peripheral service: “service elements that support the delivery of the service paid for. 
Many peripheral services provide the tangible elements of the service experience” (Baron et 
al., 2009, p.6). 

Service quality: is a measure of how well the service delivered by a company matches 
customer perceptions or expectations (Baron et al., 2009). 

Service quality (user based): is the customer’s perception of service, which “is 
determined by what the customer desires or wants” and is coupled “with customer 
satisfaction” (Garvin, 1988 cited in Verma, 2012). 

“Servicescape”: “the physical built environment in which service encounters take place” 
(Baron et al., 2009, p. 9). 

Values: “moral principles that affect how people live their lives [...] [and] are formed while 
young by both exposure to the values of the family and society and by direct experiences” 
(Kolb, 2005, p. 62). 
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2 Frame of reference 

In order to provide the reader with an understanding of the chosen topic, this section includes applicable 
discussions concerning a definition of LPAs, a market investigation, an analysis of the marketing-mix in 
relation to PJ, customer satisfaction and service quality as well as a description of the chosen research tool. 

2.1 Definition and structure of LPAs 

LPAs can be defined, classified and distinguished from other art and entertainment forms 
using various systems such as, ideas introduced by Kolb (2005), Staniszewski (1995), 
Adorno (1998), Gans (1977), Andersson and Andersson (2006), McCarthy et al. (2001), 
Stein and Barthurst (2006) or Botti (2000). In order to define LPAs in the context of this 
work, the authors selected appropriate models, which are introduced in the following. 

 

Figure 2.1 Own illustration after Andersson and Andersson (2006), Kolb (2005), McCarthy et al. (2001), Stein and Bathurst (2006)  

According to Andersson and Andersson (2006), products that stem from experience 
services can be classified as either art or entertainment. Services regularly generating a 
revenue stream exceeding their production costs and which act in a competitive, free and 
relatively easy to access market without depending on governmental subsidies are generally 
classified as entertainment services. Artistic services on the contrary are usually not able to 
cover production costs with ticket sales but depend on subsidies and donations in order to 
maintain their service. Besides, they act on a closed market, which is shaped by high entry 
barriers such as the need for certain financial and human resources, high influence of critics 
and often specific educational requirements regarding the artists (Andersson & Andersson, 
2006). 

Based on interviews held with PJ’s management, an analysis of PJ’s program offered and 
the market structures within which it acts, PJ’s business model can be defined as working 
with artistic services rather than entertainment services (L. Axelsson & K. Hertz, personal 
communication, 2012-01-25). 

Within arts, a differentiation between high and popular arts is based on a philosophical 
approach, which is founded on the internal vision of the artist. A product of high art is 
described as a product which results from an “internal vision” (Kolb, 2005, p. 25) of the 
artist, inhabits a unique and personal meaning for the artist and is not influenced by the 
audience’s taste and preferences. Popular arts on the other side are focused on customer 

EntertainmentArts

Popular Arts High Arts

Non-Profit Enterprises For-Profit Enterprises

Experience Services
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demand; their design is mainly based on customer desires, not artistic meanings and is 
adapted to changing consumer tastes (Kolb, 2005). 

A straightforward classification of artistic performances is not always possible due to the 
fact that the internal vision of the artist is usually not visible to anyone but the artist. In 
order to provide a general classification, the authors rely on McCarthy’s et al. (2001) 
subdivision which classifies ballet, opera, symphonic music as high art attracting only 
particular target groups, while popular and classical music, musicals, theatre and comedy 
performances are defined as popular art attracting a greater audience in the commercial 
marketplace (McCarthy et al., 2001). Due to the fact that PJ in most cases chooses artists 
and performances according to their customer demand (L. Axelsson & K. Hertz, personal 
communication, 2012-01-25), and based on a program analysis of LPA events according to 
McCarthy’s et al. (2001) subdivision, the authors conclude that PJ offers LPA events of a 
popular character. 

LPA services can furthermore be subdivided into for-profit and non-profit enterprises 
(Stein & Bathurst, 2006). Non-profit LPA services are described as valuing quality and 
quantity characteristics of their services higher than profit maximization, competing with 
each other on quality, not profit, and being dependent on public subsidies or private 
donations. The foremost aim for for-profit LPA services on the contrary is profit 
maximization, which is achieved through choosing risk-free performers and optimizing the 
combination of attendance and ticket price to generate the greatest possible revenue. 
Besides, they are mostly run by profit-seeking entrepreneurs rather than art-appreciators 
and operate in a more fragmented market (Andersson & Andersson, 2006; Kotler & 
Scheff, 1997).  

PJ can be classified as a non-profit organization since it prioritizes quality and quantity 
aspects of its services, depends on public subsidies, is not privately owned and reinvests 
any surplus generated into the organization (L. Axelsson & K. Hertz, personal 
communication, 2012-01-25). 

2.2 Peculiarities of LPA venues 

LPA venues face a variety of environmental and concomitant challenges leading to 
significant changes within the industry and forcing LPA organisations to adapt their 
strategy in order to maintain a competitive position (Kolb, 2005). Changes in customer 
demand and economic challenges are, as introduced below, some of the major issues 
shaping and influencing the business model of LPAs. 

2.2.1 Customer demand 

The demand for LPA activities is influenced by a mixture of collective and individual 
factors, meaning that some factors shaping the demand for LPAs are determined by the 
environment and the generation of a person, while others lay within the individual 
characteristics of a person. External factors refer to the lifestyle of a generation and their 
leisure activity preferences. Internal factors on the other hand address individual 
characteristics of customers influencing demand such as age, gender, expectations, income 
and health, leisure habits, formal and informal education as well as residence (Kolb, 2005; 
Andersson & Andersson, 2006; Throsby, 2010). 

In terms of external factors, a change of lifestyle among generations leads to changing 
patterns of LPA consumption. The fact that age cohorts classified as “Second World War” 
(born between 1936 and 1945), “Early Boomers” (born between 1946 and 1955) and “Late 
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Boomers” (born between 1956 and 1965) show the highest rates of arts visits today, often 
leads LPA managers to the conclusion that following generations will visit the arts more 
frequently when they are older. This assumption might be a fallacy, since those elderly 
patrons of today were also more exposed to performing arts in their younger years, which 
is due to different life experiences, the acceptance of culture and art institutions as 
authorities and limited leisure alternatives (Kolb, 2005). 

Art customers of today differ significantly from the ones of previous generations. They 
have not been “socialised to view high art as inherently more valuable than popular art” 
(Kolb, 2005, p. 25). They are used to travelling the world and experiencing foreign cultures, 
enjoy various different types of arts and entertainment products and services at a time 
instead of being a patron of only one art or entertainment form and can be described as 
occasional consumers rather than enthusiasts or patrons. This development is based on a 
value shift in the younger generation. Individual freedom and social liberalism form 
generations of risk and excitement seekers who distrust traditional institutions and 
authorities, grew up in a time of plenty and prefer active over passive experiences. LPA and 
other art facilities will have to adapt their services in order to attract these new generations 
and maintain or increase visitor figures (Kolb, 2005). 

Changing demand patterns in cultural industries in general and in LPAs in particular are 
related to the emergence of new entertainment forms, especially those evolved due to the 
digital revolution (Baron, 2009). New entertainment activities not only entice customers 
away from traditional ones, but also decrease the costs for recording, reproduction and 
replay of LPAs through media technologies such as television, mp3, video-streams, DVDs 
etc. This leads to a cannibalization of LPAs since it enables consumers to enjoy arts 
performances on demand and in their chosen environment rather than in a LPA venue 
(Caves, 2000; Andersson & Andersson, 2006). 

Factors determining individual and internal customer demand are often formed by the 
values, culture, political and social structures of their country of origin or residence 
(Duelund, 2003). Hence, in order to draw a clearer picture customer demand needs to be 
investigated in relation to that.  

The Swedish National Council for Cultural Affairs, Statens Kulturråd (Kulturråd, 2012) 
regularly researches art consumption among Sweden’s inhabitants. Since surveys about 
cultural participation in Sweden are only available since 1983, a long-term investigation of 
arts consumption has to rely on phenomena described previously. 

Cultural leisure activities are relatively popular in Sweden with around 40% of the Swedish 
population visiting LPAs at least once a year, which is more than in most other European 
countries (Duelund, 2003). Research conducted by the Swedish Kulturråd (2012) also 
confirms previously described patterns according to which age groups above 50 years tend 
to visit LPAs more often than the younger population. It also shows that females visit LPA 
performances more often than males, that education and income are positively related to 
attendance and that the size of a person’s place of residence and frequency of LPA visits 
are positively related. The main reasons for Swedes not to visit LPAs are time and money 
constraints and an unappealing program (Kulturråd, 2008; Kulturråd, 2009). 

The inhabitants of Stockholm, Gothenburg, Malmö and Lund tend to visit cultural venues 
more often than in any other region in Sweden (Tinagli, Florida, Ström & Wahlqvist, 2007). 
The findings of Tinagli et al. (2007), who investigated the creative potential of Sweden, 
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revealed that 60% of the creative class reside in Stockholm, Gothenburg, Malmö and Lund. 
Those areas also attract most immigrants and account for most innovations. 

Tinagli et al. (2007) ranked Jönköping as the 16th most creative hub out of 21 regions in 
Sweden, which at a first glance seems to be rather low. However, Jönköping’s creative 
potential increased significantly within the last 15 years, what can be seen as a consequence 
of the Swedish cultural policy, which successfully stimulated the development of 
innovations and creativity, attracted a greater creative capital and led to an expansion of 
creative and cultural activities (Tinagli et al., 2007).  

2.2.2 LPA economics and market structure 

Generating sufficient revenue to cover costs is problematic for all arts organizations, but in 
particular for LPAs. High fixed and sunk costs create a major problem for LPAs, also 
called the “cost disease” which was first introduced by Baumol and Bowen (1966). It refers 
to LPAs being losers in the phenomenon of productivity advances, which affects most 
industries positively. Unlike in manufacturing industries, many services including LPAs are 
not able to increase their productivity, hence cannot lower production costs by increasing 
output (Baumol & Bowen, 1966), therefore “over the long run, the costs of producing 
performances rises without limit relative to other things on which people spend their 
incomes” (Caves, 2000, p. 229).  

The concept of economies of scale is linked to fixed costs, which are substantial for LPAs, 
since average production costs decrease with the scale of production, leading to increasing 
returns to scale. This concept applies in particular to artists since the total costs of 
education, training and rehearsal decrease with increasing numbers of performances 
(Andersson & Andersson, 2006; Caves, 2000). It only partly applies to cultural and artistic 
facilities such as PJ, since PJ does not work with permanently employed artists, but rents 
out its facilities to performers. Nevertheless, economies of scale can be realized in terms of 
the audience size and frequency of events taking part in PJ’s facilities, since PJ’s revenue 
model is based on rental incomes and a premium, which PJ receives for ticket sales 
(L. Axelsson & K. Hertz, personal communication, 2012-01-25). 

Apart from economies of scale, PJ is also able to realize economies of scope. Economies of 
scope imply that the production process generates not only one product, but also a number 
of different thematically connected products such as merchandising. Economies of scope 
also can be realised through using LPAs facilities for several purposes rather than only for 
the production or delivery of the major product or service (Andersson & Andersson, 
2006). PJ does not utilise economies of scope by producing any merchandise under its 
brand, but rents out its facilities KJ and JT for other purposes such as conferences and 
exhibitions (L. Axelsson & K. Hertz, personal communication, 2012-01-25). 

LPAs are usually organized in competitive monopolies, which is due to the heterogeneous 
and differentiated character of the service they offer and due to the existence of only a few 
suppliers on the market. This implies that few cultural conglomerates compete between 
each other for customer attention and spending and that the market for cultural experience 
goods is shared among a few, which is due to high costs hindering new competitors. New 
competitors cannot easily enter the market if not equipped with sufficient capital and 
support of local authorities (Andersson & Andersson, 2006). 
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2.2.3 Swedish cultural policy 

Nordic countries apply certain cultural policies directed towards supporting the arts and 
culture. Three factors can be identified to have particularly shaped the Swedish cultural 
policy. Firstly, Sweden did not experience major upheavals such as the French revolution 
or an engagement in the World Wars. Secondly, Sweden had a small bourgeoisie whose 
influence on politics and culture was comparably low. Thirdly, the state church rejected 
popular cultural traditions and instead used art to promote its own status and taste 
(Duelund, 2003). These conditions formed a stable political and social order within which 
the Social Democrats as the leading party from the 1930s to the 1970s were able to install 
“the Swedish model”, which “is based on a centralised partnership between capital and 
social democracy and promotes economic progress, social equality and representative 
political democracy” (Duelund, 2003, p. 181). The foundations laid during that time still 
dominate the Swedish culture model, which understands the state as a patron subsidizing 
the arts (Duelund, 2003). The aim of this sponsorship is to maintain the quality of arts at 
the highest level and to enable every citizen to enjoy the arts independently from their 
financial situation (Frey, 2003). 

The Swedish Arts Council is the main body implementing the cultural policy resolved by 
the Swedish government and parliament. It acts under the auspices of the Department of 
Culture, and its budget and remittances are established by the Swedish government every 
year (Swedish Arts Council, 2012a). Cultural institutions in each Swedish county are 
normally financed by their respective county or municipality (Swedish Arts Council, 2012c) 
and financial aid is provided in the form of grants, subsidies, individual and organizational 
funding (Swedish Arts Council, 2012b). Governmental objectives in financing cultural 
infrastructure are prescribed in various regulations and laws and are based on the idea that 
economic and material concerns should not hinder the spreading of human, social and 
cultural values and ideas among the society and the aim to preserve cultural heritage 
(Swedish Arts Council, 2012c). Cultural policies also define it as the foremost objective of 
cultural and artistic institutions to achieve public and customer satisfaction rather than to 
meet a financial goal. Since PJ’s survival relies on governmental subsidies, as 30% of PJ’s 
yearly income takes the form of non-refundable subsidies allocated by Jönköping’s County 
(L. Axelsson & K. Hertz, personal communication, 2012-01-25), it is stressed that PJ needs 
to focus on maintaining a high level of customer satisfaction in order to ensure their 
financial stability. A high level of quality within LPA and continuous improvements are the 
key success factors for customer satisfaction and increase customer spending on LPA 
events, which is necessary due to increasing costs and competition which on the long run 
cannot be covered only by public subsidies (Stein & Bathurst, 2006; Caves, 2000; Kolb, 
2005). 

2.3 The marketing mix of LPA services 

The original marketing mix model comprised four elements, which are product, price, 
promotion and place (Borden, 1964 cited in Palmer, 2009). Due to the rise of the service 
sector, the model was later extended by the elements people, processes and physical 
evidence (Booms & Bitner, 1981 cited in Baron et al., 2009). Even though all elements of 
the services marketing mix are interrelated (Baron et al., 2009; Palmer, 2009), Booms and 
Bitner (1981 cited in Brown et al., 1991) found that the elements people, processes and 
physical evidence influence customer satisfaction in service related industries the most. 
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2.4 Product 

A product is a tangible or intangible good offered by an organization to its customers with 
the aim of satisfying their needs and wants (Palmer, 2009). Intangible goods are referred to 
as services (Baron et al., 2009). Even though a service may require tangible elements to be 
executed, Lovelock and Wirtz (2004, p.9) defined service as “an act or performance offered 
by one party to another”.  

Services are experience goods, since they cannot be completely experienced before actually 
bought and consumed, as are LPAs (Andersson & Andersson, 2006). All experience goods 
differ from standardized goods due to their characteristics of intangibility, heterogeneity, 
inseparability and perishability (Parasuraman, Zeithaml & Berry 1985, 1988; Andersson & 
Andersson, 2006).  

2.4.1 Intangibility 

Intangibility of services involves risk for the buyer (Baron et al., 2009). Cultural services are 
based on experience. The consumer judgment of intangible goods such as LPAs cannot be 
based on previous consumption or testing before buying. Although customers might base 
their choice on factors such as cultural taste, impression of a CD-recording, previous 
attendance of performances by the same artist or in the same venue, peer opinions 
(informal critics) or formal critics, it still is impossible to experience and judge a particular 
LPA event before actually attending it. Therefore, the purchase decision on whether to buy 
a ticket and attend a LPA event is based on expectations towards the combination of ticket 
costs, benefits and risks as well as a consideration of possible substitute offers. 
Expectations are considered satisfied and the paid price is seen as a good investment when 
the benefits of attending the LPA event outweigh the risks. In order to diminish risks, 
stabilize expectations towards the entertainment event and ensure marketing success, 
hosting LPA venues normally create and promote their own and the actors brand 
(Andersson & Andersson, 2006). 

2.4.2 Heterogeneity  

Heterogeneity in services constitutes that similar services delivered to different customers 
are never perceived by them in exactly the same way. The perception of services is 
influenced by, for example, by employees, personal mood and the time of the day (Baron et 
al., 2009). 

Heterogeneity in LPAs points out that an efficient way to reach audiences is to adapt 
performances to their level of expectation and knowledge in order to enable a convenient 
perception and understanding. However, the rise of technology is criticized for 
standardizing and de-personalizing entertainment and art events in order to suit the average 
consumer, making the concept of heterogeneity debatable (Andersson & Andersson, 2006).  

2.4.3 Inseparability 

Inseparability means that production and consumption cannot be separated from one 
another during the execution of the service (Baron et al., 2009). The value of a service 
delivered to a customer is determined by their co-creation through experience. Since 
customers are highly engaged in services, it is important for the service provider to measure 
the perceived service quality in order to be able to react on low service quality perceptions 
through, for example, trying to adapt customer expectations (Baron et al., 2009). 
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In LPAs, inseparability is closely related to communication. LPAs are produced for 
audience consumption on stage, meaning that production and consumption are temporarily 
and spatially inseparable, in other words that the artist and the audience co-create the 
performance (Andersson & Andersson, 2006). 

2.4.4 Perishability 

Perishability means that it is impossible to store services (Baron et al., 2009) or in the case 
of LPAs — the performance, or the visit to a LPA venue (Andersson & Andersson, 2006).  

The characteristic of perishability raises the problem of uneven demand for services, with 
highs and lows in consumption causing uncertainty for service providers regarding their 
demand forecasting and service scheduling. Service providers therefore often introduce 
pricing models and promotion campaigns to encourage customers to consume services 
more evenly over time (Baron et al., 2009). 

2.4.5 Product concept in PJ 

In order to decrease the perceived risk related to the performance, which is due to the 
described phenomenon of intangibility and perishability, PJ promotes its own brand to 
generate customer trust and brand recognition. Furthermore, PJ chooses artists selectively 
and aims to invite only those artists who previously performed successfully in PJ's venues 
or meet their target group’s taste and therefore guarantee a full house (L. Axelsson & 
K. Hertz, personal communication, 2012-01-25). 

However, due to its non-profit character, PJ is also able to take artistic risks such as 
engaging a new artist or alternative performances, which have more of a niche appeal. 
Although this endeavour might incur a financial loss, by doing so, PJ follows the premise 
of Nordic cultural policy to promote a diversified program in order to achieve a balance 
(Duelund, 2003).  

PJ cannot fully control heterogeneity, i.e. the adaptation of the performance to the average 
patron, neither influence inseparability, i.e. the level of interaction of the artist with the 
audience. However, PJ is able to indirectly influence customers’ perceptions of those 
service characteristics by controlling the technical quality of sound, stage view, comfort of 
seats, cleanliness and suitability of the venue to the performance, as well as a convenient 
scheduling of the events (L. Axelsson & K. Hertz, personal communication, 2012-01-25). 

2.5 Price 

In the context of marketing mix, price refers to the monetary compensation that producers 
receive for their services and to what the customer is willing to pay (Mankiw & Taylor, 
2006). Pricing in LPAs is meant to cover costs, be competitive and meet consumers’ 
budget constraints and willingness to pay (Andersson & Andersson, 2006).  

The demand for cultural goods is not sensitive to price changes, which is due to a learning-
by-doing process. It also tends to increase together with the individual income of 
consumers in countries experiencing economic growth, expanding recreational activities 
and increasing time allocated to their consumption (Andersson & Andersson, 2006).  

LPAs as cultural goods are usually evaluated according to customers’ willingness to pay 
(Andersson & Andersson, 2006), in other words, the maximum price which a customer is 
potentially prepared to pay for a service (Frey, 2003). Approaches commonly used to 
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evaluate how much money people are prepared to pay for LPAs are the hedonic market 
approach and the travel cost approach. 

2.5.1 Hedonic market approach 

Goods, which are characterized by hedonic pricing, are also called differentiated goods. 
Such goods can be described as being comprised of a bundle of attributes or 
characteristics, which can be for example functionality, quality, design etc. Those attributes 
or characteristics cannot be “repackaged” (Andersson & Andersson, 2006, p.113), but can 
be individually monetarily evaluated. The peculiarity of buying differentiated goods is that 
customers have to pay for an all included set of characteristics and generally cannot buy 
supplementary characteristics separately, therefore are likely to choose from a limited 
number of bundles of attributes and characteristics that form differentiated goods within 
the same category such as cars, real estate and artistic goods, infrastructure and cultural 
amenities etc. (Rosen, 1974 cited in Andersson & Andersson, 2006).  

Consumers tend to maximize their expected utilization from a purchase by choosing 
differentiated goods according to the qualities and attributes they value most. Hedonic 
consumption is based on fantasy and consumers’ emotional engagement with a service and 
satisfies only subjective and experiential needs and wants (Solomon et al., 2010). 
Consumers preferences differ based on their individual tastes, as well as according to the 
number of constraints they are facing (Andersson & Andersson, 2006). 

2.5.2 Travel cost approach 

The travel cost approach generally implies that the value of a cultural object can be 
determined by what additional costs customers are willing to bare in order to reach a 
cultural venue (Frey, 2003). In the context of this thesis, the travel cost approach explains 
why customers choose one LPA provider over another and how the additional effort such 
as travel related issues might influence customer satisfaction. 

This approach uses two assumptions. Firstly, that the cultural object is the aim of the trip, 
and that the travelling itself does not bring any pleasure. Secondly, that the cultural object is 
valued for non-market qualities, such as educational or prestige (Frey, 2003). 

Transport costs are a type of distribution cost normally carried by the customer and usually 
increase with the size of the audiences. In turn, an increasing audience size leads to “a 
greater distance between the consumers’ homes and the place of performance” (Andersson 
& Andersson, 2006, p.70). This may negatively influence the economies of scale of the 
hosting organization as customers are only willing to pay a certain amount of additional 
transport costs and will not visit a facility if those costs are subjectively too high (Frey, 
2003).  

Transport costs constitute expenditure on public transport or fuel needed to reach the 
cultural venue and parking fees, and are normally understood by customers as additional 
costs to pay on top of the ticket price (Andersson & Andersson, 2006). Hypothetically, 
solutions such as an improved public transport system, free transportation to the place of 
performance, targeting patrons in closer locations to a cultural venue, low fuel and parking 
prices may decrease distribution costs and increase the returns to scale of the hosting venue 
(Andersson & Andersson, 2006). However, not all of those solutions lay within the power 
of the hosting venue and hence cannot always be accomplished. Due to this, the risk 
remains that potential customers with no interest in one particular LPA choose an 
alternative destination, which requires less total expense. 
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2.5.3 Pricing in PJ 

LPA services are characterized as luxury goods providing emotional engagement (Solomon 
et al., 2010), hence, services provided by PJ are understood as goods for hedonic 
consumption.  

Since hosted artists set a Sweden-wide unified ticket price themselves, PJ has no control 
over any approaches towards their admission price setting, but charges an additional service 
fee of around 10% on the ticket price.  

The ticket selling process is normally observed by the performers’ agents who can adapt 
the ticket price if sales are not as successful as expected. In order to maximize their 
earnings from the service fee charge, PJ aims to repeat successful events by re-inviting 
artists who ensured a full house during their previous visits. PJ targets audiences located in 
Jönköping County and bordering regions of Västra Götaland and Kronoberg Counties. It 
does not cooperate with transport companies in order to offer customers reduced transport 
costs, which could increase PJ’s returns to scale (L. Axelsson & K. Hertz, personal 
communication, 2012-01-25). 

2.6 Place 

Place refers to the location where the service is offered, the consumer accessibility or the 
transportation of goods from the provider to the final customer (Palmer, 2009). Since 
LPAs are intangible goods, it is not possible to literally transport them to their customers 
without changing their character through the usage of modern technology such as live 
broadcasting, which is not the content of this thesis.  

In terms of LPA facilities, the location choice faces some peculiarities since the selection of 
a location for cultural venues is accompanied by great uncertainty during the investment 
decision and is irreversible upon the construction completion. Economic theories 
explaining the location logic within the cultural sector differentiate between internal and 
external scale economies (Andersson & Andersson, 2006). 

2.6.1 Internal scale economies 

Architectural facilities for cultural venues require huge investments in terms of 
construction. Those facilities are often considered cultural amenities and therefore cannot 
easily be demolished, as they enter the domain of public territorial goods and are preserved 
by law. Following the idea of intangibility and hedonic consumption in arts, it can be found 
that the audience’s willingness to pay for a cultural product is higher if it is located in an 
appealing place. This implies that consumers value pleasant experiences and are willing to 
not only pay for the core but also for peripheral services such as the location (Andersson & 
Andersson, 2006). 

The location of a cultural venue is usually fixed and durable and cannot be changed unless 
it is relocated into a new facility, which in turn requires substantial investment. Apart from 
a few exceptions, LPAs are located in metropolitan regions, mostly near transportation 
hubs and within a developed infrastructure since those conditions ensure a high and stable 
demand. Large metropolitan regions host different types of art and cultural entertainment 
facilities, which differ in terms of quality and quantity, creating the premises for 
monopolistic competition among imperfect substitute goods and niche markets 
(Andersson & Andersson, 2006). 
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2.6.2 External scale economies 

External scale economies are also addressed as agglomeration economies and are 
considered to be an effect of spatial transaction costs, implying that a co-location of the 
producer and the consumer is beneficial for both due to lower transport and other 
transaction costs for inputs and outputs. The external returns to scale in cultural industries 
are affected by the demand for labour, which in turn is stipulated by “few permanent job 
opportunities” for artists (Andersson & Andersson, 2006, p.180), short term contracts and 
the mobility of the artistic labour force around cultural facilities in the area. The number of 
cultural suppliers tends to rise with the size of the economic area, which in turn attracts 
more consumers and consequently creates a competitive market for suppliers (Andersson 
& Andersson, 2006). 

The theory of external scale economies can be subdivided into localization and 
urbanization economies (Andersson & Andersson, 2006). Localization economy stresses 
that related industries benefit from being located in spatial proximity from each other since 
it stimulates the transmission of tacit knowledge among producers and leads to creative 
regional development (Marshall, 1920 cited in Andersson & Andersson, 2006; Norton, 
2004 cited in Andersson & Andersson, 2006). Urbanization economies suggest that 
diversified urban centres embed dynamic and diversified neighbourhoods, which are open 
for creativity and innovation and therefore can be generally beneficial for producers and 
consumers (Jacobs, 1969). The supply of art and entertainment is not equally distributed 
around the residential areas since the creative class prefers to co-locate in cities with a 
vibrant city life and developed cultural infrastructure with a great and stable consumer 
demand (Florida, 2002). 

2.6.3 PJ’s location logic 

PJ manages two venues, JK and JT, which are located in different parts of Jönköping. 
Although urbanization theory states that cultural facilities are normally located in 
metropolitan regions, the authors found that the Nordic cultural policy focuses on 
promoting creative development also in smaller urban centres within Sweden, such as 
Jönköping city (Duelund, 2003). 

JK is located at Elmiavägen 13 in 554 54 Jönköping and includes two different sized 
concert halls. The Hammarskjöldsalen in JK is the largest of PJ’s venues with a capacity of 
1,100 seats and connected to a foyer accommodating up to 500 people (Jönköpings 
Konserthus & Jönköpings Teater, n.d.a). The Rydbergsalen in JK is a second hall, which 
was not included into the research since it did not host any events during the research time. 
JK was erected in 1990 in the industrial area of Jönköping as a part of the Elmia complex 
(L. Axelsson & K. Hertz, personal communication, 2012-01-25). Apart from JK, the 
complex comprises the exhibition area Elmia and the restaurant Foajé Nord Elmia, is in 
close proximity to the Scandic Elmia hotel functioning both as a hospitality and conference 
hall, the ice hockey venue Kinnarps Arena, the sporting venue Jönköpings Racketcentrum 
and connected to a parking area providing space for up to 5,000 cars. The venue can be 
reached by public transport (Eniro, 2012a; Elmia, 2012).  

Considering this, JK’s location corresponds to the theory of agglomeration economies, 
while it can be found that JT’s location refers to the concept of internal scale economies 
with JT being situated right in the city centre of Jönköping at Hovrättstorget in 553 21 
Jönköping. JT is a smaller venue with a capacity of 353 seats, based in a building of 1904, 
which is a local amenity having the status of a public heritage. The theatre was an 
independent venue until it became a part of PJ in 2003 (Jönköpings Konserthus & 
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Jönköpings Teater, n.d.). The venue itself offers no own parking spaces but car parks and 
public parking spaces are located nearby and it can also be reached by the local public 
transport. JT is located in close proximity to the city library and museum, shopping and 
business area, transportation hub Juneporten and various hotels, cafes and restaurants 
(Eniro, 2012b).  

2.7 Promotion 

Promotion refers to the communication channels used by companies to reach their target 
market. These include tools such as advertising, personal selling, public relations, sales 
promotion, sponsorship, direct and indirect marketing (Palmer, 2009). The four traditional 
components of the promotional mix are advertising, sales promotions, publicity and 
personal selling and are aimed to improve customer relations and increase sales (Crane, 
1993; Solomon et al., 2010). Advertising includes print and online media channels in order 
to inform and convince target consumers to acquire a specific product or service (Schultz 
& Schultz, 2004). Sales promotion is considered a low-dose advertising, based on passive, 
(also referred to as incidental) learning of potential buyers and is essential for products 
which are not yet of direct interest for consumers and therefore require to be constantly 
offered to them (Schultz & Schultz, 2004; Solomon et al., 2010). 

Publicity is a non-commercial form of advertising aiming to raise the level of awareness of 
a business and its products or services among consumers. In culture production systems, 
publicity is used as a communication tool promoting the attributes of a new product or 
service to potential audiences or buyers (Crane, 1993; Solomon et al., 2010). 

Personal selling is based on individual customer assistance and communication with the 
aim to convince a potential customer to make a purchase (Crane, 1993). This form of 
promotion is unusual in the culture and arts market (L. Axelsson & K. Hertz, personal 
communication, 2012-01-25). 

The promotional mix should be coherent with other elements of the service marketing mix, 
stimulate immediate purchase and is used to build long-lasting customer relationships. 
Decisions regarding the promotional mix are most effective when aiming to improve the 
organization’s image, revise advantages and disadvantages and when they are formulated to 
be objective, realistic and measurable (Crane, 1993).  

2.7.1 Promotion in PJ 

PJ actively uses advertising as a promotional element to publicise its business and does so 
using both online (facebook, twitter, e-mail newsletter, website) and offline (newspaper ads 
and advertisement flyers) media (L. Axelsson & K. Hertz, personal communication, 2012-
01-25). 

PJ promotes its facilities to potential renters and its program to potential visitors via its 
website (Programbolaget i Jönköping, n.d.a), which mainly contains an events calendar, 
booking contacts and technical information as well as details about nearby hotels, 
directions to the venues and links to their social media sites, namely facebook and twitter. 
Through their cooperation with Destination Jönköping (2010), PJ is able to list its events 
also on Destination Jönköping’s web page (L. Axelsson & K. Hertz, personal 
communication, 2012-01-25). 

Another online promotion tool used by PJ is an e-mail newsletter (Programbolaget i 
Jönköping, n.d.b), which is not sent out on a regular basis, but only when PJ’s management 
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decides to inform customers about upcoming special events or artists or wants to promote 
a special offer. The newsletter is closely linked to the website in order to increase web 
traffic and customer awareness of the website. PJ is also planning a relaunch of their 
website, which should take place in autumn 2012 (L. Axelsson, personal communication, 
2012-04-11). 

Use of the social networks facebook and twitter is becoming increasingly important for PJ 
for three reasons. Firstly, it is a free of charge promotion channel, which is cost friendly for 
PJ’s marketing budget. Secondly, it also provides the possibility to spread the word-of-
mouth among customers using a peer-to-peer network, also referred to as informal critics, 
which is considered the most trustworthy and successful marketing tool (Solomon et al., 
2010). Thirdly, it provides a feedback channel through which customers can contact PJ and 
express their opinion about the program and services in a convenient and quick way 
(L. Axelsson & K. Hertz, personal communication, 2012-01-25). 

PJ’s main offline promotional activity is a monthly advertisement in several regional 
newspapers, in which all seasonal upcoming acts are summarized in one advertisement. 
Due to the fact that Swedish employees receive their wages in the beginning of the month, 
the advertisement is strategically issued every first Saturday of the month. Another strategic 
thought behind that is that people usually spend more time reading the newspapers and are 
more likely to plan upcoming activities on the weekend. Since PJ’s target market comprises 
Jönköping County and nearby regions in adjacent counties of Västra Götland and 
Kronoberg, PJ advertises in newspapers circulating in those areas, namely in the papers 
Nöjesnytt, Jönköpings Posten, Värnamo Nyheter, Smålands-Tidningen, Vetlanda Posten, 
Trånas Tidning, Smålänningen, Skaraborgs Läns Tidningen, Västgötabladet and Falköpings 
Tidning. Some newspapers also regularly publish reviews of some events hosted by PJ, 
which is another promotional channel, although not controlled by PJ, influencing customer 
expectations and generating interest. 

Flyers, which PJ produces and distributes, aim to inform the audiences about upcoming 
performances and are mainly distributed in PJ’s venues, the public libraries in Jönköping 
and Husqvarna and the tourist offices in Jönköping and adjacent regions. PJ distributes 
around 400 flyers every week through those channels. 

Apart from this promotion, which is organized by PJ, the artists’ agents are responsible to 
advertise their acts themselves at their own cost (L. Axelsson & K. Hertz, personal 
communication, 2012-01-25; L. Axelsson, personal communication, 2012-04-11). 

2.8 People 

Services involve a high degree of human interaction. The marketing element people refers 
in this context to both the personnel of the service provider and to customers (Baron et al., 
2009). Employees engaged in the service provision can be subdivided into contact 
personnel, who directly participate within the service delivery and customer interactions 
“front region” (Grove & Fisk, 1983, p.47), and supporting personnel, who are engaged in 
organizational services hosted “backstage” (Grove & Fisk, 1983, p.47) without direct 
customer interaction. 

Contact service personnel influence customers’ perceptions of the services directly through 
interacting with customers based on predetermined “scripts” (Baron et al., 2009, p.8), 
standardised behavioural approaches, conversations and manners. However, no matter 
how well customers are approached, their individual perception of a service will still differ 
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due to their individual personalities, age, gender, socioeconomic statuses, experiences and 
expectations (Baron et al., 2009). 

Customers can be understood as co-creators. The level of their co-creation of the 
experience depends on how actively the artist stimulates co-creation and to what extent 
customers participate in performances (Baron et al., 2009), through improvisation or 
through their approval of the artist or artists (Andersson & Andersson, 2006). Apart from 
that is customer experience is influenced through their interactions with each other, which 
can be discernible or non-discernible (McGrath & Otnes, 1995 cited by Baron et al., 2009). 

2.8.1 People in PJ 

PJ employs different personnel groups. The managerial team consists of four full-time 
employees responsible for economic, managerial, technical and organisational tasks and 
also cover the areas of marketing, sales, accounting and customer service. This team works 
mainly back-stage but also has occasional customer contact through the hotline service, 
telephone bookings and sporadic front-stage customer service. 

All other employees work front-stage and on an hourly basis, being responsible for ticket 
sales and customer services on-site at the event location. Those employees are trained in 
first aid, fire safety and customer service. 

The peripheral services catering and cloakroom are outsourced to external providers. PJ is 
bound to Sodexo (Sodexo, 2012) as a catering provider through a contract covering all 
organizations belonging to the Elmia complex and has therefore limited influence on their 
service personal. The cloakroom is run by Jönköping’s Wrestling Society (JJK Samurai, 
2012) which invests all income generated through that service into their youth program, 
and as such do not come under PJ’s influence (L. Axelsson, personal communication, 
2012-04-11). 

PJ targets customers of all ages in the counties of Jönköping, Kronoberg and Västra 
Götaland. Nevertheless, PJ attracts mainly customers over 45 years old, which PJ’s 
management explains is due to the increased leisure time of older age groups and more 
available income (L. Axelsson & K. Hertz, personal communication, 2012-01-25). 

2.9 Process 

In order to be executed, services are broken down into process elements, which 
individually may cause customer satisfaction or dissatisfaction (Baron et al., 2009). 

In the context of processes, services are subdivided into core and peripheral (Baron et al., 
2009). Core service is an intangible element or an experience customers pay for (Carman & 
Langeard, 1980). Peripheral service frequently comprises tangible elements (Baron et al., 
2009) and supports the delivery of the core service in order to improve the “overall quality 
of the service bundle” (Carman & Langeard, 1980, p. 9). Since peripheral services are 
“indispensable for the execution of the core service”, they should be treated as 
interdependent (Carman & Langeard, 1980, p. 9).  

Process also refers to the service delivery flow and the manner of the service personnel in 
approaching customers (Palmer, 2009), hence, the entire service process should optimally 
be easy, comfortable and stress-free for the consumer (Baron et al., 2009). As different 
customers have different expectations towards service delivery and design, standardized 
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processes are perceived differently by them and may lead to different levels of satisfaction 
(Baron et al., 2009). 

If a service meets noticeable obstacles whilst being delivered, it is considered a service 
failure, mostly leading to customer dissatisfaction. In order to minimize this, a failure 
prevention or service recovery is usually applied (Baron et al., 2009). 

2.9.1 Service as a process in PJ 

PJ provides intangible experience goods, which can generally be addressed as services. In 
the context of the services marketing mix of PJ, the core service is a LPA event supplied by 
the artist who is hosted by PJ and for what audiences are primarily paying for; while the 
peripheral service comprises of all additional services, which may include tangible elements 
to support a better performance of the core service. Peripheral services of PJ include, but 
are not limited to, options and ease of ticket purchase, availability and attractiveness of 
promotional materials and how well patrons are informed about upcoming events, 
accessibility of venues, existence and availability of nearby parking spaces, interior and 
exterior environment of the venues and the manner and behaviour of the personnel who 
are directly or indirectly engaged with customers. 

Admission tickets can be bought directly at the performance venues and cooperating 
organizations such as the tourist office in Juneporten, the public libraries in Husqvarna and 
through PJ’s website (Programbolaget i Jönköping, n.d.c). Ticket purchase for handicapped 
customers as well as ordering assistance must be done via PJ’s hotline. It is also possible to 
reserve tickets, which must be collected no later than seven days before the event or paid 
within three days after reservation. Prepaid tickets must be collected at the latest 20 
minutes before the shows starts or can alternatively be sent home by post for an extra fee 
of 30 SEK. If still available, tickets can also be purchased in the venue prior to the 
performance commencing (Programbolaget i Jönköping, n.d.c; L. Axelsson & K. Hertz, 
personal communication, 2012-01-25).  

Accepted payment solutions are cash payment, pre-purchased vouchers or the following 
banking cards: MasterCard, Visa, Handelsbanken, Nordea and Swedbank. American 
Express and American Diners cards are not accepted since they charge the seller a 4% fee 
instead of the usual 2% fee for card payments (L. Axelsson & K. Hertz, personal 
communication, 2012-01-25). 

In case invited artists do not realize a sufficient minimum of ticket sales, PJ is forced to 
cancel the respective performance, causing a service failure of PJ in reference to those 
patrons already holding tickets and expecting the performance to take place. The recovery 
solution for such cases is to inform customers as soon as possible about the cancellation 
and return customer payments immediately. If customers purchased their tickets online, the 
ticket fee is refunded back as soon as the decision to cancel an event is made. In case the 
tickets were bought in the ticket selling points, customers receive their money back up to 
14 days before and seven days after the cancelled event. The service fee charged by PJ on 
top of the ticket price is non-refundable. PJ calls every individual customer who booked 
tickets through the ticket shop to inform them about the cancellation, which is why PJ 
requires a phone number if booking the tickets through PJ’s webpage.  

If on the contrary the demand for an act exceeds the availability of tickets for one 
performance, PJ usually arranges extra performances (L. Axelsson, personal 
communication, 2012-04-11). 
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Additional services provided by PJ but run by external organizations are a cloakroom 
which charges 20 SEK per person for usage and a bar offering various snacks and drinks to 
different prices. A new service introduced by PJ is the combination of a dinner and 
performance. Customers may choose when booking the performance tickets if they wish to 
order a dinner before the performance or can pre-order snacks and drinks for the break 
(L. Axelsson & K. Hertz, personal communication, 2012-01-25). 

2.10 Physical evidence 

Physical evidence or “servicescape” (Bitner, 1992, p. 58) refers to the “exterior and interior 
environment in which service encounters take place” (Baron et al., 2009, p. 9) and the 
“design of the service process” (Baron et al., 2009, p.10). Exterior and interior may include 
symbols and artifacts, equipment and technology, ambient conditions and the utilization of 
space (Baron et al., 2009). Service providers also use self-service technologies (Meuter, 
Ostrom, Roundtree & Bitner, 2000) or “e-scapes” (Baron et al., 2009, p.142) in order to 
increase their business hours and reduce human costs (Baron et al., 2009; Palmer, 2009).  

Elements of the service environment may be both visible and invisible for the consumer. 
Visible elements are addressed as “front region” (Grove & Fisk, 1983, p.47) and involve 
the creation of an interactive environment. Invisible elements are referred to as “back-
stage” (Grove & Fisk, 1983, p.47) and are not directly engaged with the customer, but 
necessary to support the service process (Baron et al., 2009). 

Customers are susceptible to the elements of the physical environment within which the 
service occurs (Booms & Bitner, 1981 cited in Brown et al., 1991). Iacobucci, Ostrom and 
Grayson (1995) found that among the factors influencing customer satisfaction during their 
service experience, physical environment is one of the most important. Since customers 
tend to spend a lot of time in the service facilities meant for hedonic consumption, those 
facilities have the potential to positively influence customer perceptions through an 
appealing physical environment (Wakefield & Blodgett, 1999). On the other hand, even 
though imperfections of physical facilities may appear, the fact that the servicescapes for 
LPAs are constructed as a durable facility and the circumstance that LPAs usually operate 
under financial constraints, often leaves only limited room for the improvement of 
dissatisfying physical facilities (Andersson & Andersson, 2006). 

2.10.1 Physical evidence in PJ 

The elements of physical evidence within PJ vary for the different venues: JK and JT, but 
are common in terms of the self-service technologies on PJ’s website. Customer 
satisfaction is within this research assessed through selected elements of PJ’s servicescape 
and e-scape, such as cleanliness of the venues, the quality of the stage visibility, the comfort 
of the seats and the suitability of the venues for the respective performance.  

2.11 Customer satisfaction 

The achieved level of customer satisfaction is, in the context of this study, the yardstick 
measuring the success of PJ’s marketing mix regarding its customers. Customer satisfaction 
is “determined by the overall feelings, or attitude, a person has about a product after it has 
been purchased” (Solomon et al., 2010, p. 86). Hence, consumers constantly evaluate 
products and services after their purchase through referring to their expectations (Oliver, 
1980 cited in Cronin & Taylor, 1994; Anton, 1996). The level of achieved customer 
satisfaction then describes how well products or services offered by a company meet or 
exceed customer expectations (McDoughall & Levesque, 2000). 
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Customer expectations are, as described earlier, particularly essential for service industries. 
LPA customers have to rely on their expectations and previous experience, since they 
usually have no opportunity to try out or physically see and feel a service before purchase 
and therefore, knowledge about customer expectations is essential to achieve a high level of 
customer satisfaction. 

Customer satisfaction can be broken down into transaction specific satisfaction, which 
results out of one specific purchase, in this case the visit of one LPA event, and cumulative 
satisfaction, which is the overall satisfaction as a result of all transactions made with this 
provider (Iaccobucci, Ostrom, & Grayson, 1995; Hume, Mort, Liesch & Winzar, 2005). It 
has been found that cumulative satisfaction has a stronger impact on customer loyalty, so 
even if the customers satisfaction with one specific transaction is low, it will not influence 
the general satisfaction with the service provider if the cumulative satisfaction is, based on 
previous encounters, high (Jones & Suh, 2000). This is important in the case of LPAs, since 
LPA providers such as PJ have only very limited influence of the performance quality of 
the individual artist, and therefore are regularly risking a core service failure due to the non-
predictability of LPAs provided by external artists. Anothor factor is the individuality of 
the experience and the quality of co-creation for every customer, which makes it even more 
complex and impossible to meet each customer’s demand. Although the risk of not 
satisfying a customer during one performance is high, LPAs can maintain long-lasting 
customer relationships through having in the past offered core services, which created 
customer satisfaction, and by offering high quality peripheral services. Following this, 
maintaining customer affection is rather possible when it comes to frequent visitors who 
are familiar with the provider, in this case PJ, as they have experienced its services 
previously (Hume et al., 2005). 

Customer satisfaction is also used as a performance indicator and differentiator, which has 
become a key element of every business strategy determining the long-term financial 
performance of firms. Identifying the critical factors for customer satisfaction and 
achieving long-term satisfaction is critical for most service firms where delivering superior 
value and exceeding customer expectations is the source of competitive advantage 
(McDoughall & Levesque, 2000; Jones & Sasser, 1995). 

Customer satisfaction leads to increased customer affection which again results in 
improved profits in the long run (McDoughall & Levesque, 2000; Reichheld, 1996; Anton, 
1996) through “reduced price elasticities, insulation of current customers from competitive 
efforts, lower costs of future transactions, reduced failure costs, lower costs of attracting 
new customers, and an enhanced reputation for the firm” (Anderson, Fornell & Lehmann, 
1994, p. 55). Service firms usually monitor customer satisfaction regularly through surveys. 
This provides an indication of how successful the company provides products or services 
to the marketplace (McDougall & Levesque, 2000). 

Apart from customer expectations, studies showed that quality is a second crucial factor 
deciding about customer satisfaction. Hence, firms, which offer products or services with a 
superior quality, have been shown to be most profitable (Solomon et al., 2010). 

2.12 Service quality  

Service quality can generally be described as a measure of how well the service delivered by 
a company matches customer perceptions and expectations (Baron et al., 2009). 
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It can be assessed using three alternative theories: attribute theory (Deming, 1986 cited in 
Brown et al., 1991), interaction theory (Klaus, 1985 cited in Brown et al., 1991) and 
customer satisfaction theory (Parasuraman et al., 1985 cited in Brown et al., 1991). 
Attribute theory states that service quality reflects the quality of the service delivery and 
assumes that a company’s management has direct control over this factor. Interaction 
theory on the other hand argues that service quality can be achieved through mutual 
satisfaction of the service employees and customer needs; and the consumer satisfaction 
theory suggests that service quality should be assessed by customers’ perceptions and 
experiences (Brown et al., 1991). 

Based on how the service quality phenomenon is approached in literature, Martinez and 
Martinez (2010) grouped existing models into three main concepts: the multidimensional 
reflective, the multidimensional formative and the multidimensional formative-reflective. 

 

Figure 2.2 Service quality concepts, based on Martinez & Martinez (2010) 

This paper relies on a multidimensional formative model, which implies that variations in 
the model dimensions cause variations in the service quality. The multidimensional 
formative concept can be subdivided into American (Parasuraman et al., 1985, 1988; 
Cronin & Taylor, 1992, 1994) and Nordic (Grönroos, 1993) schools’ models, within which 
the definition of service quality and the subdivision into categories varies. 

Grönroos (1993), who is the most known representative of the Nordic school, defines 
service quality as the difference between expected and experienced service quality. 
According to the Nordic school, service quality can be understood as the perceived overall 
service quality which on the one hand is influenced by customer expectations regarding the 
service, which are affected by customer needs, word of mouth, a company’s image and its 
marketing communication; and on the other hand, by the experience a customer gets from 
the service, which in turn is affected by technical and functional service dimensions. 

Scientists who represent the American school have a similar service quality definitions. 
While Parasuraman et al. (1988), who first developed the SERVQUAL model, describe 
service quality as the difference between perceived and expected service quality; Cronin and 
Taylor (1992), the “fathers” of the SERVPERF tool, argue that service quality should not 
necessarily be defined as a gap between what is perceived and what is expected, but solely 
by the service performance.  

Mostly used attribute-specific measures assessing customer satisfaction with the service 
quality delivered include, but are not limited to, tools such as SERVQUAL and 

Multidimensional reflective Multidimensional formative
Multidimensional 

formative-reflective

American school Nordic school

SERVQUAL SERVPERF Service quality model

Service-quality concepts
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SERVPERF (Willemsen, 2010). The choice of the research model for this thesis is based 
on a consideration of the advantages and disadvantages between these two models. 

Parasuraman et al. (1985, 1988) suggest that service quality should be evaluated based on a 
comparison between consumer expectations and actual service performance satisfaction 
and can be measured using a SERVQUAL model, also known as the disconformational 
paradigm or the Gap model. It is a double scale model based on at least 22 questions which 
evaluate the gap between expected and perceived quality of the customer based on the 
categories of reliability, assurance, tangibles, empathy and responsiveness (RATER) of the 
provided service (Baron et al., 2009; Willemsen, 2010).  

The reliability of this model was questioned by several researchers (Carman, 1990; Cronin 
& Taylor, 1992, 1994; Babakus & Boller, 1992; Brown, Churchill, Gilbert & Peter, 1993; 
Mels, Boshoff & Nel, 1997; Brady, Cronin & Brand, 2002), whose criticism can be 
narrowed down to claiming that the model is too demanding in terms of the customers’ 
ability to answer a dual scale questionnaire and that they tend to give biased answers 
regarding their expectations, which consequently may lead to high spending on 
“unimportant criteria that only have a minor impact on customer satisfaction” (Willemsen, 
2010, p. 22). In order to avoid this, expectations and perceptions should be assessed by the 
same customers at different times (Taylor & Cronin, 1994), which is challenging to realize. 

Cronin and Taylor (1992, 1994) introduced the SERVPERF model which is a more simple 
alternative single scale tool, which calculates a service attribute score by summing up 
individual satisfaction to an overall score. SERVPERF assesses customer satisfaction with 
the service quality through at least 22 questions. The subdivision into RATER dimensions 
is optional (Willemsen, 2010). 

SERVPERF outperforms its predecessor in terms of its ease to use and through assessing 
service quality relying on only measuring customer satisfaction with the provided service 
performance. The main disadvantage of the model is that customer expectations are not 
measured, making it impossible to compare expectations and actual performance, which 
makes it difficult to advise the service management regarding possible service 
improvements (Willemsen, 2010). Nevertheless, service elements obtaining low scores in a 
SERVPERF investigation identify points, which need to be improved and then should be 
further investigated regarding customer expectations. 

The research in this paper assesses customer satisfaction with the service quality of PJ 
referring to the customer satisfaction theory. It implies that the quality of services is 
defined by consumers’ perceptions and assessed using a SERVPERF tool with 22 
questions, which address the seven elements of PJ’s services marketing mix. Since the 
SERVPERF model is criticized for not evaluating customer expectations, they are 
measured separately in the qualitative part of the research, which is logically based on the 
results of the questionnaire.  
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3 Methodology 

This section includes appropriate methods and augmentations of why they are chosen in order to fulfil the 
purpose of this thesis. The different sections include the research design, research approach, the population, 
sampling method, sample size and the data collection. 

3.1 Research design 

Research design is defined as the framework or plan for a research study, serving as a guide 
throughout the whole data collection process (Gilbert & Churchill, 1999). One major 
classification of the research design refers to the objectives of the research and categorizes 
research into exploratory, descriptive or casual research (Gilbert & Churchill, 1999). Since 
the main objective of this research is to better identify and describe the levels of customer 
satisfaction of PJ’s audiences with the help of a questionnaire, it can be classified as a 
descriptive research. Furthermore, within descriptive research studies it can be defined as a 
cross-section type of study since it measures the sample only at one point in time (Burns & 
Bush, 2000; Kotler, Armstrong, Wong & Saunders, 2008). Apart from that, customer 
expectations and desired improvements are investigated through interviews conducted with 
PJs customers, which can be classified as an explanatory research, as they aim to investigate 
underlying motives of customer satisfaction (Williamson, 2002). 

The choice of research design affects the results and intends to embed reliability, 
replication and validity as prominent criteria of a business study (Bryman & Bell, 2007). 
The research design of this thesis can be broadly described as a revelatory case, as PJ has 
not been studied earlier (Bryman & Bell, 2007). The research contains both quantitative 
and qualitative parts. While the quantitative part can be repeated with only minor 
adaptations in similar researches, the design of the qualitative method can only be 
considered, but not entirely replicated, in other researches. This is due to the fact that 
interviews were either structured in a personalised manner in order to derive company 
information, or created with a direct link to the results of the conducted quantitative 
research.  

Since the research was conducted in form of a single organisation case study on PJ only, 
the presented results have limited external value and cannot be generalized to other cases 
or populations beyond this study (Williamson, 2002; Bryman & Bell, 2007). 

3.2 Research approach 

A mixed method approach was applied (Teddlie & Tashakkori, 2009), using both qualitative 
and quantitative methods to collect primary data. It is a sequential mixed research, meaning 
that the phases of the study occur in a chronological order (Teddlie & Tashakkori, 2009). 

Bryman and Bell (2007) define qualitative research as that, which “usually emphasizes 
words rather than quantification in collection of and analysis of data [and engages] 
inductivist, constructivist and interpretivist strategy” (p.731). It is often used to collect data 
on micro levels, study behaviours, attitudes and meanings; to generate new theories and 
find answers to underlying phenomena to answer “why” and “how” questions instead of 
working with pure statistics. Benefits and risks of qualitative research are mainly 
concentrated around the human factor. The advantage of qualitative research is the 
nearness of the researcher to the study object, i.e. audience, which allows natural 
participation in interviewing, as well as watching and observing, hence the possibility to 
gain in-depth insights. Its disadvantages include among others the subjectivity of the 
researcher, the difficulty to replicate, the tendency towards over-generalization of a 

http://www.google.se/search?hl=sv&tbo=p&tbm=bks&q=inauthor:%22Philip+Kotler%22
http://www.google.se/search?hl=sv&tbo=p&tbm=bks&q=inauthor:%22Gary+Armstrong%22
http://www.google.se/search?hl=sv&tbo=p&tbm=bks&q=inauthor:%22Veronica+Wong%22
http://www.google.se/search?hl=sv&tbo=p&tbm=bks&q=inauthor:%22John+A.+Saunders%22
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problem, the lack of transparency, the barrier to source access, anxiety during the 
conversation and ethical problems. The main tool of the qualitative method is the interview 
(Bryman & Bell, 2007). 

Qualitative research conducted in this thesis comprises semi-structured interviews. 
Interviews with PJ’s management were carried out to obtain background information about 
the company and which investigations were needed and useful for PJ. Customer interviews 
were conducted in order to gain an understanding of what customers expect from PJ’s 
service and what changes or improvements they desired. Besides, a comment field in the 
questionnaire allowed the collection of additional qualitative information. 

Quantitative research entails “the collection of numerical data and as exhibiting a view of 
the relationship between theory and research as deductive, a predilection for a natural 
science approach [and of positivism in particular], and as having an objectivist conception 
of social reality” (Bryman & Bell, 2007, p. 154). Quantitative methods are normally well 
structured, focused on numbers and meant for theory testing rather than building new 
concepts. It is usually conducted on a macro level and involves a high number of 
participants to receive a sufficient amount of reliable data in order to generalize results. The 
peculiarity of this method is that the researcher can conduct the survey even with personal 
distance to the participants. The main tools of quantitative method are questionnaires or 
quizzes. Just as in qualitative methods, quantitative ones often concentrate on behaviours 
and attitudes and are widely applied in social science, business studies and statistics 
(Bryman & Bell, 2007). The quantitative tool used in this investigation is a questionnaire 
handed out to PJ’s current audience in order to obtain information about how customers 
perceive services provided by PJ. 

An overview of the methodological approach presented in table 3.1. 

Approach Mixed method 

Method Qualitative research Quantitative research 

Tool 
Interview Questionnaire 

Semi-structured Semi-structured Pilot study Final 

Target group Management Customers Patrons Patrons 

Aim General information Expectations Validation Perceptions 

Channel Face-to-face Telephone Field Field Online 

Table 3.1 Methodology overview 

3.3 Population 

Population refers to the set of all individuals of interest or the measurements obtained 
from those individuals (Groebner, Shannon, Fry & Smith, 2008), to which one desires to 
generalise survey results (Dillman, Smyth & Christian, 2009). The list of all individuals in 
the population from which the sample is to be drawn is referred to as the frame 
(Dillman et al., 2009), where each individual is addressed as a sampling unit (Groebner et 
al., 2008). The sample frame depends on the aim of the research and the availability of the 
sampling units (Groebner et al., 2008). 

The population targeted by PJ consists of residents of Jönköping County, which comprise 
Aneby, Eksjö, Gnosjö, Gislaved, Habo, Jönköping, Mullsjö, Nässjö, Sävsjö, Tranås, 
Vaggeryd, Vetlanda, Värnamo and Ydre; and regions in adjacent counties, namely Götene, 
Skara, Vara, Falköping and Tidaholm of Västra Götaland County and Ljungby, Markaryd 
and Älmhult of Kronoberg County (L. Axelsson & K. Hertz, personal communication, 
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2012-01-25). The total population from the geographical area of interest was calculated 
from the database of the Statistiska Centralbyrån Sverige (2010) and amounted to 480,769 
people (Appendix B).  

3.4 Sampling method 

The research is based on a non-probability sampling technique (Bryman & Bell, 2007), 
which can also be referred to as non-statistical (Groebner et al, 2008), since it uses a non-
randomized approach towards the sampling selection, meaning that some parts of the 
population are more likely to be grasped than others (Bryman & Bell, 2007). This technique 
is commonly used for decision-making processes in research and aims to collect a sample 
size “close to the representative of the population” (Groebner et al., 2008, p.39). The 
research of this paper uses convenience sampling as a type of non-probability sampling 
(Bryman & Bell, 2007), which is based on accessibility and ease of the selection of the 
sample units from the population (Groebner et al., 2008). The research selected the sample 
size from the population, which is targeted by PJ, but also responses from inhabitants of 
other residential areas were considered. PJ’s current audiences were available and could be 
approached in the field during the scheduled performances as well as electronically and by 
phone. Under the reality constraints, non-randomised sample size can be also motivated by 
the fact that only those patrons who were interested and willing to participate in the survey 
and interviews could be considered as the population representatives. 

3.5 Sample size 

One major research consideration concerns the size of the sample. In order to achieve 
reliable results, the sample should be big enough to contain “a segment of the population, 
which represents the population as a whole” (Kotler et al., 2008, p. 343). According to the 
approach used in business statistics, a level of confidence and a margin of error should be 
considered (Groebner et al., 2008). These parameters can be set in advance since they 
normally depend on the researcher and can be adjusted during the research. Many statistical 
approaches calculate the sample size with a confidence interval of 95%, meaning that the 
researcher is able to rely on the results with a 95% confidence, hence can be sure to 95% 
that the target group behaves, feels and acts in the same way as the sample size (Groebner 
et al., 2008). 

According to Anton (1996, p.89) the formula to determine the sample size with 95% 
confidence is as follows: 

Sample Size = 2,500×N×(1.96)2/(25×(N-1)+2,500×(1.96)2), 

where N = total population, and 
z-score = 1.96, the confidence coefficient. 
 
Therefore, the minimum absolute sample size required to participate in our survey in order 
to reach a 95% confidence interval can be determined according to the formula: 

2,500×480,769×3.8416/25×(480,769-1)+(2,500×3.8416)=384.38=384 respondents. 

The sample size was drawn from visitors attending performances held in PJ’s venues JK 
and JT, as well as via PJ’s homepage during March 2012. The aimed sample size constituted 
384 respondents, but the completed sample size constituted 398 respondents. 396 of those 
responds were useable, which exceeds the target sample size by 12. 
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The sample size of the qualitative research comprises eight people, who were reached 
within the research period out of a sample size of 16 contacts. The interviewees were 
chosen with the aim to obtain information from diverse groupings of age, gender and 
occupation and depended on the availability of the interviewees. 

3.6 Data collection 

The primary data was collected through a survey. The data collection involved a 
combination of various methodological instruments such as semi-structured and 
unstructured interviews with PJ’s management and selected customers, as well as 
questionnaires directed only towards PJ’s current customers. While interviews were 
conducted either face to face or by telephone, the questionnaires were handed out and 
collected personally during performances held in PJ’s venues and distributed via PJ’s 
webpage. 

3.6.1 Interviews with PJ 

The qualitative research, which focused on collecting data about PJ, was designed in the 
form of a semi-structured personal interview with PJ’s management. Following this 
approach, a list of questions was prepared which served as a guide during the interview for 
which some flexibility was allowed (Williamson, 2002) (Appendix C). The initial interview 
in January, 2012 took the form of a semi-formal dialogue, which was coded in written 
notes. The notes were then edited and corrected in order to transmit the core of the 
conversation. The transcript was finally analyzed and turned into a paraphrased interview 
summary that served to guide further analysis. This first interview was laid out to obtain 
general company information and discuss the scope and limitations of the study. It lasted 
about 70 minutes and progressed smoothly, although there was a minor language barrier, 
since the interview was held in English, which was not the native language of the 
participants.  

In order to constantly coordinate the work progress, contact with PJ’s management was 
maintained through regular contact via email, telephone or through personal meetings. 
Conversations took the form of unstructured dialogs as they addressed research routine. 
The obtained information were transcribed into working notes and incorporated into the 
background studies and research process. 

3.6.2 Interviews with customers 

The interviews with PJ’s customers were designed in the form of semi-structured individual 
interviews, meaning that every customer was individually asked the same questions in the 
same sequence (Williamson, 2002). The question catalogue was created based on the results 
obtained through the descriptive statistics of the quantitative data, the interviews with PJ’s 
management and comments the researchers obtained on the questionnaire or personally 
from customers. Hence, services which either were evaluated with a low score by 
customers or mentioned in the dialogues, built the framework for the questions asked in 
the customer interviews. Since the SERVPERF model is not designed to collect data about 
expectation (Williamsen, 2010), the expectations were collected through interviews with 
customers who volunteered to participate. Customers were also allowed to give additional 
comments, which were not directly linked to the question catalogue. 

Semi-structured interviews were chosen due to a time limitation of around 10-20 minutes 
per conversation. The desired improvements of service quality were assessed by seven 
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questions (table 4.18, section 4.2.2). The interviews were held by telephone in Swedish or 
English during April 2012 and transcribed by means of taking notes during the sessions. 

3.6.3 Questionnaire 

Quantitative primary data was collected through a questionnaire, with the aim to gather 
particular information about how current audiences perceive PJ’s services (Appendix D). It 
included a combination of opinion questions linked to the seven “P”s of PJ’s marketing 
mix, factual questions, closed, and open questions (Williamson, 2002). The questionnaire 
consisted of 31 questions. The first part of the questionnaire included 22 opinion questions 
aimed to evaluate the customer satisfaction with the services provided by PJ, followed by 
an additional nine questions to collect information about the searching habits of customers, 
their interest in new products, the frequency of their visits and demographic information. 

The opinion questions were constructed to measure the performance of service quality 
provided by PJ on a 5-point Likert scale ranging from one to five, where one refers to 
“strongly agree” and five to “strongly disagree” (Cronin &Taylor, 1992). The results 
obtained through a Likert scale are transcribed from a customer and provider point of view 
as presented in the table 3.2. 

Likert scale point Transcript of customer perspective Transcript of service provider perspective 

1 
Extremely dissatisfied with service 

performance 
Extremely poor service performance 

2 Dissatisfied with service performance Poor service performance 

3 Barely satisfied service performance Sufficient service performance 

4 Satisfied with service performance Good service performance 

5 Extremely satisfied with service performance Excellent service performance 

Table 3.2 Authors’ interpretation of scores based on Likert scale 

The option “non applicable (N/A)” was also given. Since the format of the questions was 
based on a SERVPERF model, similar SERVPERF studies were previously consulted in 
order to gain a deeper understanding of the methodology and construction of a 
SERVPERF model. Namely the research conducted by Cronin and Taylor (1992), Hume 
and Mort (2008), Davis and Swanson (2009) inspired the questionnaire design in terms of 
the question formulation and the applied Likert scale.  

The SERVPERF part of the questionnaire investigates satisfaction levels of the current 
customers towards the seven “P”s of PJ’s marketing mix through questions, which 
addressed each element of the marketing mix (Appendix E). The questionnaire was 
distributed personally in the field during performances in PJ’s venues (Appendix F), as well 
as electronically via PJ’s homepage, during March 2012. The questionnaire was available in 
both Swedish and English. The online version of the questionnaire was created using the 
software Qualtrics (n.d.). 

Considering the criticism on SERFPERF, it was decided to investigate customer 
satisfaction with service quality through a questionnaire and collect data about customer 
expectations in the next research phase through personal interviews. 

3.6.4 Pilot study: Questionnaire 

A pilot study is meant to test whether the questions asked by a researcher are effectively 
understood and answered. It is usually introduced after a questionnaire is being constructed 
and before it actually is launched (Bryman & Bell, 2007). A pilot study for this research was 
conducted during a music and comedy performance in JK on February 17, 2012. This 
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preliminary study identified points for improvement mainly in the SERVPERF part of the 
questionnaire. 

The authors decided to include the answer option N/A (not applicable) since several 
customers recommended that option, as selected questions did not apply to them. 
Although the SERVPERF model is originally constructed using a seven-point Likert scale, 
in order to reduce customer confusion, which appeared during the pilot studies, and the 
time needed to complete the questionnaire, the researchers decided to follow Anton (1996) 
recommendation and used a five-point Likert scale. 

Since Swedish customers had difficulties understanding the word “design” in the Swedish 
statements Q4: “Jag gillar biljetternas design” (“I like the design of tickets”) and Q5: “Jag 
gillar kampanjmaterialets design” (“I like the design of the promotional materials”), those 
statements were changed into “Jag gillar biljetternas utseende” and ”Jag gillar 
kampanjmaterialets utseende”, substituting “design” with “utseende”, which can be 
translated into English as “look”. The statement Q8: “Arrangörslokalen har goda 
parkeringsmöjligheter” (“The venue offers sufficient parking spaces”) was rephrased into 
“Det är enkelt för mig at finna en parkeringsplats in närheten av arrangörslokalen” (“It is 
easy to find a parking space close to the venue”. Such wording addressed PJ’s venues, JK, 
which provides parking spaces, and JT, which does not have parking spaces.  

As many visitors approached the researchers with additional comments or wrote down 
own comments on the questionnaire paper, a free field, which allowed people to note their 
own comments was included. 
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4 Empirical findings 

This section includes a summary of the data gathered and applied statistical processing. It starts with an 
overview of the processing methods applied to the quantitative data, followed by a presentation of the results. 
The qualitative data obtained is presented in the second part, where a summary of the information gathered 
is provided. 

4.1 Quantitative data 

4.1.1 Reliability of the scale 

In order to check whether reliable results were obtained through the applied scale, the 
internal consistency of the scale needs to be verified. The internal consistency refers to “the 
degree to which the items that make up the scale are all measuring the same underlying 
attribute” (Pallant, 2010, p. 6.). It is commonly measured by calculating a Cronbach’s alpha 
coefficient (Pallant, 2010). 

According to DeVellis (2003 cited in Pallant, 2010), the Cronbach alpha coefficient should 
be above 0.7 in order to indicate a high level of internal consistency. Since the Cronbach 
alpha calculated for the data collected through a Likert scale in the SERVPERF part of the 
questionnaire (questions 1 to 22) is 0.929, the scale can be evaluated as having a high level 
of internal consistency and is reliable to be used for further analysis. 

Cronbach’s 

Alpha 

Cronbach’s Alpha based on 

standardized items 
N 

0.926 0.929 22 

Table 4.1 Reliability of the scale 

4.1.2 Data processing steps 

In order to provide the reader with a better understanding of the quantitative data 
processing, an overview of the further steps is presented in figure 4.1. 

 

Figure 4.1 Quantitative data analysis 

Continuous Variables
(Source: Questionnaire Q1-22)
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In order to ensure better readability, the individual questions of the questionnaire in the further 
analysis were addressed as Q1 for question 1, Q2 for question 2, Q3 for question 3 etc. 

4.1.3 Descriptive statistics for categorical data 

The questionnaire collected categorical data about which information sources customers 
prefer to use in order to stay informed about upcoming events by PJ, whether they have an 
interest in new product combinations, how frequently they visit PJ venues and information 
about their socio-demographics characteristics. These issues were addressed in questions 23 
to 30 of the questionnaire. In order to generate data usable for the analysis, the results 
received from some questions were reorganised so that their statistical frequencies are 
equal to or more than five in at least 80 percent of the data (Pallant, 2007). The results of 
the descriptive statistics of the reorganized categorical data are illustrated in table 4.2. 

Characteristic 
Distribution 

Characteristic 
Distribution 

N % N % 

Information 

sources used 

Jönköpings-Posten 210 53.03 
Gender 

Female 229 57.83 

PJ’s homepage 170 42.93 Male 167 42.17 

Friends’ recommendations 81 20.45 

Age group 

under 25 55 13.89 

Nöjesnytt 65 16.41 from 25 to 44 70 17.68 

Facebook 23 5.79 from 45 to 64 204 51.52 

E-mail 21 5.29 65 and older 67 16.92 

Others* 98 24.69 

Occupation 

Student 42 10.60 

Entertainment 
package 

interest 

Performance and coffee break 186 46.97 Unemployed 6 1.52 

Performance and drinks 159 40.15 Employed 206 65.65 

Dinner and performance 136 34.34 Retired 68 17.17 

Consider 

oneself a 
regular visitor 

Yes 289 72.98 Self employed 20 5.05 

No 107 27.02 
Residence 

Jönköping County 367 92.68 

Number of 

visits, 
year 

from 1 to 2 206 52.02 Other counties 29 7.32 

from 3 to 4 123 31.06 
*others: Värnamo Nyheter (3.53%), Smålands-Tidningen (6.30%), 
Vetlanda-Posten (4.28%), Tranås Tidning (1.76%), Smålänningen 

(1.01%), Skaraborgs läns tidningen (0.25%), Västgötabladet 
(0.25%), Falköpings Tidning (1.01%), Destination Jönköping web 

page (5.04%), JK&JT twitter (1.26%) (multiple choices were 
allowed) 

from 5 to 6 44 11.11 

7 and more 23 5.81 

Table 4.2 Descriptive statistics categorical data 

The obtained results showed that the majority of customers use Jönköpings-Posten 
(53.03%), PJ’s homepage (42.93%) and recommendations of friends (20.45%) as their main 
information source about upcoming events hosted by PJ. 

Out of the questions investigating customer interest in entertainment packages, the 
combination of a performance and coffee break is interesting for 46.97% of the questioned 
visitors, the combination including a performance and drinks to 40.15% and the 
combination of a performance and a dinner to 34.34%. 

Most visitors (72.98%) consider themselves as regular annual visitors of PJ’s facilities, with 
52.02% of the participants visiting JK or JT once or twice, 31.06% three to four times, 
11.11% five to six times and 5.81% seven or more times. 

Data was obtained from 229 females (57.83%) and 167 males (42.17%). The age group 
with the highest representation with 51.52% is between 45 and 64 years old, followed by 
visitors aged between 25 and 44 (17.68%), 65 and older (16.92%) and visitors under 
25 years old (13.89%). Regarding customers’ occupation, it was found that the majority are 
employed (65.65%), followed by retired visitors (17.17%), students (10.60%), self-
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employed visitors (5.05%) and unemployed guests (1.52%). The majority (92.68%) live in 
Jönköping County. 

4.1.4 Descriptive statistics for continuous data 

The SERVPERF tool (Q1-Q22) of the questionnaire collected continuous scaled data 
about the level of customer satisfaction with the services provided by PJ. In order to 
analyze the overall strengths and weaknesses of the individual elements of PJ’s marketing 
mix, the questions were investigated individually and also clustered according to their 
respective marketing mix element. The descriptive statistics for continuous variables are 
presented in table 4.3. 

Individual Question N Mean SD 

Services 

marketing 
mix element 

Total score  

Jönköpings Konserthus & Jönköpings Teater offers entertainment events, 

which I am interested in (Q1). 
391 3.82 0.91 

Product 

(core 
service) 

3.96 I am satisfied with entertainment offered by Jönköpings Konserthus & 
Jönköpings Teater (Q11). 

383 3.97 0.84 

The performance always starts on time (Q17). 351 4.11 0.79 

A good variety of refreshments is available (Q16). 345 3.63 0.95 Product 
(peripheral 

service) 

3.92 
I am satisfied with the provision for my special needs (Q22). 292 4.27 0.75 

It is easy for me to stay informed about forthcoming events (Q3). 386 3.92 0.96 

Promotion 3.57 I like the design of the promotional materials (Q4). 318 3.45 0.86 

I like the design of the tickets (Q5). 347 3.29 1.01 

The ticket booking process is easy to perform (Q2). 376 4.15 0.95 

Process 4.02 

The speed of entry into the venue is good (Q9). 384 4.13 0.81 

The starting time of the performance is convenient for me (Q10). 390 4.19 0.77 

It is easy to give Jönköpings Konserthus & Jönköpings Teater feedback 

about events (Q19). 
310 3.52 1.02 

The staff are friendly (Q20). 382 4.33 0.72 
People 4.33 

The staff are helpful (Q21). 375 4.33 0.70 

The venue is convenient to reach (Q7). 394 4.23 0.84 
Place 4.18 

It is easy to find parking spaces close to the venue (Q8). 364 4.12 1.00 

The venue is clean (Q12). 384 4.30 0.73 

Physical 

evidence 
4.15 

The acoustic is good (Q13). 375 4.19 0.75 

The view is good (Q14). 377 4.13 0.79 

The seats are comfortable (Q15). 374 4.07 0.83 

The venue is suitable for the performance (Q18). 368 4.05 0.78 

I feel that I receive the appropriate value for the ticket price I pay (Q6).  383 3.94 0.80 Price 3.94 

Total Satisfaction Score 4.02 
   

Table 4.3 Descriptive statistics continuous data 

PJ obtained a score of 4.02 out of five in terms of the overall customer satisfaction. 
Besides, all services marketing mix elements scored more than three points out of five on 
Likert-scale, which implies that the level of satisfaction among the current customers was 
higher than neutral. 

The questions Q1, Q3, Q4, Q5, Q6, Q11, Q16 and Q19 (as marked in the table) were 
found to have relatively low scores. Those are the questions evaluating customer 
satisfaction with the entertainment program (3.82 and 3.97), customer satisfaction with the 
refreshments (3.63), the question regarding if customers find it easy to stay informed about 
upcoming events (3.92), the satisfaction with the design of the promotional materials (3.45) 
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and tickets (3.29). The satisfaction with the price (3.94) and the ease to provide feedback 
on the services offered by PJ (3.52). 

The scores calculated for each element of the services marketing mix showed that the 
lowest satisfaction scores was obtained by the elements promotion (3.57), product as a core 
service (3.96) and peripheral service (3.92). 

4.1.5 Exploring the assumption of normal-distribution 

In order to determine whether to use parametric or non-parametric statistics for quantitative 
data analysis the questionnaire results were controlled for normality (Pallant, 2007). 

The frequency distribution of the continuous data obtained through the SERVPERF questions 
(Q1-Q22) was investigated to assess the properties of the score distribution. A normal 
distribution is characterized as a bell-shaped curve with the majority of scores laying around the 
centre of the distribution and the bar of the histogram getting smaller the further away it moves 
from the centre. It implies that, as the scores start to deviate from the centre, they become 
infrequent. A distribution can deviate from the normal distribution by being skewed either 
positively or negatively (lack of symmetry) and their kurtosis (pointyness) (Field, 2009).  

An investigation of the histograms for Q1-Q22 showed that the frequency distribution is in 
all cases negatively skewed (frequent scores are at the higher end) and that the tails point 
either towards the positive or negative scores of the scale.  

Since the investigation of histograms is “subjective and open to abuse” (Field, 2009, 
p. 139), the authors also investigated the distribution using a numerical analysis of 
descriptive statistics of frequencies. The results are presented in table 4.4. 

Question 
N 

Mean 
Std. Error 
of Mean 

Skewness Kurtosis 
Valid Missing 

Q1 391 5 3.82 0.05 -0.374 -0.265 

Q2 376 20 4.15 0.05 -1.197 1.302 

Q3 386 10 3.92 0.05 -0.635 -0.034 

Q4 318 78 3.45 0.05 -0.043 0.047 

Q5 347 49 3.29 0.05 -0.193 -0.1 

Q6 383 13 3.94 0.04 -0.633 0.811 

Q7 394 2 4.23 0.04 -1.030 0.846 

Q8 364 32 4.12 0.05 -0.937 -0.003 

Q9 384 12 4.13 0.04 -0.675 0.229 

Q10 390 6 4.19 0.04 -0.853 0.738 

Q11 383 13 3.97 0.04 -0.66 0.423 

Q12 384 12 4.3 0.04 -0.695 -0.284 

Q13 375 21 4.19 0.04 -0.488 -0.566 

Q14 377 19 4.13 0.04 -0.65 0.303 

Q15 374 22 4.07 0.04 -0.536 -0.405 

Q16 345 51 3.63 0.05 -0.218 -0.489 

Q17 351 45 4.11 0.04 -0.345 -0.941 

Q18 368 28 4.05 0.04 -0.376 -0.517 

Q19 310 86 3.52 0.06 -0.573 0.297 

Q20 382 14 4.33 0.04 -0.962 1.053 

Q21 375 21 4.33 0.04 -0.942 1.2 

Q22 292 104 4.27 0.04 -0.685 -0.221 

Table 4.4 Frequency distribution continuous data 
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According to Field (2009), “in a normal distribution the values of skew and kurtosis are 0” 
(p. 19), since all values for skews and kurtosis of the obtained data deviate from 0, it can be 
concluded that the data is not normally distributed. 

In order to confirm this result, a Kolmogorov-Smirnov (K-S) test, which compares “the 
scores in the sample to a normally distributed set of scores with the same mean and 
standard deviation” (Field, 2009, p. 144) was conducted. The obtained test results are 
presented in table 4.5 below. 

Question  
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df p Statistic df p 

Q1 0.235 195 0.000 0.856 195 0.000 

Q2 0.267 195 0.000 0.776 195 0.000 

Q3 0.226 195 0.000 0.843 195 0.000 

Q4 0.288 195 0.000 0.837 195 0.000 

Q5 0.239 195 0.000 0.882 195 0.000 

Q6 0.293 195 0.000 0.825 195 0.000 

Q7 0.283 195 0.000 0.788 195 0.000 

Q8 0.264 195 0.000 0.808 195 0.000 

Q9 0.253 195 0.000 0.826 195 0.000 

Q10 0.263 195 0.000 0.807 195 0.000 

Q11 0.248 195 0.000 0.824 195 0.000 

Q12 0.286 195 0.000 0.786 195 0.000 

Q13 0.254 195 0.000 0.792 195 0.000 

Q14 0.247 195 0.000 0.812 195 0.000 

Q15 0.237 195 0.000 0.819 195 0.000 

Q16 0.207 195 0.000 0.880 195 0.000 

Q17 0.245 195 0.000 0.797 195 0.000 

Q18 0.218 195 0.000 0.838 195 0.000 

Q19 0.212 195 0.000 0.865 195 0.000 

Q20 0.291 195 0.000 0.777 195 0.000 

Q21 0.298 195 0.000 0.762 195 0.000 

Q22 0.270 195 0.000 0.793 195 0.000 

a. Lilliefors Significance Correction 

Table 4.5 Kolmogorov-Smirnov and Shapiro-Wilk test 

The test statistic for the K-S test is denoted by D(195)=0.000, p<0.05, for Q1-Q22, which 
is a significant result, hence the distribution in these questions is significantly different from 
a normal distribution. The non-normality could also be caused by missing values, resulting 
from the answer option N/A (not applicable), which was given in the questionnaire.  

Concluding the results of the tests conducted in this subsection, non-parametric tests are 
applied for further analysis. 

4.1.6 Non-parametric statistics 

This section presents the results of non-parametric tests, also called distribution-free tests, 
which were applied for the testing of categorical data and not normally distributed continuous 
data (Pallant, 2007). The testing utilized results obtained from the questionnaire and the 
individual points tested and are addressed as research problems (RP). Non-parametric tests 
applied in the research include the chi-square test for independence, Kruskal-Wallis test and 
Mann-Whitney U test for large samples (Pallant, 2007).  
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The chi-square test for independence was applied in order to explore whether there is an 
association between categorical variables (Pallant, 2007) specifically between the number of 
visits and gender, age and place of residence. 

Cramer’s V (φc) was applied for chi-square test for independence for tables, which consist 
of more than two columns and two rows (Pallant, 2007). It indicates the strength of 
association between the variables through presenting values from 0 to 1, indicating no (0) 
or strong (1) effect. When Cramer’s V (φc) equals 0.19 or smaller, the association between 
the variables it is interpreted as very small; when it lays in the interval between 0.20 to 0.39 
it indicates a low association; when laying between 0.40 to 0.69 it corresponds to a modest 
association; when laying between 0.70 to 0.89, a high association and values from 0.90 to 1 
correspond to a very high association (Bryman & Cramer, 1997 cited in Matthew & Sutton, 
2004). 

The Mann-Whitney U, and Kruskal-Wallis tests explore how levels of satisfaction with the 
services marketing mix depend on categorical variables (Pallant, 2007; Field, 2009). 

In order to investigate whether the identified significant results occurred not by chance and 
are objective, the effect-size test was applied. Pearson’s correlation coefficient (r) was 
applied for Mann-Whitney U test as a “measure of the strength of an experimental effect” 
(Field, 2009, p.57). Pearson’s correlation coefficient (r) takes absolute values from 0 to 1, 
indicating no (0) or strong (1) effect. It can be calculated using the following formula: 
r=z/√N, where N=total number of cases. According to Cohen’s criteria (Cohen, 1988 
cited in Pallant, 2007; Field, 2009) if the calculated result equals or is greater than r=0.1 it 
corresponds to a small effect and explains 1% of the total variance in the sample. If the 
obtained result equals or is greater than r=0.3 it refers to a medium effect and explains 9% 
of the total variance in the sample, and if the obtained result equals or is greater than r=0.5 
it corresponds to a large effect and explains 25% of the total variance in the sample. 

4.1.7 Chi-square test for independence 

The first research problem (RP1) investigates whether there is a relationship between the 
gender of customers and their number of visits to PJ. It is based on the assumption 
expressed by Kulturråd (2012) that Swedish females tend to visit cultural events more actively 
than males and examines if this argument also applies to PJ’s customers. The test is based on 
the observations of two groups of categorical variables, with gender (male or female) as an 
independent variable and the number of annual visits to PJ venues (1 to 2, 3 to 4, 5 to 6, and 
7 and more) as a dependent variable. The results showed that the probability (p) of Pearson’s 
chi-square (χ2) is 0.669>0.05, indicating that the result is not significant meaning there is no 
relationship between the number of visits and gender. This outcome was also reinforced by 
Cramer’s V (φc), which equals 0.003<0.19, indicating that statistical significance occurred by 
chance and there is a very insignificant association between the variables (Bryman & Cramer, 
1997 cited in Matthew & Sutton, 2004), which leads to the conclusion that there is no 
association between gender and number of visits in PJ’s audience. 

The second research problem (RP2) investigates whether there is a relationship between the age 
of customers and their number of visits to PJ. It is based on PJ’s assumptions that middle aged 
and elderly people visit the venues more often than younger ones (L. Axelsson & K. Hertz, 
personal communication, 2012-01-25), which is reinforced by the secondary research implication 
that the age groups above 50 visit LPA events more often than the younger population 
(Kulturråd, 2012; Kolb, 2005). The test is based on the observations of two groups of categorical 
variables, were age group (less than 25, from 25 to 44, from 45 to 64, and 65 and older) is an 
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independent variable and the annual number of visits to PJ (from 1 to 2, from 3 to 4, from 5 to 6, 
and 7 and more) is a dependent variable. The Pearson’s chi-square (χ2) probability value (p) equals 
0.003<0.05, implying the significance of the result, i.e. there is an association between customers’ 
age and their number of visits. However, the value of Cramer’s V (φc) equals 0.063<0.19 
indicating insignificant associations between the variables (Bryman & Cramer, 1997 cited in 
Matthew & Sutton, 2004). Conclusively, there is a very small association between age and the 
number of visits in PJ’s audience. 

The third research problem (RP3) investigates whether there is a relationship between the 
place of residence of customers and their number of visits to PJ. It is based on the 
secondary research stating that the place of residence affects the number of visits (Tinagli 
et al., 2007; Kulturråd, 2012) and PJ’s assumptions that patrons from all targeted areas such 
as Jönköping, Västra Götland and Kronoberg County show similar patterns of visits 
(L. Axelsson & K. Hertz, personal communication, 2012-01-25). It proved to be false when 
Västra Götaland and Kronoberg County originally showed very low frequencies not usable 
for the test. The original frequencies obtained from the descriptive statistics for residence 
showed that the sample size 367 (92.7 %) mostly comes from Jönköping County, with just 
two people (0.5%) coming from Västra Götaland County and only one person (0.3%) from 
Kronoberg County. The other 26 (6.6%) people visited PJ from the other areas of Sweden, 
namely Borås, Brännö, Dalstorp, Halmstad, Hjo, Hok, Landskrona, Malmö, Reftele, 
Skövde, Stockholm, Ulricehamn and Växjö. Therefore, as mentioned earlier (table 4.2, 
section 4.1.3), the category “place of residence” was reorganized into only two categories, 
“Jönköping County” and “Other”. The categories for the number of visits “from 5 to 6” 
and “7 and more” were clustered into one group “5 and more” due to showing low 
frequencies within the framework of this test. The test is based on the observations of two 
groups of categorical variables, were the category “residence” (Jönköping County and other 
areas of Sweden) is an independent variable and the “annual number of visits” to PJ (from 
1 to 2, from 3 to 4, 5 and more) is a dependent variable. The Pearson’s chi-square (χ2) 
probability value (p) is 0.004<0.05, indicating a significance of the result, i.e. implying that 
there is a relationship between number of visits and location. The Cramer’s V (φc) equals 
0.19<0.198<0.20 illustrating almost a medium association between the variables (Bryman 
& Cramer, 1997 cited in Matthew & Sutton, 2004), which leads to conclusion that there is 
an association between the place of residence and the number of visits. 

The results for the three chi-square test for independence are presented in table 4.6. 

Independent variable 

Dependent variable 

χ2  

  

φc
a 

Number of visits per year p 

from 1 to 2 from 3 to 4 from 5 to 6 7 and more  (2-sided) 

N % N % N % N %   

Gender 
Female 114 49.8 75 32.8 25 10.9 15 6.6 

1.556 0.669 0.003 
Male 92 55.3 48 28.7 19 11.4 8 4.8 

Age 

under 25 39 70.9 9 16.4 6 10.9 1 1.8 

24.576 0.003 0.063 
from 25 to44 44 62.9 20 28.6 5 7.1 1 1.4 

from 45 to 

64 
97 47.5 72 35.3 22 10.8 13 6.4 

65 and older 26 38.8 22 32.8 11 16.4 8 11.9 

Residence 
Jönköping 181 49.3 122 33.2 64 17.4 

15.511 0.004 0.198 
Other 25 86.2 1 3.4 3 10.3 

Table 4.6 Chi-square test for independence 
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4.1.8 Kruskal-Wallis test 

The fourth research problem (RP4) investigates whether there is a difference in the levels 
of customer satisfaction across the four age groups.  

The Kruskal-Wallis test revealed that customer satisfaction does not significantly differ 
across the age groups in Q2, Q6, Q7, Q9-Q14, Q18-Q21 since their the probabilities (p) 
are greater than 0.05 (Appendix G). However, in Q1, Q3-Q5, Q8, Q15-Q17 and Q22, 
customer satisfaction differs significantly across the four age groups, since their 
probabilities (p) are smaller than 0.05, implying that there is a difference in customer 
satisfaction across the age groups. 

Visitors who are 65 and older have the highest mean rank corresponding to the highest 
score on the continuous variables in Q1, Q3, Q5, Q8, Q15, Q17 and Q22, implying that 
they are mostly satisfied with parameters assessed in those questions. Visitors aged from 25 
to 44 years old have the smallest mean rank in Q3-Q5, Q16 and Q22, implying that they 
are least satisfied with parameters assessed in those questions. Customers younger than 25 
have the highest mean rank in Q4 and Q16 and the smallest mean rank in Q1 and Q8 
implying that they are mostly and respectively least satisfied with parameters assessed in 
those questions. The results of the test are presented in table 4.7. 

Question 

Age groups 

χ2 df p under 25 from 25 to 44 from 45 to 64 65 and older 

N 
Mean 

rank 
N 

Mean 

rank 
N 

Mean 

rank 
N 

Mean 

rank 

Q1 54 163.72 67 175.66 203 200.49 67 228.75 13.9 3 0.003 

Q3 53 174.64 64 148.55 202 203.8 67 220.28 19.3 3 0.000 

Q4 46 185.54 53 131.62 166 159.26 53 165.54 10.2 3 0.017 

Q5 50 177.41 57 122.9 181 183.96 59 189.91 20.3 3 0.001 

Q8 46 145.83 65 150.02 188 192.63 65 211.64 21.2 3 0.001 

Q15 49 200.68 65 159.36 197 182.49 63 221.94 13.6 3 0.003 

Q16 46 185.5 57 139.39 181 173.07 181 173.07 11.1 3 0.011 

Q17 46 140.34 56 161.29 186 184.52 63 189.98 10.67 
 

0.014 

Q22 38 139.68 40 125.16 158 145.72 56 168.55 7.86 3 0.049 

Table 4.7 Kruskal-Wallis test for levels of customer satisfaction vs. age groups 

The fifth research problem (RP5) investigates whether there is a difference in the levels of 
customer satisfaction across the number of visits to PJ.  

The Kruskal-Wallis test revealed that satisfaction levels for the parameters assessed in Q2, 
Q4, Q7-Q10, Q13, Q16 and Q19 (Appendix H) are insignificant due to showing 
probabilities (p) greater than 0.05. On the contrary, Q1, Q3, Q5, Q6, Q11, Q12-Q15, Q17, 
Q18, Q20, Q21 and Q22 showed statistical significance (p<0.05) across four different 
patterns of attendance, implying that there is a difference in levels of customer satisfaction 
across the number of visits. The results of the test are presented in table 4.8. 

The highest mean rank score signals the highest level of satisfaction for different number 
of visits and on the contrary. The highest rank mean score occurred in Q1, Q3, Q5, Q12-
Q18 and Q20-Q22 for those guests who tend to visit PJ seven and more times per year; in 
Q11 for those who used to attend PJ five to six times per year; in Q6 for guests visiting PJ 
three to four times per year. The lowest rank mean score is found in Q1, Q3, Q5, Q6, 
Q11-Q15, Q17, Q18 and Q20-Q22 for those who visit PJ one to two times per year, and in 
Q6 for those who visit PJ five to six per year. 
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Question 

Number of visits, year 

χ2 df p from 1 to 2 from 3 to 4 from 5 to 6 7 and more 

N 
Mean 
rank 

N 
Mean 
rank 

N 
Mean 
rank 

N 
Mean 
rank 

Q1 201 165.65 123 216.48 44 248.88 23 250.54 37.2 3 0.0000 

Q3 196 172.55 123 205.63 44 216.55 23 263.09 21.2 3 0.0001 

Q5 173 154.31 110 194.91 43 179.85 21 214.69 16.7 3 0.0008 

Q6 195 179.64 122 200.85 29 89.71 10 134.75 8.07 3 0.0445 

Q11 193 172.09 123 203.74 11 237.34 23 209.52 18 3 0.0004 

Q12 83 88.24 73 102.9 44 201.08 22 234.27 14.3 3 0.0249 

Q13 83 88.10 73 104.79 29 97.29 10 142.00 8.727 3 0.033 

Q14 187 168.65 123 205.12 44 209.91 23 228.26 16 3 0.0011 

Q15 185 170.29 122 190.84 44 227.22 23 232.28 16.8 3 0.0008 

Q17 166 187.28 118 187.29 44 190.65 23 232.59 18 3 0.0004 

Q18 184 173.33 119 189.38 43 195.48 22 230.02 7.84 3 0.0495 

Q20 195 177.8 121 198.84 44 209.53 22 236.5 10.2 3 0.0173 

Q21 189 174.32 120 196.97 44 206.01 22 220.59 8.6 3 0.0351 

Q22 146 123.07 94 156.19 35 166.47 17 175.76 11.3 3 0.0104 

Table 4.8 Kruskal-Wallis test for levels of customer satisfaction vs. number of visits 

4.1.9 Mann-Whitney U tests based on results of Kruskal-Wallis test 

In order to examine which of the age groups showing high satisfaction levels in the 
Kruskal-Wallis test are significantly differing from each other on a continuous measure, a 
Mann-Whitney U test for a large sample was applied between the visitors who are younger 
than 25 years and those who are 65 and older.  

The sixth research problem (RP6) investigates whether PJ visitors who are under 25 and 65 
and older differ in terms of their levels of customer satisfaction in Q1, Q3-Q5, Q8, Q15-
Q17 and Q22. In order to make a conclusion regarding the questions that showed to be 
significant in the Kruskal-Wallis test, the above research problem should be applied separately 
to each question. 

The Mann-Whitney U test revealed that there is no significant difference in scores for customer 
satisfaction in Q4, Q5, Q15, Q16 and Q22 between visitors under 25, and 65 and older, since 
their probabilities (p) for z values exceeded 0.05. In Q1, Q3, Q8 and Q17 it can be found that 
p≤0.05, implying significant differences in customer satisfaction between those two age groups, 
The results of the test are presented in table 4.9. 

Question 

Age groups 

U z 

p 

under 

25 

65 and 

older 
(2-tailed) 

N N   

Q1 54 67 1228 -3.18 0.001 

Q3 53 67 1385 -2.18 0.029 

Q4 46 53 1057 -1.21 0.228 

Q5 50 59 1375 -0.64 0.522 

Q8 46 65 977.5 -3.33 0.001 

Q15 49 63 1379 -1.05 0.294 

Q16 46 61 1319 -0.61 0.539 

Q17 46 63 1040.5 -2.66 0.008 

Q22 38 62 1361 -1.22 0.223 

Table 4.9 Mann-Whitney U test for levels of customer satisfaction for under 25 and 65 plus age groups 
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Table 4.10 shows that in Q3 the mean rank value is higher for the customer group aged 65 
years and older, than for the youngest group, but their median values (Md.=4) are similar. 
The effect size (r) equals 0.12>0.1 indicating a small effect, what means that only a 
significantly small difference between the oldest and youngest age groups can be found for 
Q3. In Q1, Q8 and Q17 the mean ranks, medians (Md.) are higher for those customers 
who are aged 65 plus than for those who are under 25 years. Effect size (r) values for Q1 
and Q8 are greater than 0.3 indicating a significant medium effect. The effect size (r) value 
for Q17 is 0.1<0.25<0.3, which corresponds to an effect size in between small and average.  

Question 

Age groups 

total z r under 25 from 65 and older 

N 
Mean 

rank 
Md. N 

Mean 

rank 
Md. 

Q1 54 50.24 3.5 54 69.67 4 108 -3.18 0.31 

Q3 53 53.13 4 67 66.33 4 120 -2.18 0.12 

Q8 46 44.75 4 65 63.96 5 111 -3.33 0.31 

Q17 46 140.34 4 63 189.98 4 109 -2.66 0.25 

Table 4.10 Significance for levels of customer satisfaction for under 25 and 65 plus age groups 

In order to examine which of the groups representing the annual number of visits to PJ 
showed high satisfaction levels in the Kruskal-Wallis test are significantly differing from 
each other on a continuous measure, a Mann-Whitney U test for large sample was applied. 
The groups were compared to each other as presented in table 4.11. 

Number of visits, year 

from 3 to 4 from 5 to 6 

from 5 to 6 7 and more 

7 and more - 

Table 4.11 Cross group comparison matrix 

The seventh research problem (RP7) investigates whether customers who visit PJ from 
three to four times and from five to six times differ in terms of their levels of satisfaction 
assessed in Q1, Q3, Q5, Q6, Q11-Q15, Q17, Q18, Q20, Q21 and Q22. 

The eighth research problem (RP8) investigates whether customers who visit PJ from three 
to four times and seven and above times differ in terms of their levels of satisfaction 
assessed in Q1, Q3, Q5, Q6, Q11-Q15, Q17, Q18, Q20, Q21 and Q22. 

The ninth research problem (RP9) investigates whether customers who visit PJ from five 
to six times and seven and more times differ in terms of their levels of satisfaction assessed 
in Q1, Q3, Q5, Q6, Q11-Q15, Q17, Q18, Q20, Q21 and Q22 . 

Since the test involves in total three comparisons, the Bonferonni adjustment to alpha 
value 0.05/3=0.017 is applied to control for Type I errors (Pallant, 2007). The Bonferonni 
correction involves setting a more stringent and reasonable alpha level for each comparison 
during all tests.  

The Mann-Whitney U test revealed that the level of satisfaction with the service parameters 
assessed only in Q3 differs significantly (p≤0.017) across those who visit events hosted by 
PJ three to four times per year and those who visit PJ seven or more times per year. The 
probability values for other questions in RP8 were not significant (p>0.017). Moreover, all 
probabilities of those questions which were assessed in RP7 and RP9 did not show any 
statistical significance (p>0.017). The results of this test are presented in table 4.12.  
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Question 

Number of visits, year 

from 
3 to 4 

from 
5 to 6 U z 

p  

(2-tailed) 

from 
3 to 4 

7 and 
more U z 

p  

(2-tailed) 

from 

5 to 
6 

7 and 
more U z 

p  

(2-tailed) 

N N N N N N 

Q1 123 44 2244 -1.793 0.07 123 23 1144 -1.544 0.12 44 23 481.5 -0.350 0.73 

Q3 123 44 2568 -0.535 0.59 123 23 980.5 -2.487 0.01 44 23 363.5 -2.050 0.04 

Q5 110 43 2132.5 -0.997 0.32 110 21 1015 -0.920 0.36 43 21 352 -1.539 0.12 

Q6 122 44 2678 -0.020 0.98 122 22 1101 -1.501 0.13 44 22 401 -1.238 0.22 

Q11 123 44 2245 -1.818 0.07 123 23 1361 -0.310 0.76 44 23 456 -0.720 0.47 

Q12 121 44 2586 -0.310 0.76 121 21 890 -2.439 0.15 44 21 331 -2.114 0.04 

Q13 123 44 2637 -0.270 0.79 123 23 1240 -1.023 0.31 44 23 457.5 -0.703 0.48 

Q14 123 44 2631 -0.300 0.77 123 23 1227 -1.099 0.27 44 23 454.5 -0.730 0.46 

Q15 122 44 2157 -2.080 0.04 122 23 1088 -1.828 0.07 44 23 477 -0.430 0.67 

Q17 118 44 2546 -0.210 0.84 118 23 973.5 -2.327 0.02 44 23 369 -1.990 0.05 

Q18 119 43 2473 -0.350 0.72 119 22 1015 -1.808 0.07 44 22 380 -1.413 0.16 

Q20 121 44 2514 -0.610 0.54 121 22 1065 -1.67 0.10 44 22 410.5 -1.151 0.25 

Q21 120 44 2514 -0.520 0.60 120 22 1150 -1.072 0.28 44 22 442 -0.650 0.52 

Q22 94 35 1526 -0.710 0.48 94 17 682 -1.067 0.29 35 17 272 -0.570 0.57 

Table 4.12 Mann-Whitney U test for levels of customer satisfaction for number of visits such as from 3 to 4, 5 to 6 and 7 and above  

The mean rank and median (Md.) values are higher in Q3 for those visitors who tend 
to visit the venue seven and more times than three to four times. The effect size 
values (r) for Q3 equals 0.3<0.206<0.1, which corresponds to an effect size in 
between small and average. Conclusively, the Mann-Whitney U test revealed 
significant difference between those guests who visit PJ seven and more times and 
three to four time per year, implying that frequent visitors are more satisfied with a 
parameter assessed in Q3 rather than those who visit PJ from three to four times per 
year. The results of this test are presented in table 4.13. 
 
 

Questions  

Number of visits, year 

total z r From 3 to 4 7 and more 

N Mean rank Md. N Mean rank Md. 

Q3 123 69.97 4 23 92.37 5 146 -2.487 0.206 

Table 4.13 Significance of levels of customer satisfaction for 3 to 4 and 7 and above number of visits 

 

4.1.10 Mann-Whitney U test for large samples 

The tenth research problem (RP10) investigates whether females and males differ in 
terms of their levels of satisfaction assessed in Q1-Q22. 

The Mann-Whitney U test revealed that the level of customer satisfaction in most of 
the parameters of the services marketing mix (Q1-Q9, Q11-Q16, Q18, Q19, Q22) 
does not depend on gender, since their probabilities (p) for z values are larger than 
0.05. However, the level of satisfaction with the parameters assessed in Q10, Q17, 
Q20 and Q21 differs significantly for females and males, since p<0.05. The results for 
this test are presented in table 4.14. 
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Question 

Gender 

U z 

  

Question 

Gender 

U z 

  

Female Male p Female Male p 

N N (2-tailed) N N (2-tailed) 

Q1 226 165 18016 -0.601 0.548 Q12 220 164 17263 -0.789 0.430 

Q2 215 161 17242 -0.068 0.946 Q13 220 155 16201 -0.888 0.374 

Q3 224 162 18025 -0.116 0.908 Q14 221 156 17032 -0.213 0.831 

Q4 182 136 11757 -0.820 0.412 Q15 222 152 16594 -0.289 0.772 

Q5 198 149 13337 -1.619 0.106 Q16 196 149 14521 -0.093 0.926 

Q6 220 163 17723.5 -0.211 0.833 Q17 204 147 13193 -2.05 0.040 

Q7 227 167 17649 -1.267 0.205 Q18 214 154 15854 -0.668 0.504 

Q8 204 160 15556 -0.820 0.412 Q19 181 129 11342 -0.451 0.652 

Q9 222 162 16834.5 -1.146 0.252 Q20 222 160 16031 -1.79 0.074 

Q10 225 165 16022.5 -2.519 0.012 Q21 218 157 15478 -1.75 0.081 

Q11 225 158 17683.5 -0.092 0.926 Q22 170 122 9590 -1.19 0.233 

Table 4.14 Mann-Whitney U test for levels of customer satisfaction vs. gender 

Table 4.15 below shows that the mean rank values are higher for females than for males 
in Q10, Q17, Q20 and Q21, but the median values (Md.=4) across the groups are 
similar. In order to investigate whether the identified statistically significant associations 
between the variables are strong enough to have any theoretical and practical power 
and were not calculated by chance, approximate effect size values (r) were calculated 
and compared to Cohen’s criteria (Cohen, 1988 cited in Pallant, 2007). The effect size 
values for Q20 and Q21 were smaller than 0.1, indicating an insignificant effect, while 
they were greater than 0.1 for Q10 and Q17, corresponding to a small effect, but less 
than 0.3, which would correspond to a medium effect. Conclusively, the Mann-Whitney 
U test revealed that females are significantly more satisfied than males with the event 
starting time and punctuality measured in Q10 and Q17. 

Question 

Gender 

total z r Female Male 

N Mean rank Md. N Mean rank Md. 

Q10 225 206.79 4 165 180.11 4 390 -2.519 0.13 

Q17 204 184.83 4 147 163.74 4 351 -2.05 0.11 

Q20 222 199.29 4 160 180.69 4 382 -1.79 0.09 

Q21 218 195.5 4 157 177.58 4 375 -1.746 0.09 

Table 4.15 Significance for levels of customer satisfaction for gender 

The eleventh research problem (RP11) investigates whether residents of Jönköping and 
residents of other counties differ in terms of their levels of satisfaction assessed in Q1-
Q22. 

The Mann-Whitney U test revealed that the level of customer satisfaction with most of the 
parameters of the services marketing mix (Q1-Q5, Q7, Q12-Q22) does not differ in terms 
of residence, because their probabilities (p) for z values are larger than 0.05. However, the 
level of satisfaction with the parameters of the services marketing mix assessed in Q8, Q9 
and Q11 proved to differ significantly for audiences coming from locations other than 
Jönköping County (p<0.05) (table 4.16). 
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Question 

Residence 

U z 

  

Question 

Residence 

U z 

  

Jonkoping 

County 
Other p 

Jonkoping 

County 
Other p 

N N (2-tailed) N N (2-tailed) 

Q1 365 26 4402 -0.649 0.516 Q12 355 29 4680.5 -0.887 0.375 

Q2 349 27 3943 -1.518 0.129 Q13 351 24 3701.5 -1.075 0.283 

Q3 360 26 4136 -1.041 0.298 Q14 353 24 4153 -0.173 0.863 

Q4 297 21 2925 -0.511 0.610 Q15 351 23 3930 -0.227 0.821 

Q5 322 25 3999 -0.057 0.955 Q16 321 24 3116 -1.639 0.101 

Q6 355 28 4059.5 -1.771 0.077 Q17 332 19 3013.5 -0.349 0.727 

Q7 365 29 5269.5 -0.042 0.966 Q18 334 24 3684.5 -0.947 0.343 

Q8 337 27 3459 -2.217 0.027 Q19 391 19 2260 -1.406 0.160 

Q9 357 27 3662 -2.230 0.026 Q20 354 28 4888.5 -0.132 0.895 

Q10 361 29 4697 -1.004 0.315 Q21 349 26 4419 -0.245 0.807 

Q11 359 24 3320.5 -2.020 0.043 Q22 372 20 2662 -0.173 0.862 

Table 4.16 Mann-Whitney U test for levels of customer satisfaction vs. gender 

Table 4.17 shows that the mean rank values are higher for those residents who live in areas 
other than Jönköping County. The median values (Md.=5) are higher for non-Jönköping 
residents in Q8 and Q9. Other medians (Md.=4) are similar across the groups. The effect 
size value (r) for Q11 is smaller than 0.1 indicating an insignificant effect, while for Q8, Q9 
r-values are greater than 0.1 corresponding to a small effect, but smaller than 0.3 which 
would corresponding to medium effect. Conclusively, the Mann-Whitney U test revealed 
that those residents who come to visit PJ out of Jönköping County are significantly more 
satisfied with marketing mix parameters assessed in Q8 and Q9. 

Question 

Residence 

total z r Jönköping County Other 

N 
Mean 
rank 

Md. N 
Mean 
rank 

Md. 

Q8 337 179.26 4 27 222.89 5 364 -2.217 0.11 

Q9 357 189.26 4 27 235.37 5 384 -2.234 0.12 

Q11 359 189.25 4 24 233.15 4 383 -2.024 0.03 

Table 4.17 Significance for levels of customer satisfaction for residence 

4.2 Qualitative Data 

4.2.1 Reliability and validity 

The two major criteria, according to which qualitative research should be evaluated, are 
reliability and validity, which may be internal or external. While external reliability 
relates to “the degree to which a study can be replicated” (Bryman & Bell, 2007, 
p. 410), external validity addresses to what extend the findings can be generalized 
(Bryman & Bell, 2007). Internal reliability requires having more than one team member 
involved in the research, in order to achieve a sufficient level of objectivity in terms of 
interview interpretations. Internal validity refers to whether there is consistency 
between the practical part of the research and theory it contributes to.  

Additional criteria relevant for the evaluation of qualitative research is trustworthiness, 
which is effected by credibility, transferability, dependability and confirmability of the 
obtained results (Bryman & Bell, 2007). Credibility is related to internal validity and 
points out whether a research correctly reveals a social phenomenon. Transferability, or 
else a “thick description” (Bryman & Bell, 2007, p. 413), parallels with external validity 
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and refers the usefulness of the findings for other research. Dependability is similar to 
external reliability and addresses administering the research at all stages such as 
problem statement, selection of interviewees, making and keeping interview transcripts 
etc. Confirmability refers to internal reliability and indicates that the researcher should 
be objective while conducting interviews, interpreting and analysing results (Guba & 
Lincoln, 1994 cited in Bryman & Bell, 2007). 

The design of the interviews held with PJ was based on the need of background 
information about the organization. The design of the interviews with PJ’s customers 
was based on the results obtained through questionnaires and interviews with PJ’s 
management. Even though the interviews met all dimensions of trustworthiness, it is 
not recommended to replicate the interview questions in relation to other organizations 
than PJ, unless they are adapted to future studies. The findings obtained from the in -
depth interviews with customers should not be over generalized. The internal reliability 
of the interviews was ensured by having two researchers involved in the research 
process. Internal validity could only be partly achieved since no previous theories about 
the case of PJ are existent. The authors therefore linked the research to general studies 
about the nature of LPAs, service quality, consumer satisfaction and the elements of 
services marketing mix.  

4.2.2 Data overview  

In order to obtain customer expectations about services, in-depth interviews were 
conducted which were based on the results of the service performance obtained in the 
descriptive statistics for the SERVPERF part of the questionnaire (table 4.3, section 4.1.4). 
The researchers discovered that the difference between the individual scores is relatively 
small. Hence, it is difficult to draw a line between what to consider an acceptable level of 
customer satisfaction and not to investigate further and what not. In order to focus the 
investigation of customer expectations on relevant services, the authors decided to base the 
interview questions additionally on two other information sources. 

Comments received in the questionnaires and in personal conversations with visitors were 
considered in order to find what services the customers criticized and wished to be 
improved. Additionally, the organizational and financial situation of PJ was considered, 
hence interviews with PJ’s management were analyzed to find out which parts of the 
marketing mix can realistically be improved directly by PJ and which not. 
Based on this, the authors decided to not investigate the factor price further, since PJ has 
no influence on the price setting. The question regarding the parking spaces at the venues 
was included since several customers addressed this issue directly to the researches during 
the data collection or mentioned it in the comment box of the questionnaire.  

Services marketing 

mix element 
Question 

Interview 

question 
Questions formulations 

Product (core) Q1/Q11 1 What events would you like to see in Jönköpings Konserthus and Jönköpings Teater?  

Product 
(peripheral) 

Q16 2 What kind of refreshments do you expect to be offered? 

Process Q19 3 How would you like to give your feedback? 

Promotion Q3 4 How would you like to stay informed about upcoming events?  

Place Q8 5 How do you expect the parking conditions to be like in order to satisfy you? 

Promotion Q5 6 How do you expect the tickets to be designed in so you find them appealing? 

Promotion Q4 7 What do you expect from the design of promotional materials? 

Table 4.18 Question catalogue customer interviews 
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Following this, the authors determined to investigate customer expectations for selected 
services of the following marketing mix elements: product (core services and peripheral 
service), promotion, process and place. The questions and reference to the corresponding 
marketing mix parameter are presented in table 4.18 above. 

Eight interviews with customers having different socio-demographic characteristics were 
conducted. The data of the interviewees is presented in Appendix I. 

The interviewees’ answers to the interview questions are presented in table 4.19 below. 

Questions 
Summary of interviewees answers 

1 2 3 4 5 6 7 8 

1 
More classical 

music 
Stand-up 
comedy 

Stand-up comedy, 

rock and pop 
music 

Modern 

theater 
plays, 

concerts 

Concerts, 

theater, 
musical 

Jazz, 

christmas 
concerts, 

musical 

More theater Musical 

2 

Broader 

variety of 
wines, 

matching 
snacks, 

dinner 

Nuts, 
sandwiches, 

soft drinks, 
beer, wine 

Broad variety of 

drinks 
Finger food 

Coffee, wine, 
sandwiches, 

chocolate 

Wine, 

beer, nuts 
Wine, beer 

Sandwiches, 

wine, beer 

3 

e-mail, online 
survey 

(convenient 
and fast) 

e-mail, 
online 

survey 
(fast) 

e-mail Website PJ 
Postal letter,  

e-mail 
e-mail Face-to-face e-mail 

4 

Website, 
more regular 

newsletter 
and advertise-

ment in 
newspaper 

Newsletter, 
postal letter 

Jönköpingsposten, 
website PJ 

e-mail, 
brochures in 

postal letter 

Postal letter 
Detailed 
brochure 

Jönköpingsposten, 
website PJ 

Destination 
Jönköping 

web page 

5 N/A N/A 
Signs indicating 
parking spaces at 

JT 

More 
parking 

spaces for 
elderly and 

handicapped 
people 

More parking 

ticket 
machines at 

JK 

Signs 

regarding 
parking 

spaces at 
JT 

More parking 
ticket machines at 

JK 

Signs 

regarding 
parking 

spaces at JT 

6 

Smartphone-
tickets, no 

advertisement 
on ticket 

Ticket send 
by post, 

appealing 
and clear 

design 

Corporate design 
Colourful 

design 

Smaller, easy 
to distinguish 

between 
ticket and 

advertisement 

N/A Clear design N/A 

7 

Corporate 

design, 
pocket-sized 

flyer with 
events, more 

out-of-home 
advertisement 

Corporate 

design, 
communicate 

flair of 
events and 

venues 

Colourful design 

Colourful, 
geometrical 

corporate 
design 

N/A 

More 

information 
about acts 

N/A N/A 

Table 4.19 Transcript answers to question catalogue 
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5 Analysis 

This section contains an analysis of the empirical findings linked to appropriate theories and concepts 
discussed in the frame of reference. The three research questions presented in the introductory section are 
answered by applying the findings of the data analysis and theoretical studies. 

The table in Appendix A presents which data collection methods that are applied to answer 
the respective research question. The analysis of the data and the connection to the 
literature studies are established for each research question in the text below. 

5.1 Customer satisfaction with the services marketing mix of PJ 

This section answers to what extent current customers are satisfied with the quality of the 
services marketing mix provided by PJ (RQ1). 

The obtained answer is based on the conducted quantitative study and a data analysis 
including descriptive statistics, Kruskal-Wallis tests and Mann-Whitney U tests (table 5.1, 
section 5). As mentioned earlier, a 22-questions SERVPERF model was built on the 
bundles of parameters addressing the quality of PJ’s service marketing mix (Appendix E). 
The achieved levels of customer satisfaction are interpreted according to table 3.2 
introduced in section 3.6.2, which links Likert scale scores of the SERVPERF model to 
customer satisfaction and service performance levels of the provider. Research 
problems (RP) were stated and resolved in order to examine whether and how the level of 
satisfaction with the services marketing mix in terms of different customer characteristics, 
i.e. age, gender and frequency of visists.  

According to customers’ evaluations, PJ obtained an overall satisfaction score of 4.02 out 
of five, which implies that customers evaluate the performance of PJ’s services marketing 
mix above average and are generally satisfied with it. From PJ’s perspective, this result 
indicates that the organization achieves a good service performance.  

The services marketing mix elements people, physical evidence and process (Boom & 
Bitner, 1981 cited in Baron et al., 2009), which extend the original marketing mix model for 
the services industries, have been described to influence customer perceptions of the 
service performance significantly stronger than the traditional four elements (section 2.3). 
Those three elements scored noticeably higher than the traditional elements, with the 
exception of place, indicating that PJ satisfies customer expectations and provides a good 
service performance in this crucial service marketing elements.  

It was found that customers are most satisfied with the element people, which refers to the 
employees engaged in the service provision (section 2.8). Since it is difficult for customers 
to evaluate the backstage personnel, the research only focused on obtaining information 
about customer satisfaction with the front desk staff, where customers evaluated the 
friendliness (Q20) and helpfulness (Q21) of the staff with an individual and total average 
score of 4.33 (table 4.3, section 4.1.4).  

The element physical evidence refers to the investigation of customers’ satisfaction with the 
interior and exterior environment of PJ’s venues (section 2.10) and comprises the 
parameters cleanliness of the venue (Q12), quality of acoustics (Q13), quality of stage view 
(Q14), comfort of seats (Q15) and suitability of the venue for the performance (Q18). 
Customers evaluated the element with a total average score of 4.15 points, indicating a 
satisfaction level with the physical evidence provided by PJ which is above average. Within 
this element, customers were noticeably satisfied with the cleanliness of the venues (4.30), 



 

 
45 

while the suitability of the venue was evaluated with a relatively low score of 4.05 when 
compared to other parameters within the same element (table 4.3, section 4.1.4).  

The element process, which evaluates the delivery flow of the peripheral services 
(section 2.9), showed that customers evaluate their satisfaction with this element with 4.02 
points (table 4.3, section 4.1.4). The parameter referring to the ease in which to provide PJ 
with feedback achieved a score of 3.52, while the three other parameters, i.e. booking 
process (Q2), speed of entry into the venue (Q9) and convenience of the starting time 
(Q10) reached scores of 4.15, 4.13 and 4.19, indicating that customers are satisfied with 
those individual parameters. 

The element place obtained the second highest score with 4.18 points after the element 
people. This score implies that customers are overall satisfied with PJ’s locations and 
accessibility (section 2.6.3) in terms of the convenience to reach PJ’s venues (Q7) and the 
availability of nearby parking spaces (Q8), which scored 4.23 and 4.12 respectively (table 
4.3, section 4.1.4).  

The element product addresses core and peripheral services in different questions within 
the SERVPERF model (table 4.3, section 4.1.4). The element product (core service), which 
addresses the core service that means the LPA event for which customers are primarily 
paying, scored 3.96 (table 4.3, section 4.1.4) in customer satisfaction (section 2.4 and 2.9). 
Providing entertainment customers are interested in (Q1) and a program range they are 
satisfied with (Q11) scored 3.82 and 3.97 respectively, indicating that the audience is 
satisfied with the program of LPA events offered by PJ. The punctuality of the 
performance (Q17) scored highest with 4.11 among all core service parameters. 

When assessing customer satisfaction with PJ’s peripheral services, which are meant to 
support the delivery of the core service in order to improve the overall service bundle 
(section 2.4 and 2.9), the element product (peripheral service) obtained a total score of 3.92 
(table 4.3, section 4.1.4) and is slightly lower than for the core service. Within the 
peripheral services offered by PJ, customer satisfaction with the refreshments (Q16) scored 
only 3.63, while the provision for special needs (Q22) was evaluated with a 4.27, indicating 
that customers’ satisfaction is comparably low with the refreshments on offer. Although 
the provision for special needs scored above average, this figure has to be treated with 
caution, since 292 participants out of 396 evaluated this parameter, although it was aimed 
to evaluate information about customer satisfaction with PJ’s service from handicapped 
customers, which require special assistance while attending the event such as wheelchairs, 
hearing or visual aid. Even though observations was not chosen as a research method for 
this thesis, the authors could not help noticing that during the research sessions the 
majority of PJ visitors answering Q22 other than N/A did not require any special 
assistance by PJ and therefore did not understand the term “special needs” or evaluated it 
for other guests but not for their own need, which affected the overall score of the 
question. 

The score of 3.57 (table 4.3, section 4.1.4), which the element promotion reached, is the 
lowest score among all elements and indicates that customers are barely satisfied with the 
promotional activities of PJ (section 2.7). The parameters within promotion, which 
comprises the ease in which to stay informed about upcoming events (Q3) scored 3.92, 
satisfaction with the design of promotional material (Q4) scored 3.45, and the ticket design 
(Q5) scored 3.29 as the weakest dimension out of all investigated parameters.  
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The element price (Q6) scored 3.94 (table 4.3, section 4.1.4), indicating that customers are 
somewhere between neutral and satisfied, which is only slightly higher than the lowest 
parameter, “promotion”. Since price, as mentioned earlier, cannot be influenced by PJ 
(section 2.5.3), the level of customer satisfaction is only noticed, but no improvements are 
investigated within customer expectations or managerial recommendations. 

All parameters of services marketing mix showed relatively high standard deviations 
(table 4.3, section 4.1.4). This can be explained by the fact that customer satisfaction with 
service performances is a highly subjective phenomenon (section 2.11), which is influenced 
by such service qualities as intangibility, heterogeneity, inseparability and perishability 
(section 2.4). Therefore, although customers visit the same LPA event, their levels of 
satisfaction with different aspects vary due to different expectations, backgrounds and 
levels of involvement. 

As described in section 2.5 and 2.5.1, PJ provides services for hedonic consumption, which 
consist of a bundle of characteristics, comprising also the elements and parameters of the 
services marketing mix (Appendix E). When purchasing a ticket for a LPA event hosted by 
PJ, customers therefore buy a whole service bundle. Customers’ expectations, preferences 
and values derived from the same purchase are highly subjective and play an important role 
for their satisfaction with the purchase in particular in services industries. Therefore, even 
if customers buy the same service bundle, they still evaluate it differently. Hence, their 
satisfaction levels for each bundle attribute varies. Customers normally try to maximize 
their expected utilization from a purchase by choosing service qualities and attributes they 
value most. Therefore, it is useful for PJ’s management to identify those crucial service 
attributes, which have achieved an outstanding customer satisfaction for certain groups, in 
order to harvest those elements when trying to attract certain customer groups. Those 
characteristics of the marketing mix, which showed to be significantly satisfying for 
different groups of customers, are discussed below. 

The test results presented in section 4.1.8, 4.1.9 and 4.1.10 showed that the level of 
satisfaction with most of the parameters of the services marketing mix occurred by chance 
or did not differ in relation to gender, age, number of visits or residence. The results, which 
showed a statistical significance regarding those factors, are discussed below.  

Customers over 65 years old were found to be significantly satisfied with the ease to stay 
informed about upcoming events (Q3), PJ’s entertainment offer (Q1), the parking situation 
(Q8) and performance starting time (Q17) (table 4.10, section 4.1.9). But since they are a 
minority of 13.89% out of the sample population (table 4.2, section 4.1.3), their positive 
evaluation of those parameters does not affect the average satisfaction score of those 
elements significantly (table 4.3, section 4.1.4).  

It was found that guests who visit PJ seven and more times per year are significantly 
satisfied with the ease to stay informed about upcoming events (Q3) (table 4.13, 
section 4.1.9). Nevertheless, since this group of very frequent visitors only represents 
6.81% of the sample population (table 4.2, section 4.1.3), their positive evaluations on this 
parameter (Q3) did not affect the average score significantly (table 4.3, section 4.1.4). 

Females showed to be significantly satisfied with the convenience of the performance 
starting time (Q10) and the punctuality of the performance (Q17) (table 4.15, 
section 4.1.10). Since they are a higher percentage with 57.83% of the sample population 
(table 4.2, section 4.1.3), their positive evaluations powerfully affect the average satisfaction 
scores for starting time (Q10) and punctuality (Q17) (table 4.3, section 4.1.3).  
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Non-Jönköping residents, which are the minority in the sample population (7.32%) 
(table 4.2, section 4.1.3), are parking spaces (Q8) and the ease of giving the feedback about 
the events to PJ (Q9) (table 4.17, section 4.1.10), but their positive evaluation does not 
impact the average satisfaction scores for those parameters (table 4.3, section 4.1.3). 

5.2 Customer expectations of the marketing mix of PJ 

This section answers to what customers expect from the services marketing mix elements 
and parameters offered by PJ, which were evaluated with comparably low scores. 

The answer is based on in-depth interviews with customers. Since customer demand and 
expectations also depend on socio-demographic factors as previously described by 
Kolb (2005) and Andersson and Andersson (2006), the researchers contacted customers of 
different age groups, gender and occupation (Appendix I). The information derived from 
the interviews were summarized individually for each customer and are presented in table 
4.19, section 4.2.2. Expectations and desired improvements were analyzed in order to find 
what points more than one interviewee mentioned. The answers are listed as keywords in 
table 5.1 below. 

Service 
marketing mix 

element 

Question Questions formulation 
Interview 
questions 

number 

Summarized answer term 

Product (core) Q1/Q11 
What events would you like to see in 

Jönköpings Konserthus and 

Jönköpings Teater? 

1 Musical, stand-up comedy, modern theater 

Product 

(peripheral) 
Q16 

What kind of refreshments do you 

expect to be offered? 
2 Wines, beer, nuts, sandwiches 

Process Q19 How would you like to give feedback? 3 E-Mail, online-survey, convenient and fast 

Promotion Q3 
How would you like to stay informed 

about upcoming events?  
4 

Regular newsletter, advertisement in Jönköpings 
Posten, postal letter with information  

Place Q8 

How do you expect the parking 

conditions to be like in order to satisfy 
you? 

5 

Signs indicating parking spaces around JT, more 

parking spaces for elderly and handicapped, more 
ticket machines at JK 

Promotion Q5 

How do you expect the tickets to be 

designed in so you find them 
appealing? 

6 

Less advertising, smaller and more obvious separation 

between advertising and ticket, clear design, 
Smartphone ticket 

Promotion Q4 
What do you expect from the design 

of promotional materials? 
7 

Consistent and corporate design, more colourful and 

easier to recognize as coming from PJ 

Table 5.1 Interview summary 

The analysis of the interviews focused on obtaining information about customer 
expectations regarding the services in which PJ scored comparably low or which were 
mentioned several times in the comment box of the questionnaire. Only services, which PJ 
can realistically improve, were investigated further. 

Customers were asked about their expectations towards the marketing mix elements 
product (core service), in particular towards Q1 and Q11, product (peripheral service), in 
particular towards Q16, process, in particular towards Q19, place, in particular towards Q8 
and promotion, in particular towards Q3, Q4 and Q5 (4.18, section 4.2.2). The analysis of 
the investigation is summarized below according to the marketing mix elements. 

Customer expectations towards the element core service, which scored relatively low with 
3.96 were assessed in the first interview question (table 4.18, section 4.2.2). When asked 
what events the customers would like to be hosted by PJ, customers mentioned most 
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frequently that stand-up comedy, modern theatre plays and musicals would increase their 
satisfaction with the program offer. 

Customer expectations towards the element peripheral service, which scored lower than 
core service with 3.92, were assessed in the second interview question (table 4.18, section 
4.2.2). When asked about their expectations towards the refreshments provided, customers 
stated that they wished to be offered beer and wine, and sandwiches and nuts as snacks.  

Customer expectations towards the element process, which scored 4.02, were of interest 
for the research because it contained a very low scored parameter (3.52), i.e. how easy it is 
to give feedback to PJ (Q19). Customer expectations towards the parameter feedback were 
therefore assessed in the third interview question (table 4.18, section 4.2.2). When asked 
how customers would expect to be able to give their feedback about the performance to 
PJ, it was found that the ease and convenience of the process is the most important factor 
for customers. The interviewees stated that an e-mail asking them about their opinion or an 
invitation to a short online survey would be most appreciated. Customers also mentioned 
that they expect PJ to initiate the process.  

Even though the element place scored above average with 4.18, it was of interest for the 
research since customers mentioned that they were dissatisfied with the parking situation at 
PJ’s venues (Q8) in the questionnaire or by approaching the researchers directly in the 
venue. Customer expectations towards this parameter were assessed in the fifth interview 
question (table 4.18, section 4.2.2).  

Customers pointed out that too few parking machines, which also operated very slowly, are 
installed at the parking area of the venue JK. According to customers, this leads to long 
queues and waiting times prior to the LPA visit. Regarding the parking situation at JT, 
which is located in the city centre, customers expect to be better informed by PJ about 
where to find parking spaces. Customers stated that there are sufficient public parking 
spaces available close to the venue, but that they could only find them after an extensive 
search. Elderly interviewees mentioned that they expect more parking spaces for the elderly 
and handicapped closer to both venues. 

Customer expectations toward the element promotion scored the lowest (3.57) out of all 
investigated marketing mix elements. Since all parameters of promotion, i.e. staying 
informed with upcoming events (Q3), design of promotional material (Q4) and tickets (Q5) 
scored lower than average, i.e. 3.92, 3.45 and 3.29 respectively, they were independently 
addressed in questions four, five and seven in the interview (table 4.18, section 4.2.2).  

The interviews revealed that customers expect to be informed about upcoming events 
hosted by PJ more regularly. Interviewees expressed their wish to receive the e-mail 
newsletter more frequently, find advertisements about upcoming events more often in the 
local newspaper Jönköpingsposten and receive informational brochures sent to their 
homes. 

When asked about their expectations regarding the design of promotional materials, 
customers mentioned a clear, consistent and corporate layout, which allows them to quickly 
identify it as a promotional material of PJ. Customers also stated that they expect to get an 
impression of the venues’ atmosphere through the advertising materials. Since three 
customers out of eight stated that they are satisfied with the current design of the 
promotional materials, the results of this question should be treated with caution. 
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The interviews discovered two trends regarding customer expectations towards the ticket 
design. Some customers stated that the ticket as such has a high value to them, as it is a 
token through which they are reminded of the upcoming event and which gives them a 
thrill of anticipation. Those customers stated that they would like to receive the tickets by 
post and designed in a manner, which communicates the upcoming visit as a special event. 

Two other customers mentioned that they expect a more convenient way to receive their 
ticket and asked for the possibility to receive an e-ticket on their personal Smartphones 
instead of having to print the ticket. Most of the interviewees desired less advertising on 
the ticket and a clearer design, which enables an easier differentiation between 
advertisements and the actual ticket. 

5.3 Managerial recommendations derived from RQ1 and RQ2 

This section answers to what managerial implications for PJ’s services marketing mix may 
be derived from the findings in RQ1 and RQ2. 

An important condition in order to be able to draw realistic recommendation, is to 
consider the organisational and financial situation of PJ, since it is a non-profit organisation 
which is linked to certain peculiarities as described in section 2.2.  

Since PJ depends on public subsidies, achieving high customer satisfaction is important for 
three main reasons. Firstly, it is PJ’s obligation to offer a program, which satisfies its 
audience in order to qualify for subsidies in the long term. One of the keystones of the 
Swedish cultural policy is diversity, which means that PJ is also committed to offer 
programmes, which satisfy different target groups (section 2.2.3). Secondly, the costs, 
which LPA venues have to cover, are continuously rising due to the so called “cost 
disease” (Baumol & Bowen, 1996), and PJ therefore should try to maximize customers’ 
satisfaction in order to attract high customer numbers, which increases its revenue share, 
since public subsidies alone cannot cover increasing costs in the longer term (section 2.2.2). 
Thirdly, PJ has to face new competition through another publicly financed venue, 
Kulturhuset Spira (n.d.), which offers LPA events similar to PJ’s program and therefore, as 
implied by customers during the in-depth interviews, could become a threat to PJ if PJ 
does not manage to sustain or increase customer demand and satisfaction.  

PJ therefore must optimize its marketing mix in order to maintain and increase the level of 
customer satisfaction and increase customer visits. Before discussing the managerial 
implications, it is worth noticing that PJ made several assumptions regarding which socio-
demographic customer groups visit LPAs more often than others.  

One of those assumptions refers to the relation between the gender of visitors and their 
frequency of visits. The general findings by Kulturråd (2012), discussed in section 2.2.1, 
stated that Swedish females visit cultural events more actively than males. This did not 
prove to be true for PJ since no significant difference between the gender and the number 
of visits were found (table 4.6, section 4.1.7), implying that females (57.83%) and males 
(42.17%) visit PJ with similar regularity. PJ should therefore not attempt to provide services 
targeted towards one gender only. 

In accordance to previous studies by Kolb (2005), Andersson and Andersson (2006), 
Throsby (2010) and Kulturråd (2012), mentioned in section 2.2.1, PJ’s management 
assumes that middle aged and elderly people visit the venues more often than younger 
ones, since most of those customers have no children living at home, are retired or work 
less hours, have higher disposable incomes, which enable them to spend more time and 
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money on cultural leisure activities such as LPA events offered by PJ (L. Axelsson & 
K. Hertz, personal communication, 2012-01-25). This assumption was statistically proven 
true. However, the difference between age and number of visits had very small effect, 
implying that different age groups visit PJ almost in the same way (section 4.1.7). The 
results obtained in section 4.1.9 (table 4.9) show that the oldest customer group, aged 65 
years or older, is more satisfied with the program offered by PJ and the ease of staying 
informed about upcoming events than those under 25. This might be a result of PJ’s policy 
of adapting their services to older customers rather than to younger ones. PJ should 
therefore not plan its program with a focus on a specific customer age group, but try to 
offer a program, which attracts different age groups equally, or diversify its program so that 
different age groups are attracted by different performances. 

As mentioned in section 2.5.2, LPAs are intangible and experience goods, which makes it 
impossible to literally transport them close to everyone’s home. Therefore, customers 
themselves need to visit the cultural venues. Following the urbanization economies (Jacob, 
1969; Florida, 2002), residence matters in terms of customer demand for LPA services. 
Customers who reside in cities with a vast amount of creativity show greater cultural 
interest and visit cultural venues more often (section 2.6.2). Tinagli et al. (2007) showed this 
pattern to be true also for the Swedish market.  

Although PJ targets the adjacent regions in Västra Götaland and Kronoberg County equally 
as Jönköping County (L. Axelsson & K. Hertz, personal communication, 2012-01-25), it 
was found that residents of Jönköping County (92.68%) visit events hosted by PJ 
considerably more often than the others (table 4.6, section 4.1.7). Therefore, PJ may want 
to optimize its targeting policy and budgets regarding promotional activities in these areas. 

The fact that residents from counties other than Jönköping do not visit PJ as often as 
visitors from Jönköping County can be explained using the travel cost approach discussed 
in section 2.5.2. Travel costs are a type of distribution costs, which are carried by customers 
and usually increase with their distance from the venue. Since customers are only willing to 
pay a certain amount of additional costs on top of the ticket price, too many additional 
costs may keep visitors from other counties away from PJ, even if they may be interested in 
the program. 

PJ’s product concept is based on choosing artists according to its target groups’ tastes and 
inviting artists who previously have performed successfully (section 2.4.5). Interviewed 
customers stated that they wish to see more stand-up comedy and modern theatre at the 
venues. PJ could therefore extend the program share of those genres in order to fulfil that 
demand. Since PJ is also able to take artistic risks and, due to its non-profit character 
cultivated by Swedish cultural policy, is expected to provide a program attracting a 
diversified audience, it may expand its program range to include musicals as demanded by 
several customers (section 2.2.3). 

The authors did not receive any complaints about the refreshments on offer in JK during 
the interviews, but for JT. Therefore, improvements need to be made by JT in this area, 
which should primarily focus on better informing the audience about the refreshments on 
offer. In addition, JT customers often did not know that the bar is situated at the upper 
floor. PJ’s management should therefore improve customer satisfaction with this marketing 
parameter by advertising their refreshments either online on their website (Programbolaget 
i Jönköping, n.d.a), via their e-mail newsletter, on the tickets or through posters, 
information signs and menus directly in the venue. Offering sandwiches in JT during a 
performance break is an improvement also recommended by customers. 
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The survey also investigated customer demand for new entertainment packages, which PJ 
wants to introduce. The combinations of interest for customers are LPA visit and coffee 
break, which 46.97% of the questioned visitors were interested in, 40.15% liked the 
combination of a LPA visit and drinks and 34.34% were interested in booking a dinner 
organized by PJ prior to the performance (table 4.2, section 4.1.3). Those business ideas, 
which extend PJ’s services, have a high potential, which should be investigated further to 
obtain information whether the concepts developed would meet with customers 
expectations. 

In order to facilitate customers’ wishes to provide PJ with feedback regarding its service in 
an easy and convenient way, a regular customer study using an online tool, which invites 
customers by e-mail or via PJ’s social networks, is recommended. PJ should make use of 
the willingness of customers to provide feedback and continuously update its service 
performance in order to optimize its marketing mix according to their customer demand.  

To improve the parking situation at JK, PJ could initiate the installation of more parking 
ticket machines so it would decrease waiting time for customers. 

As parking spaces are difficult to find around JT, PJ should indicate the location of public 
parking spaces on a map on its website. Alternatively, PJ could consider a partnership with 
a nearby multi-storey car park and offer customers the possibility to book a parking space 
in combination with their ticket and receive a discount for parking.  

Even though customers aged 65 and older revealed that their level of satisfaction with the 
parking situation is high (table 4.10, section 4.1.9), recommendations to improve the 
parking situation for the elderly and handicapped were mentioned in the in-depth 
interviews. Increasing the number of parking spaces for handicapped and elderly people is 
only possible in the case of JK, where PJ could mark more parking spaces for these 
customer groups. Since JT does not offer own parking spaces, PJ can only improve 
customer satisfaction with this marketing parameter through better informing customers 
on where to find nearby parking spaces reserved for handicapped people. 

The investigation of customer expectations regarding PJ’s promotional mix showed that 
customers wish to be informed about events hosted by PJ more regularly, PJ could 
therefore send out a more frequent e-mail newsletter to registered customers (so far only 
5.29% of PJ’s customers use the newsletter to obtain information about the program) , 
advertise the newsletter more or run advertisements about upcoming events more often in 
the local newspaper Jönköpingsposten, which is used as an information source by 53.03% 
of its audience (table 4.2, section 4.1.3). PJ could also utilize its existing customers better as 
ambassadors, since 20.45% of its customers obtained information about PJ’s program 
through friends. Therefore, PJ could motivate its existing customers by way of a bonus 
system if they introduce friends or acquaintances, this could for example be free coffee or 
snacks at the venue. 

Customers expect PJ’s promotional materials to be more consistent and have a clear and 
corporate layout. PJ should therefore should try to follow their newly established concept 
of communicating their name “Programbolaget i Jönköping” as a brand and follow a 
consistent design through relying on their established corporate colours, font and layout in 
all media sources and promotional materials (L. Axelsson & K. Hertz, personal 
communication, 2012-01-25). Since customer satisfaction with the promotional materials 
scored 3.45 (table 4.3, section 4.1.4), but customers in the interviews only stated general 
expectations, a customer investigation which focuses on obtaining more detailed 
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information about which characteristics of the promotional material should be improved 
and how. This can be best done through a focus group interview, since this method is 
more useful in obtaining customer expectations regarding an existing product and 
stimulates the creative process better than semi-structured interviews (Burns & Bush, 
2000). PJ’s management team designs the promotional materials itself (section 2.7.1). 
Outsourcing the work to an external agency might be an option, but may not be a realistic 
one due to the pressure of cost constraints on PJ. 

Customers dislike the format of the self-printed tickets, because they find it hard to 
distinguish between advertisement and the ticket itself. It is advised that PJ re-designs the 
ticket layout in order to achieve a more obvious distinction between ticket and other 
information. The possibility to receive tickets by post should be maintained, since several 
customers mentioned this point. Customers also wished to receive tickets designed in a 
more appealing way, which would evoke a feeling that something extraordinary is coming. 
According to the comments of customers aged between 25 and 44 years, PJ should follow 
the digitalization trend by offering e-tickets, which are Smartphone compatible and 
therefore offer a time- and cost-efficient ticketing-solution. 
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6 Discussion 

The chapter includes a discussions concerning the contribution of the thesis to existing studies and 
recommendations for further research. 

6.1 Contribution 

The research in hand contributes an insight into how cultural non-profit organizations such 
as PJ, which market LPA events in Sweden perform, what characteristics they share, why 
customer satisfaction is an important issue for those organisations, how it can be measured 
and how the results of this in combination with customer expectations can help to improve 
the quality of the organisations’ services marketing mix to increase customer satisfaction.  

The derived information is based on a case study of the non-profit LPA organization PJ. 
The thesis is therefore particularly interesting for PJ’s management, as it was written in 
close collaboration with PJ. The findings are beneficial for PJ since LPA consumers may 
have different perceptions of service quality than a LPA organization, in this case PJ itself 
(Kolb, 2005). Since customer satisfaction ultimately influences the profitability of PJ, as 
customers choose the venue offering them services that satisfy their needs and wants best 
(Kolb, 2005; Solomon et al., 2010), a better understanding of the performance of its 
services marketing mix might help PJ to position its organization better on the market. The 
stated managerial implications are limited to improvements, which PJ can realize in the 
short term. 

Even though the findings of the case study cannot be generalised to other service 
organizations, the knowledge can be spread in the field of cultural industries in Sweden and 
other Nordic countries, since they share common demand structures, policies and 
management styles (Duelund, 2003). 

6.2 Limitations 

Only few theoretical studies are available on customer satisfaction with the services 
marketing mix in LPA industries. This affected the ability of drawing conclusions, which 
are linked to previous studies, since the authors explored an unique situation, which could 
only partly be investigated in the light of existing studies. 

6.3 Recommendations for further research 

More interviews with customers are recommended in order to investigate the service 
expectations of different socio-demographic customer groups in more detail. 

Since some research results of this thesis showed that the number of visits to PJ does not 
depend on customer age, it is recommended to conduct a study, which focuses on the 
expectations of younger audiences and its preferences for LPAs as a new target group for PJ. 

Since the in-depth interviews revealed the rise of popularity of the new competitor 
Kulturhuset Spira, it would be interesting to perform a study, which compares customer 
satisfaction with the services of PJ and Kulturhuset Spira. 

The interviews, which were conducted to reveal customer expectation, also brought up the 
topic of how the organization is branded. Even though the organization is officially named 
“Programbolaget i Jönköping”, it is also known as “Jönköpings Konserthus & Jönköpings 
Teater”, which may cause confusion in brand identity among the customers. An analysis of 
successful branding of cultural institutions might therefore help to optimize PJ’s branding.  
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7 Conclusion 

This section provides an overview of the findings in relation to the purpose and the research questions. 

In order to examine to what extent PJ’s current audiences are satisfied with the quality of 
the service performance by PJ, what they expect and what managerial implications can be 
recommended, the research aim was approached in three steps, which refer to the three 
research questions. 

Booms and Bitner (1981 cited in Brown, 1991) found that service quality and therefore 
customer satisfaction can be controlled via the elements of the services marketing mix. The 
authors therefore separated PJ’s service into the individual elements and parameters of its 
marketing mix (Appendix E) and then, as stated in research question one (RQ1), 
investigated to what extent PJ’s customers are satisfied with PJ’s services marketing mix 
performance.  

The data on customer satisfaction was collected from a sample containing 396 customers 
who answered the questionnaire online and in the field. This number was sufficient to 
make general conclusions for the organisation (Anton, 1996). The questionnaire was 
designed based on the SERVPERF service quality tool introduced by scholars of the 
American school of service quality (Cronin & Taylor, 1992, 1994). It was found that PJ’s 
customers are generally satisfied with the services marketing mix of the organization. All 
individual dimensions of the marketing mix scored more than three points on the Likert 
scale, revealing that none of PJ’s marketing mix elements performs poorly. On the 
contrary, customer perceptions of PJ’s service performance were found to be balanced 
between neutral to very satisfied levels, indicating a sufficient to good service performance 
(table 3.2, section 3.6.2; table 4.3, section 4.1.4). It was also found that some parameters of 
the marketing mix have significant levels of importance for certain customer groups, i.e. 
customers over 65 are most satisfied with the ease of staying informed about upcoming 
events, the entertainment on offer, its starting time and parking conditions. Guests who 
visit PJ seven or more times per year are significantly satisfied with the ease of staying 
informed about upcoming events and that females showed to be significantly satisfied with 
the performance starting time and the punctuality of the performance. Finally, the authors 
found that non-Jönköping residents are significantly satisfied with the parking situation at 
PJ and how easy is to give the feedback. 

The second research question (RQ2), which revealed customers expectations towards the 
service quality of the marketing mix parameters offered by PJ, was approached by means of 
in-depth interviews with eight representatives of PJ’s customers. The interviews were 
designed based on marketing mix elements, which can realistically be improved by PJ, 
taking into consideration elements which scored around three points out of the Likert scale 
and were mentioned in the questionnaire comment boxes. To sum up, the interview 
questions revealed customer expectations regarding what events would be most 
appreciated, what kind of refreshments are demanded, how the customers would like to 
give feedback on PJ’s services and stay informed about upcoming events, how they expect 
the parking situation to be improved and what customers expect from the design of PJ’s 
promotional material and tickets.  

Recommendations for improvements for PJ were derived based on the findings obtained in 
research question one (RQ1) and two (RQ2) and were concentrated on finding possibilities 
for realistic short-term improvements. The recommendations are based on connections 
between socio-demographic characteristics of customers and their satisfaction with 
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marketing mix parameters, which were revealed in the statistical tests and then compared to 
the background studies and assumptions on which PJ bases its marketing mix. The testing 
of those assumptions and relations between customer satisfaction and their characteristics 
may help PJ in order to decide what parameters to adapt in order to achieve higher 
customer satisfaction among certain customer groups. Based on those factors and the 
information obtained about customer expectations, the authors presented ways to improve 
certain marketing mix parameters in order to increase customer satisfaction. 
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Appendix A 

Research 

Question 

Methods 

Quantitative data analysis Qualitative data analysis 

1: To what 

extent are 
current 

customers 
satisfied with 

the quality of 
the services 

marketing 
mix provided 

by PJ? 

Descriptive statistics 

N/A 

Mann-Whitney U 

test for large 
samples (applied to 

Kruskal-Wallis test 
results) 

RP6: Do PJ visitors who are under 25 and 65 and 
older differ in terms of their levels of satisfaction 

in Q1, Q3-Q5, Q8, Q15-Q17 and Q22? 

RP8: Do customers who visit PJ from three to 
four times and seven and above times differ in 

terms of their levels of satisfaction assessed in 
Q1, Q3, Q5, Q6, Q11-Q15, Q17, Q18, Q20, Q21 

and Q22? 

Mann-Whitney U 

test for large 
samples 

RP10: Do females and males differ in terms of 
their levels of satisfaction assessed in Q1-Q22? 

RP11: Do residents of Jönköping and residents of 
other counties differ in terms of their levels of 

satisfaction assessed in Q1-Q22? 

2: What do 
customers 

expect from 
the services 

marketing 
mix 

parameters 
offered by 

PJ, which 
were 

evaluated 
with a 

comparably 
low score by 

customers? 

Descriptive statistics 

Comments obtained from questionnaire 

Eight in-
depth 

interviews 
with the 

customers 

1: What events would you like to 

see in Jönköpings Konserthus and 
Jönköpings Teater? 

2: What kind of refreshments do 

you expect to be offered? 

3: How would you like to give 

feedback? 

4: How would you like to stay 

informed about upcoming events?  

5: How do you expect the parking 
conditions to be like in order to 

satisfy you? 

6: How do you expect the tickets 

to be designed in so you find 
them appealing? 

7: What do you expect from the 

design of promotional materials? 

3: What 
managerial 

implications 
for PJ's 

services 
marketing 

mix may be 
derived from 

the findings 
in RQ 1 and 

RQ 2? 

Descriptive statistics 

Comments obtained from questionnaires 
Non-parametric statistics from RQ 1 

Chi-square for 

independence 

RP1: Is there a relationship between the gender 
of customers and their number of visits to PJ? 

RP2: Is there a relationship between the age of 
customers and their number of visits to PJ? 

Eight in-depth interviews with the customers RP3: Is there a relationship between the place of 

residence of customers and their number of visits 
to PJ? 



 Appendices 

 
XII 

Appendix B 

Municipality Total Women Men 
Age 

0-6 7-17 18-24 25-44 45-64 65-79 80+ 

Jönköping County 336,866 168,579 168,287 27,296 43,465 33,393 81,779 85,559 45,291 20,083 

Aneby 6,393 3,112 3,281 441 807 642 1,331 1,870 917 385 

Eksjö 16,244 8,148 8,096 1,085 1,951 1,451 3,491 4,537 2,516 1,213 

Gislaved 29,111 14,405 14,706 2,307 4,113 2,687 6,945 7,724 3,735 1,600 

Gnosjö 9,546 4,646 4,900 739 1,362 906 2,322 2,593 1,132 492 

Habo 10,741 5,321 5,420 1,237 1,564 843 2,790 2,660 1,271 376 

Jönköping 127,382 64,506 62,876 10,764 15,481 14,446 33,493 30,105 16,076 7,017 

Mullsjö 7,033 3,505 3,528 597 975 618 1,588 1,902 989 364 

Nässjö 29,339 14,631 14,708 2,208 3,884 2,733 6,647 7,706 4,069 2,092 

Sävsjö 10,830 5,340 5,490 820 1,464 1,000 2,326 2,886 1,588 746 

Tranås 18,119 9,084 9,035 1,380 2,331 1,707 4,117 4,443 2,846 1,295 

Vaggeryd 12,991 6,457 6,534 1,161 1,745 1,151 3,141 3,350 1,694 749 

Vetlanda 26,304 12,961 13,343 1,966 3,450 2,293 5,831 7,068 3,981 1,715 

Värnamo 32,833 16,463 16,370 2,591 4,338 2,916 7,757 8,715 4,477 2,039 

Västra Götaland County 91,384 45,563 45,821 6,783 11,657 8,635 20,505 24,576 13,497 5,731 

Götene 13,223 6,491 6,732 1,041 1,767 1,063 2,898 3,786 1,967 701 

Falköping 31,513 15,773 15,740 2,440 3,998 2,999 7,222 8,176 4,601 2,077 

Skara 18,314 9,328 8,986 1,336 2,335 1,891 4,226 4,848 2,596 1,082 

Vara 15,762 7,711 8,051 1,113 1,964 1,427 3,441 4,374 2,367 1,076 

Tidaholm 12,572 6,260 6,312 853 1,593 1,255 2,718 3,392 1,966 795 

Kronoberg County 52,519 26,062 26,457 4,025 6,456 4,627 12,264 13,900 7,817 3,430 

Ljungby 27,297 13,515 13,782 2,046 3,338 2,515 6,368 7,268 4,040 1,722 

Markaryd 9,619 4,764 4,855 702 1,136 836 2,086 2,569 1,607 683 

Älmhult 15,603 7,783 7,820 1,277 1,982 1,276 3,810 4,063 2,170 1,025 

Total for all counties 480,769 240,204 240,565 38,104 61,578 46,655 114,548 124,035 66,605 29,244 
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Question catalogue: semi-structured interview with PJ’s management 

1. When was the company founded? 

2. Can you tell us a bit about the company’s history?  

3. How is the company’s ownership organized? 

4. Please, name the location of the venues and their characteristics (place of every 

venue, square meters, advantages and disadvantages, capacity seats). 

5. Who is responsible for running JK and JT except for PJ? 

6. What time of the day are those venues utilized by PJ? 

7. Do JK and JT compete between each other for audiences? If so, how? 

8. What other organization do you compete with? 

9. Can PJ be described as a competitive monopolist in Jönköping County? 

10. How do you compete on the market? 

11. What companies does PJ collaborate with? 

12. How is PJ financed? 

13. Does PJ experience budget or other constrains?  

14. Are there any subsidies for PJ? 

15. How are the ticket prices set? What factors influence pricing? 

16. Do JK and JT have a common budget? 

17. How much money does JP allocate to marketing activities from its budget/profits 

annually/monthly? 

18. Is Jönköping County (Jönköping, Värnamo, Nässjö, Tranås, Vetlanda, Aneby, 

Eksjö, Mullsjö, Habo, Vaggeryd, Gnosjö, Gisslaved and Sävsjö) PJ’s target market? 

Please, specify what areas are mainly targeted, if any. 

19. How does PJ choose which performers to invite? 

20. Do you have a marketing plan for PJ? If yes, how does it look like? 

21. How do you reach your customers/advertise your events? 

22. What are the characteristics of the current customers that make the box office for 

each venture?  

23. Are any customer database/contacts/access to websites available? 

24. Which possibilities do customers have regarding the booking process (online/ticket 

shop/telephone/on spot)?  

25. Are there any restrictions to buy tickets? What banks or cards are accepted? 

26. Are any previous studies conducted about PJ? 

27. SWOT: what do you see as the strengths, weaknesses, opportunities and threats of 

your company? 
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Questionnaire English page 1 

 

To what extent do you agree or disagree with the following statements:
Please indicate your answer by putting a 
circle around your choice.

Strongly 
disagree

Strongly 
agree

N/A
(not 

applicable)

1.   Jönköpings Konserthus & Jönköpings Teater offers entertainment
events in which I am interested in.

1 2 3 4 5 0

2.   The ticket booking process is easy to perform. 1 2 3 4 5 0

3.   It is easy for me to stay informed about forthcoming events. 1 2 3 4 5 0

4.   I like the design of the promotional materials. 1 2 3 4 5 0

5.   I like the design of the tickets. 1 2 3 4 5 0

6.   I feel that I receive the appropriate value for the ticket price I pay. 1 2 3 4 5 0

7.   The venue is convenient to reach. 1 2 3 4 5 0

8.   It is easy to find a parking space close to the venue. 1 2 3 4 5 0

9.   The speed of entry into the venue is good. 1 2 3 4 5 0

10. The starting time of the performance is convenient for me. 1 2 3 4 5 0

11. I am satisfied with the entertainment offered by
Jönköpings Konserthus & Jönköpings Teater.

1 2 3 4 5 0

12. The venue is clean. 1 2 3 4 5 0

13. The acoustic is good. 1 2 3 4 5 0

14. The view is good. 1 2 3 4 5 0

15. The seats are comfortable. 1 2 3 4 5 0

16. A good variety of refreshments is available. 1 2 3 4 5 0

17. The performance always starts on time. 1 2 3 4 5 0

18. The venue is suitable for the performance. 1 2 3 4 5 0

19. It is easy to give Jönköpings Konserthus & Jönköpings Teater feedback
about events. 

1 2 3 4 5 0

20. The staff are friendly. 1 2 3 4 5 0

21. The staff are helpful. 1 2 3 4 5 0

22. I am satisfied with the provision for my special needs. 1 2 3 4 5 0

Dear Guest,

PLEASE HELP US TO IMPROVE OUR SERVICE FOR YOUR ENJOYMENT.

We would appreciate a few minutes of your time to complete this short survey.
Kindly leave the filled-in paper at the information desk during the break or at the end of the concert. 

We are grateful for your time and effort!

Best regards, Jönköpings Konserthus & Jönköpings Teater

Please turn page

Comments, if any:
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Questionnaire English page 2 

 

 

 

Please indicate your answer by putting a circle around your choice or fill in your own answer where applicable.

23. I use the following sources to find information about upcoming events (multiple choices are possible):

a. Nöjesnytt
e. Vetlanda-Posten i. Västgötabladet

m. Destination Jönköping’s
homepage

b. Jönköpings-Posten f. Tranås Tidning j. Falköpings Tidning
n. Jönköpings Konserthus

& Jönköpings Teater’s
facebook page

c. Värnamo Nyheter
g. Smålänningen k. E-mail newsletter

o. Jönköpings
Konserthus &
Jönköpings Teater’s
homepage

d. Smålands-Tidningen h. Skaraborgs läns tidning
l. Friends’

recommendations

p. Jönköpings Konserthus &
Jönköpings Teater’s twitter
news

24. I am interested in entertainment packages. Yes No

a. Combination of a dinner and performance Yes No

b. Combination of a performance and drinks Yes No

c. Combination of a performance and coffee break Yes No

25. I consider myself a regular visitor of 
Jönköpings Konserthus & Jönköpings Teater.

Yes No

26. I visit events hosted by Jönköpings Konserthus & Jönköpings Teater approximately times per year.

27. Gender: Female Male

28. I belong to the following age group: <25 years 25-44 years

45-64 years 65-79 years

>80 years

29. Occupation: Student Employed

Unemployed Retired

Other:

30. Current place of residence: Aneby Habo Skara Vetlanda

Eksjö Jönköping Sävsjö Värnamo

Falköping Ljungby Tidaholm Ydre

Gnosjö Markaryd Tranås Älmhult

Gislaved Mullsjö Vara Other: 

Götene Nässjö Vaggeryd

31. I am willing to participate in a short interview (approx. 10-15 minutes). Yes No

If “Yes”, please provide contact details: Name: ______________________________

Telephone : __________________________

E-mail:______________________________

All personal information will only be used for this survey and any information given will be used in strictest confidence and will 
not be given to any  third party or other organization.

Thank you very much for your participation!
Please leave the survey at the information desk in the entrance hall. 
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Till vilken grad håller du med, alternativt inte med, följande påståenden:
Markera ditt svar med att göra en cirkel
runt ditt val.

Håller inte
alls med

Håller helt
med

i/u
(ingen

uppgift)

1.   Jönköpings Konserthus & Jönköpings Teater erbjuder underhållning som
jag är intresserad av.

1 2 3 4 5 0

2.   Biljettbokningsprocessen är enkel att utföra. 1 2 3 4 5 0

3.   Det är enkelt att hålla sig informerad om kommande föreställningar. 1 2 3 4 5 0

4.   Jag gillar kampanjmaterialets utseende. 1 2 3 4 5 0

5.   Jag gillar biljetternas utseende. 1 2 3 4 5 0

6.   Jag känner att jag får valuta för pengarna som jag betalar för biljetten. 1 2 3 4 5 0

7.   Det är bekvämt att ta sig till arrangörslokalen. 1 2 3 4 5 0

8.   Det är enkelt för mig att finna en parkeringsplats i närheten av
arrangörslokalen.

1 2 3 4 5 0

9.   Köandet in till arrangörslokalen tar inte lång tid. 1 2 3 4 5 0

10. Föreställningarnas starttider är bekväma för mig. 1 2 3 4 5 0

11. Jag är nöjd med underhållningen som
Jönköpings Konserthus & Jönköpings Teater erbjuder.

1 2 3 4 5 0

12. Arrangörslokalen är ren. 1 2 3 4 5 0

13. Akustiken är bra. 1 2 3 4 5 0

14. Sikten är bra. 1 2 3 4 5 0

15. Sätena är bekväma. 1 2 3 4 5 0

16. En god variation av förfriskningar finns tillgänglig. 1 2 3 4 5 0

17. Föreställningen startar alltid i tid. 1 2 3 4 5 0

18. Arrangörslokalen är passande till föreställningen. 1 2 3 4 5 0

19. Det är enkelt att ge Jönköpings Konserthus & Jönköpings Teater
synpunkter om föreställningar. 

1 2 3 4 5 0

20. Personalen är trevlig. 1 2 3 4 5 0

21. Personalen är hjälpsam. 1 2 3 4 5 0

22. Jag är nöjd med servicen för mina speciella behov. 1 2 3 4 5 0

Kära gäst,

HJÄLP OSS FÖRBÄTTRA VÅR NÖJESSERVICE.

Vi är tacksamma om du ägnar några minuter till att fylla i den här korta enkätundersökningen.
Lämna gärna det ifyllda pappret på informationsdisken under pausen eller vid föreställningens slut.

Vi är tacksamma för ert bidrag och nedlagd tid!

Hälsningar, Jönköpings Konserthus & Jönköpings Teater

Vänd sida

Övriga kommentarer:
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Markera ditt svar genom att göra en cirkel runt ditt val eller fyll i ditt svar där det går att göra.

23. Jag använder följande källor för att finna information om kommande föreställningar (Flera svar möjliga):

a. Nöjesnytt e. Vetlanda-Posten i. Västgötabladet
m. Destination Jönköpings

hemsida

b. Jönköpings-Posten
f. Tranås Tidning j. Falköpings Tidning

n. Jönköpings Konserthus &
Jönköpings Teaters
facebookssida

c. Värnamo Nyheter
g. Smålänningen k. E-mail nyhetsbrev

o. Jönköpings Konserthus &
Jönköpings Teater hemsida

d. Smålands-Tidningen h. Skaraborgs läns tidningen
l. Vänners

rekommendationer

p. Jönköpings Konserthus &
Jönköpings Teater
twitternyheter

24. Jag är intresserad av paketerad underhållning. Ja Nej

a. Kombination av mat och föreställning Ja Nej

b. Kombination av föreställning och drink i baren Ja Nej

c. Kombinering av föreställning och fika Ja Nej

25. Jag anser mig själv vara en återkommande gäst hos
Jönköpings Konserthus & Jönköpings Teater.

Ja Nej

26. Jag besöker föreställningar arrangerade av Jönköpings Konserthus & Jönköpings Teater cirka gånger per år.

27. Mitt kön är: Kvinna Man

28. Jag tillhör följande åldersgrupp: <25 år 25-44 år

45-64 år 65-79 år

>80 år

29. Min sysselsättning: Student Anställd

Arbetslös Pensionerad

Annat:

30. Min nuvarande bostadsort:

Aneby Habo Skara Vetlanda

Eksjö Jönköping Sävsjö Värnamo

Falköping Ljungby Tidaholm Ydre

Gnosjö Markaryd Tranås Älmhult

Gislaved Mullsjö Vara Annat: 

Götene Nässjö Vaggeryd

31. Jag kan tänka mig att delta i en kort intervju (ca. 10-15 minuter). Ja Nej

Om “Ja”, var god fyll i kontaktinformationen:

Namn: ______________________________

Telefon : ____________________________

E-mail:______________________________

All personlig information kommer endast att användas i den här enkätundersökningen samt erhållen information kommer att
användas strikt konfidensiellt och kommer inte att ges till någon tredje part eller annan organisation.

Tack så mycket för ditt deltagande!
Lämna det ifyllda papperet på informationsdisken i entrén. 
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Appendix E 

SERVPERF questions 
Elements of seven “P”s marketing 

mix assessed within PJ 

1. JönköpingsKonserthus & JönköpingsTeater offers entertainment events 

which I am interested in 
Product (core service) 

2. The ticket booking process is easy to perform Process 

3. It is easy for me to stay informed about forthcoming events Promotion 

4. I like the design of the promotional materials Promotion 

5. I like the design of the tickets Promotion 

6. I feel that I receive the appropriate value for the ticket price I pay Price 

7. The venue is convenient to reach Place 

8. It is easy to find parking spaces close to the venue Place 

9. The speed of entry into the venue is good Process 

10. The starting time of the performance is convenient for me Process 

11. I am satisfied with entertainment offered by Jönköpings Konserthus & 

Jönköpings Teater 
Product (core service) 

12. The venue is clean Physical evidence 

13. The acoustic is good Physical evidence 

14. The view is good Physical evidence 

15. The seats are comfortable Physical evidence 

16. A good variety of refreshments is available Product (peripheral service) 

17. The performance always starts on time Product (core services) 

18. The venue is suitable for the performance Physical evidence 

19. It is easy to give Jönköpings Konserthus & Jönköpings Teater feedback 

about events 
Process 

20. The staff are friendly People 

21. The staff are helpful People 

22. I am satisfied with the provision for my special needs Product (peripheral service) 

 



 Appendices 

 
XIX 

Appendix F 

Date Performer Venue Venture Genre 

17 February Maria Möller Ska det va så här Jönköpings Konserthus Music 

2 March Tomas Andersson Wij Romantiken Jönköpings Teater Music 

8 March Soran Ismail Resan fortsätter Jönköpings Teater Stand-up-comedy 

9 March Louise Hoffsten Looking For Mr God Jönköpings Teater Music 

14 March Smokie Tour  Jönköpings Konserthus Music 

15 March Özz Nûjen Dålig stämning Jönköpings Teater Stand-up-comedy 

16 March Jill Johnson Flirting with disaster Jönköpings Konserthus Music 

18 March Jo Strømgren Kompani  
A dance tribute to the 

art of football 
Jönköpings Teater Dance 

20 March Nu är det klippt Nu är det klippt Jönköpings Konserthus Play 

22 March David Batra Det här var ju tråkigt Jönköpings Teater Stand-up-comedy 

23 March 
Hans Ludde Ludvigsson & 

Mercenaries 
My own boss Jönköpings Teater Music 

24 March 
Hans Ludde Ludvigsson & 

Mercenaries 
My own boss Jönköpings Teater Music 

26 March Riksteatern 
Vårens Nyckelord är 

ångtält 
Jönköpings Teater Play 

27 March 
Bill Champlin & Joseph 

Williams 
Bill Champlin & 
Joseph Williams 

Jönköpings Teater Music 

29 March 
Kalle Moraeus & 

Pärleportsgänget 

Från pärleport till 

rock n’ roll 
Jönköpings Konserthus Music 

30 March 
Peter Karlsson & Blå 

Grodorna 
Peter Karlsson & Blå 

Grodorna 
Jönköpings Konserthus Music 
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Appendix G 

Question 

Age groups 

χ2 df p under 25 from 25 to 44 from 45 to 64 65 and older 

N 
Mean 
rank 

N 
Mean 
rank 

N 
Mean 
rank 

N 
Mean 
rank 

Q2 46 178.68 63 177.98 201 187.66 66 207.93 3.565 3 0.312 

Q6 51 183.14 68 182.77 199 196.91 65 193.57 1.448 3 0.694 

Q7 55 187.82 69 198.38 203 200.69 67 194.87 0.702 3 0.873 

Q9 49 177.98 68 190.55 201 191.52 66 208.27 2.542 3 0.468 

Q10 51 177.14 68 194.82 204 197.5 67 204.07 2.151 3 0.542 

Q11 52 184.35 68 170.43 204 192.06 67 219.6 7.708 3 0.052 

Q12 53 179.39 66 179.29 199 192.08 66 217.52 5.996 3 0.112 

Q13 47 191.03 65 176.55 198 187.43 65 198.98 1.678 3 0.642 

Q14 49 182.43 65 178.08 198 186.58 65 212.24 4.499 3 0.212 

Q18 48 176.04 64 178.09 192 188 64 186.76 0.894 3 0.827 

Q19 48 150.29 46 146.29 164 155.22 52 169.35 2.102 3 0.552 

Q20 52 197.5 68 172.42 198 195.52 64 194.45 3.026 3 0.388 

Q21 38 139.68 40 125.16 158 145.72 56 168.55 4.097 3 0.251 
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Appendix H 

Question 

Number of visits, year 

χ2 df p from 1 to 2 from 3 to 4 from 5 to 6 7 and more 

N 
Mean 

rank 
N 

Mean 

rank 
N 

Mean 

rank 
N 

Mean 

rank 

Q2 83 88.47 73 103.18 29 104.12 10 121.55 5.929 3 0.115 

Q4 82 92.78 73 103.08 29 87.38 10 127.9 7.361 3 0.61 

Q7 83 93.98 73 100.5 29 92.57 10 128.9 4.516 3 0.211 

Q8 83 97.78 73 97.88 29 90.45 10 122.6 2.76 3 0.43 

Q9 83 91.97 73 99.88 29 97.67 10 135.25 6.329 3 0.097 

Q10 83 92.14 73 98.79 29 98.86 10 138.35 7.148 3 0.067 

Q16 83 93.1 73 96.57 29 101.64 10 138.55 16.55 3 0.086 

Q19 83 89.48 73 101.7 29 98.24 10 141.05 5.373 3 0.146 
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Appendix I 

Interviewee Gender Age group Occupation Residence 

1 male 25-44 employed Jönköping County 

2 male 25-44 student Jönköping County 

3 female 45-64 employed Jönköping County 

4 male 45-64 employed Jönköping County 

5 female 45-64 employed Jönköping County 

6 female 65-79 retired Jönköping County 

7 female 65-79 retired Jönköping County 

8 male 65-79 employed Habo 

 

 


