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Abstract	  
Background  Strategic place branding has gained increased recognition lately, both scholarly and in 

practice. Because of globalization, cities are today constantly competing with other 

cities all over the world. Therefore it is today important for a city to communicate an 

image that is distinguished from others. However, a city’s image is not communicated 

by a single organization, but by a various number of stakeholders. A city consists of 

many different stakeholders, which can make it a complex process.  

Problem  Much of the existing research argues for the need to involve stakeholders in the 
process of branding cities. How to successfully do so is however still not clearly 

defined. This is a complicated manner since every stakeholder is different and has 

different needs, priorities and perspectives. This means that stakeholders are also able 

to contribute to a city and its brand in a unique way, which existing research lacks in 

defining. As of last year, Jönköping Municipality and Jönköping University officially 
became partners in a project called Jönköping Science City. This is a strategic 

collaboration between the two parties around a common future vision for Jönköping. 

Purpose  The purpose of this thesis is to investigate how the involvement of Jönköping 
University, as a stakeholder, looks like in the process of branding Jönköping city. 

Meaning that this study will analyze the collaboration and the effects that the 

university has as a major stakeholder and as an educational center in the city. 

Method  Primary- and secondary data have been used in order to fulfill the purpose of this 
thesis. A case study, in-depth interviews and existing literature have provided a 

theoretical and empirical base to for the analysis and conclusion. 

Conclusion  Jönköping University is a unique stakeholder and has had considerable contribution 

for the city and its brand. By an established cooperation with the university, Jönköping 

city are in turn able to utilize the positive impact the university contribute to and 

integrate that more with the community. 



Sammanfattning	  
Bakgrund Till följd av globaliseringen som idag är ett faktum finns numera en konstant 

konkurrens städer emellan. Detta har lett till en allt större betydelse och intresse kring 
strategisk platsmarknadsföring, både vetenskapligt och i praktiken. I praktiken betyder 

detta att städer idag har ett behov av att kommunicera en unik varumärkesimage som 

skiljer sig från övriga städer. Däremot kommuniceras inte städers varumärkesimage 

enbart av en organisation, utan genom många olika aktörer aktiva i staden. 

Problem En stor del av den befintliga forskningen betonar vikten av att involvera dessa aktörer 

i stadens marknadsföringsprocess. Det finns dock inget entydigt svar på hur detta skall 
genomföras och oklarheter råder på området. Att involvera aktörer i en sådan process 

är ofta komplicerat då olika aktörer har skilda behov, prioriteringar och perspektiv. 

Nuvarande forskning saknar även fakta kring det faktum att olika aktörer kan bidra till 

en stad på unika sätt. Detta har författarna valt att kolla vidare på genom att undersöka 

det nyligen startade samarbetet mellan Jönköpings kommun och Högskolan i 
Jönköping, Jönköping Science City. Jönköping Science City är ett officiellt samarbete 

i syfte att skapa och jobba mot en gemensam framtidsvision parterna emellan.  

Syfte Denna uppsats har till syfte att undersöka Högskolan i Jönköpings medverkan i 

Jönköpings stads marknadsföringsprocess. Detta kommer att göras genom att 

analysera samarbetet mellan de båda parterna och de bidragande effekter som 

samarbetet medför.  

Metod Både primär- och sekundär data har bildat grunden för denna uppsatts. Författarna har 

använt sig utav en fallstudie, djupintervjuer och befintlig litteratur. 

Slutsats Högskolan i Jönköping är en unik aktör i sin roll som stadens lärosäte och har bidragit 
till en stor del av den utveckling som skett i staden. Genom ett samarbete med 

universitetet, har Jönköping stad bättre kunnat utnyttja den positiva effekt som 

universitet fört med sig och integrera detta mer i samhället. 
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1.	  	  	   Introduction	  
In the first chapter, an introduction of the topic will be presented through a background, a 

short presentation of the parties involved, Jönköping city and Jönköping University, together 

with the case study of Jönköping Science City. In addition, Problem discussion, Purpose, 

Research questions and Delimitation will be presented as well. The last part of this chapter 

will consist of an overview of theories, which will explain the use of theories and models. 

 

1.1	  	  	   Background	  

The use of brands and branding to influence target audiences is a well-developed phenomenon 

in the corporate world, and for many private firms, the brand is more important than the 

product (Arvidsson, 2006). Although branding techniques in the area of geographic locations 

are not as recognized as in the commercial sector, branding plays an important role when it 

comes to places as well. Strategic place branding has gained increased recognition over the 

past decade, both scholarly and in practice, as cities, regions and nations have started to 

realize that it is important to develop a strong brand with a unique identity in order to attract 

tourists, investment, talent etc. (Anholt, 2007). Therefore, place branding has emerged as a 

marketing phenomenon in recent years (Kavaratzis, 2009). 

 

Due to globalization and other external factors, there is today an intense competition between 

cities regarding exports, companies, inhabitants etc. (Anholt, 2007). Thus, the need to create a 

strong identity that is distinguished from competitors has now become vital for geographical 

locations as well. A brand identity refers to the brand vision, which shows how the producer 

wants the brand to be perceived (Kavaratzis & Ashworth, 2005). However, different from 

commercial branding, where the brand is owned by a single organization that hold the 

copyright over it, place branding is much more complex (Anholt, 2010). A place is not 

controlled by a certain organization but has a large number of separate groups and 

stakeholders that influence and co-create the place brand image. Therefore, research within 

the area of place branding argues for the need to involve stakeholder in the branding process 

of a place (Kavaratzis, 2012). 

 

As the awareness of place branding is rapidly increasing, cities are just recently starting to 

work together with their stakeholders in order to increase their brand value. During September 

2014, Jönköping Municipality and Jönköping University officially became partners in what 
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they call Jönköping Science City; a project to develop a common vision and work towards 

making Jönköping an attractive city for students, researchers, businesses and other external 

actors. 

 

The growing interest for a city/university collaboration comes from both sides. Universities 

plays a variety of roles in their local and regional economy; as spenders, employers, 

knowledge creators, talent attractors, sources of new companies, innovators etc. (Van 

Winden, 2010). A university is therefore, in many cases seen as a major stakeholder of a city. 

On the other hand, universities are increasingly competing with each other, and are becoming 

aware that an attractive urban environment helps them attract the best students and researchers 

(Popescu, 2012). The relationship between universities and cities can therefore be seen as one 

of mutual benefit, where they can benefit from having each other around. 

 

1.2	  	  	   Jönköping	  

“Our region has a long history of small enterprises and the business community is 

characterized by its spirit of cooperation, innovation, endurance and often a large dose of 

courage.” (Region Jönköping County). 

 

Jönköping has about 130 000 inhabitants and is the tenth largest city in Sweden. Jönköping is 

located in the southern part of Scandinavia and between Sweden’s two largest cities, 

Stockholm and Gothenburg. In addition, the city is situated next to the main highway that 

goes from the north to the south, making Jönköping an accessible city. The geographical 

location also makes the city a good choice for businesses with logistics concerns as well as for 

tourists traveling in Sweden (Region Jönköping County). 

 

Jönköping has one of the highest employment levels and one of the lowest rates of illness-

related absentee in Sweden (Region Jönköping County). A significant proportion of the 

population works in manufacturing, with metal, plastics and wood processing topping the list. 

The city has a high percentage of newly-established companies and the number of jobs in 

manufacturing industries is well above the national average. The demand for skilled labor in 

both private and public sectors is also expected to increase in the future (Region Jönköping 

County). All this makes Jönköping an interesting case to investigate place branding in. 
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1.3	  	  	   Jönköping	  University	  

“The university is characterized by internationalization, an entrepreneurial spirit and 

collaboration with surrounding society.” (Jönköping University, 2015). 

 

Jönköping University has about 10000 students, of which 1500 are international (Jönköping 

University, 2015). It makes Jönköping University one of the most international universities in 

Sweden, in terms of the number of both international students and faculty. It is also one of 

Sweden’s three institutions of higher education that are private, non-profit and with the right 

to award doctorates (Jönköping University, 2015). Education and research are conducted 

through four faculties within four different focus areas; the School of Health Sciences, the 

School of Education and Communication, Jönköping International Business School and the 

School of Engineering (Jönköping University, 2015). Jönköping International Business 

School is since 2014 part of EQUIS, which is an accreditation that less than 1% of the world’s 

business schools have (Jönköping University, 2015).  

 

Jönköping University has a strong relationship with the local business community. In some 

programs students interact with businesses like IKEA as a part of the coursework. A close 

collaboration with the nearby Science Park incubator creates an environment for innovative 

students to test out and commercialize their ideas (Jönköping University, 2015). Students at 

the university are encouraged to undertake entrepreneurial activities to develop business ideas 

and create new companies in the region. 

 

1.4	  	  	   Jönköping	  Science	  City	  

"Jönköping Science City, a dynamic urban environment around the university with 

businesses, students, and research in a new collaborative environment.” (Jönköping 

University, 2015) 

 

Jönköping Municipality and Jönköping University have a long history of collaboration but in 

September 2014 the two parties officially became partners in a project they have called 

Jönköping Science City. The idea of the project is to gather the parties around common goals 

and visions concerning the city and its future. This means that all the collaborative work 

between the two parties will be under one roof (Declaration of intent, 2015). The 

collaboration is a long-term commitment from both the municipality’s and the university’s 
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side. The aim is to let the university campus grow, together with other parts of the 

community, to create physical environments where companies, students, researchers, labor 

representatives and other interested parties can meet and interact (Jönköping University, 

2015). The project is supervised and controlled by representatives from the university and the 

municipality with shared priorities and responsibilities. The idea of Jönköping Science City 

goal is to gather education, research and the community, in one place and by that, the project 

aims to take Jönköping to the next level by increasing its competitive advantages (Declaration 

of intent, 2015). 

 

1.5	  	  	   Problem	  discussion	  

In the process of gathering information and reviewing past literature on place branding, the 

authors found knowledge gaps concerning the relationship between the city and stakeholders 

within the city. Even though many of the lessons learned from building brands in the 

commercial sector can be transferred to branding places, the relationship between a city’s 

brand and its stakeholders is far different and cannot be found in the commercial sector 

(Anholt, 2010). 

 

A place brand is not controlled by a single organization but has a large number of separate 

stakeholders, with varying levels of interest in the place brand. Each stakeholder will want to 

assign the place brand a meaning that suits the target market of the stakeholder. The need to 

involve stakeholders in the process of branding a city is therefore commonly understood by 

most researchers. If this is not done, the brand will be communicated differently and end up 

being diverse and misleading (Kavaratzis, 2009). Therefore, how to successfully coordinate 

and work along with chosen stakeholders is important. This is a major challenge for place 

branding managers today and something that existing literature of place branding lacks in 

(Kavaratzis, 2012). 

 

Due to the newness of the topic and the complexity of the situation, there are many questions 

for future research to answer, concerning the involvement of stakeholders in the place 

branding process.  Involving a stakeholder in this process can be hard and coordination plays 

a huge part on the performance of the place branding strategy (Kavaratzis & Ashworth, 2005). 

A city consists of a large number of stakeholders with different needs, priorities and 

perspectives. This means that each stakeholder contributes in a unique way to the place brand. 
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The fact that a city is made up by different types of stakeholders would also imply that 

different stakeholders are able to contribute to the place brand in a unique way. How to 

successfully manage and implement specific stakeholders to enhance the brand value is 

something that existing research lacks in and has yet to define. 

 

An example of this can be seen in the lack of data regarding how to involve a university and 

what role a university may play in the place branding process. A university is a unique 

stakeholder that contributes to the city in ways that many other stakeholders cannot. A 

university has a big impact on its local environment in many ways as big spenders, source of 

talent and innovation, attracting companies etc. (Van Winden, 2010). Due to the underlying 

purpose of a university, the perceptions, priorities and goals could be rather similar. Thus, the 

way a university should be implemented in the place branding process could also be rather 

similar. 

 

For these reasons, the authors believe that investigating in the official collaboration between 

Jönköping Municipality and Jönköping University, Jönköping Science City, will contribute 

with relevant information about stakeholder involvement. More specifically, about a 

university’s involvement in place branding. 

 

1.6	  	  	   Purpose	  

The purpose of this thesis is to investigate how the involvement of Jönköping University, as a 

stakeholder, looks like in the process of branding Jönköping city. Meaning that this study will 

analyze the collaboration and the effects that the university has as a major stakeholder and as 

an educational center in the city. 

 

1.7	  	  	   Research	  questions	  

RQ 1) What role does Jönköping University has, as a stakeholder and as an educational      

center, in Jönköping?  

 

RQ 2) What does the collaboration between Jönköping University and Jönköping 

municipality looks like? 

 

RQ 3) What are the potential effects of Jönköping Science City on the brand of Jönköping? 
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1.8	  	  	   Delimitation	  

The thesis will have a clear focus on the branding aspect of Jönköping University’s 

involvement in Jönköping City. This involvement could have been looked at from, for 

example, an economic perspective but the authors have chosen to investigate how the city of 

Jönköping and Jönköping University are cooperating, and how Jönköping University’s 

involvement has changed the image and brand of Jönköping. 

 

We will not analyze any other city than Jönköping. In addition, we will not analyze any other 

stakeholder than Jönköping University. This due to the fact that it would be time consuming 

and risk of ending up with low quality data for the thesis. By choosing these two focus areas, 

the authors will be able to gain a deeper analysis of the topic and have more consistency with 

the overall work. 

 

The collaboration of Jönköping Science City, which will be a part of the thesis, will function 

as a tool of understanding the involvement of the university. However, the time limit that will 

be investigated regarding the collaboration between the municipality and the university 

stretches back further than the creation of Jönköping Science City. 
 

1.9	  	  	   Overview	  of	  theories	  	  

The area of place branding is still new and has evolved as an umbrella term from branding, 

leading to several concepts and models that are borrowed from traditional branding. 

Therefore, the authors will start by introducing the reader to the broad subject of branding to 

provide a basic understanding (2.1). In order to understand the effect that Jönköping Science 

City will have on the future brand of Jönköping, this section will help in providing a clear 

picture of what a brand is and how it affects the “end-product”. In the following section (2.2), 

the reader will be introduced to theories on place branding. This section will provide a basic 

understanding of place branding and define its differences to traditional branding. The reader 

will furthermore be introduced to the concept of stakeholders, which is one of the major 

differences between the two concepts, branding and place branding. 

 

In the section (2.3) the authors offer a more in-depth explanation of the stakeholder and what 

role this have for the place branding strategies. This section is divided into three parts, the 
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first being Stakeholder Mapping (2.3.1). This part will provide a model on how to identify 

and classify stakeholders, along with a short description on how these should be implemented 

in the branding strategy of a city. In section 2.3.2 (Stakeholder involvement), a more in-depth 

description will be offered on why and how a stakeholder should be involved in the branding 

process of a city.  The following part, 2.3.3, will offer a textbook model on how to 

successfully work with the chosen stakeholders in order to fulfill a chosen vision for a city. 

All this will provide the reader with a good understanding of brands and branding, place 

branding and its stakeholders. In the last section, 2.4, the authors will introduce the reader to 

existing theory on a university as a stakeholder. The theoretical framework is closely tied to 

the purpose and the research questions, which will provide the reader with the underlying 

knowledge needed to understand the process of this thesis.   
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2	  	  	  	   Theoretical	  framework	  
The second chapter will present theories, models and principles regarding branding, place 

branding and stakeholder involvement. Theories used in this chapter will lay the foundation 

for the thesis and will be used in order to evaluate the role of a stakeholder in the branding 

process of a place. In addition, the theories, models and principles will function as tools to 

analyze Jönköping Science City. 

 

2.1	  	  	   Branding	  
To understand the purpose of branding and the process behind it, one first needs to understand 

the purpose of a brand itself. A brand can be defined as "a name, term, sign, symbol, or 

design, or combination of them which is intended to identify the goods and services of one 

seller or group of sellers and to differentiate them from those of competitors" (Kotler, 

Armstrong & Parment, 2011, pp. 249). Over time, the brand becomes associated with a level 

of credibility, quality, and satisfaction in the consumer's mind. With today’s endless choices 

of products, a brand help consumers in the crowded and complex marketplace, by standing for 

certain benefits and values (BusinessDictionary, 2015). 

 

According to Anholt (2010) there is a clear difference between brand and branding. Branding 

is referred to as the process, the development and promotion of products and services to a 

certain group of consumers. The work concerning the branding process is described as the 

“every day work”. Rather than being seen as a process of doing, a brand becomes the result of 

the branding itself (Anholt, 2010). 

 

A brand evokes emotions for the customer, create beliefs and promote behaviors. A brand 

differentiates products from one and another and represents a promise that value will be 

delivered (Kotler & Gertner, 2004). With a brand, there is a psychological power that follows 

if the brand is successful. As Kotler and Gertner (2004) describe it, it increase the speed of 

where consumers are on their way of taking a purchase decision by speeding up their 

information processing. Thus, a brand which you are familiar with, will not require the same 

need for information gathering as a newly encountered brand (Anholt, 2007). In addition, a 

brand has a social value that sends a message to people that use it but also to people that see 

it. It can be described as having a personality with the ability to speak to the user and the 

spectator. A brand can add the perceived value to the features of a particular service or 
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product and due to that increase the overall value for the product or service itself (Kotler & 

Gertner, 2004). 

 

Simply put, a brand is an abstract concept that conveys a message to a receiver – the potential 

customer. Due to this, a brand can be vital in the process of distinguishing the object from 

competitors. However, how the customer will perceive and understand the message is hard to 

tell (Anholt, 2010). This means that no matter how the owner of the brand plans the brand to 

be understood, the customer’s associations decide the outcome. Kavaratzis and Ashworth 

(2005) show a more detailed picture of this phenomenon where they define the elements of a 

brand. The elements are referred to as brand identity, brand positioning and brand image, 

where each one is connected with the other (Kavaratzis & Ashworth, 2005). 

 

BRAND IDENTITY:  Describes how the producer wants the brand to be perceived by the 

user. The producers are the actors that have the power to define the brand identity of a 

place, product or service. The users are the targeted group, which could be investors, 

potential residents and consumers etc. 

 

BRAND POSITIONING: Is defined as the value proposition that demonstrate the competitive 

advantages of a brand, communicated to the targeted group. What this branded place, 

product or service has, that the other ones do not. 

 

BRAND IMAGE: Describes how the brand is perceived by the targeted group. What 

perceptions that the targeted group make when encountering with the brand. 

Figure 2.1 “Elements of a brand” (Kavaratzis & Ashworth, 2005, pp. 508) 
 

Hence, the brand image is not the context of the message but rather the context in which the 

message is received. Thus, the brand image is not controlled by the producers but by the 

users. The brand identity can easily be changed but if and how that will affect the brand image 

is hard to tell. Because of this, brand positioning is a vital part of the branding process. 

 

Another fundamental element of a brand is something that Anholt (2007) outlines as brand 

purpose. Brand purpose can be defined as the equivalent and shared view of the brand image, 

among the producers (Anholt, 2007). However, the brand of a geographical location is not 



	   10	  

produced by a single organization, but has a lot of actors that influence and co-create the 

brand (Anholt, 2007). Therefore it is vital when branding a place for the municipality to work 

together with those actors, to create a clear purpose and position for their city. The importance 

of this will be further analyzed in the sections below. 

 

2.2	  	  	   Place	  branding	  

Branding of products and services has had important focus for a long time. The area of 

knowledge about branding in the commercial sector is wide with several well-established 

models and concepts, but this is not the case when it comes to place branding (Kotler & 

Gertner, 2004). During the last decade the marketing techniques that are normally used for 

branding products and services are now applied when branding countries, regions and cities. 

Meaning that places are nowadays branded in a similar manner as corporate brands 

(Kavaratzis, 2009). Therefore, place branding has evolved as an umbrella term of branding 

that reflects an image, reputation or competitive identity of a place (Anholt, 2007). Place 

branding should not just be seen as the creation of a logo or an advertising campaign, but also 

as a long-term strategy in order to gain competitive advantages. This would in turn lead to 

sustainable and economic growth (Wahyurnini 2011).  

	  

Anholt (2007) describes the world as one large market where different places around the 

globe are the “products” in that market. Because of globalization, nations, regions and cities 

are today in a very competitive market where people, capital, knowledge etc., is very fluid. A 

market in which visitors, businesses and investors can choose between places all over the 

world. According to Anholt, this means that every city now competes with each other in the 

attraction of the “world’s consumers, tourists, investors, students, entrepreneurs, international 

sporting and cultural events, and for the attention and respect of international media, of other 

governments, and the people of other countries” (Anholt, 2007, pp. 1). Therefore it is now 

highly important for places to create a strong and unique brand for themselves in order to be 

distinguished from the rest. This would in turn work as a competitive advantage and create an 

increased value for the city. A bad place brand could therefore work as a handicap when 

seeking competitive advantages (Ham, 2001). 

 

Even though, place branding has copied much of the branding techniques and practices from 

the commercial sector, Anholt (2007) claims that this is not the appropriate way. There are 
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more aspects to take into consideration when branding a place, such as economic, cultural, 

environmental, political and social factors. The fact that a place brand is not controlled by a 

single organization but by various stakeholders within the city also makes place branding 

strategies different and more complex than commercial branding strategies (Kavaratzis, 

2009). A place brand is not created over a day but evolve over time by influences from 

numerous stakeholders. This makes place branding a hard process to steer. The idea of place 

branding strategies is not, like in the commercial sector, to sell products or services. The idea 

is to change people’s mind and perceptions that they have about a place (Anholt, 2010).  

 

In order to change people’s minds and perceptions, Ren and Blichfeldt (2011) argue for the 

importance of two principles. Product differentiation, where the core is to create a place that 

is distinguished from others. Shifting the question from what the place have to offer to what 

the place may have to offer that others may not. To be able to deliver the advantages of the 

place to the correspondents, it is highly important to have a clear image. Clear image refers to 

the communication of the brand, how the image is being messaged. A unified message creates 

a coherent and clear image, which helps the correspondents to form perceptions in their own 

mind about a certain place (Ren & Blichfeldt, 2011). Hence, place branding becomes 

problematic since the image is not understood and communicated by solely one actor, but by 

several stakeholders. Thus, the process of place branding can be seen as a network of different 

players with different perceptions and the task is to handle and navigate those perceptions 

(Klijn, Eshuis & Braun, 2012). 

 

Kotler and Gertner (2002, pp. 251) define a place brand as “The sum of beliefs and 

impressions people hold about places. Images represent a simplification of a large number of 

associations and pieces of information connected with a place. They are products of the mind 

trying to process and pick out essential information from huge amount of data from a place”. 

As mentioned earlier by Anholt (2007), the world is today a big market where people and 

organizations can choose between cities from all around the world. In such a market, most 

people and organizations do not have time to learn about what other places are really like. 

Instead, we form an image and opinion from a few simple clichés and stereotypes, such as 

Rom is about romance, New York about shopping and Tokyo about technology. Whether 

these are true or not, they will affect our behavior towards other places and their products 

(Anholt, 2007).  Zenker and Braun (2010, pp. 3) offers an additional definition of a place 

brand, as “a network of associations in the consumers’ mind based on the visual, verbal, and 
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behavioral expression of a place, which is embodied through the aims, communication, 

values, and the general culture of the place’s stakeholders and the overall place design”. This 

definition highlights the role of stakeholders, their behavior and their culture in the creation of 

a place brand. Stakeholders such as residents and organizations become vital, since they often 

communicate with external actors (Klijn et. al., 2012). Therefore, creating and spreading 

knowledge about a place becomes an important part of place branding strategies. The spread 

of knowledge to different types of actors in the city decreases the risk of having gaps in what 

they know and what is actually going on within the city (Braun, Kavaratzis & Zenker, 2013).  

 

Place branding strategies play an important role in creating a competitive and compelling 

image for a place. It also assists in developing a new image of a place that is more appealing 

and exciting, thereby making it an important phenomenon (Hankinson, 2009). While there are 

many specific reasons to brand and improve a city’s image, the main purpose of place 

branding strategies could be divided into six factors (Jansson & Power, 2006). 

The six factors are as follows: 

 

1) Attracting inward investments and international venture capital 

2) Attracting and maintaining companies 

3) Attracting and maintaining skilled knowledge workers 

4) Attracting new citizens 

5) Attracting tourists and visitors 

6) Sales and marketing of locally produced goods and services 

(Jansson and Power, 2006) 

 

In order to develop a successful place branding strategy it is important to identify a clear and 

unique set of brand attributes that the city possesses. In addition, having a place branding 

strategy without stakeholders is not sustainable in the long run. The stakeholders are a part of 

the place brand and should be taken into account. 

 

2.3	  	  	   The	  stakeholder	  

The current literature on place branding agrees that a city has a number of different 

stakeholders. These stakeholders perceive the city in different ways and consequently express 

their definition of the brand, through those interpretations. Stakeholders are defined as any 
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actor that in one way or another have an impact or interest in the city and its image (Warnaby 

& Stubbs, 2014). As mentioned above, this could be residents, investors companies, 

organizations and many more. While commercial brands are owned by an 

organization/company that hold the copyright over the brand, a place brand is not owned or 

controlled by a single organization but by the number of stakeholders (Warnaby & Stubbs, 

2014). Baker and Cameron (2008) and others note that many of these stakeholders have the 

power to influence and co-create the brand more than others. It is also important to keep in 

mind that place branding does not start with a blank image. Cities are already branded, 

whether or not they realize or acknowledge it (Dinnie, 2011). Without the help of 

stakeholders it can be hard to erase or amend the perceptions and in turn change the image. 

According to Kavaratzis (2012), there is a need to investigate the role that stakeholders have 

in the making of a place brand, and in addition being a part of the brand. 

 

Most literature on place branding argue for the importance of building an attractive brand 

with a clear brand identity supported by marketing activities to enhance the awareness of the 

brand (Kavaratzis & Ashworth, 2005). Since the place brand is consumed and produced by 

diverse stakeholders simultaneously; different views, perceptions and attitudes of different 

target groups need to be examined and considered (Kaya & Marangoz, 2014). Most likely, 

those stakeholders will have different perceptions about the how they want the place brand to 

be perceived. Thus, “place branding is not only a process where brands are constructed and 

marketing activities are employed, but also a governance process where many different actors 

are crucial for the success of the place branding activities” (Klijn et al., 2012. p.505). 

 

Klijn et al., (2012) describe situations where the branding process of cities have failed due to 

the differences in perception among stakeholders. Showing that place branding is undertaken 

in a context of several stakeholders that can co-produce the brand but also have the power to 

prevent the process. As in the commercial sector, where a brand is successfully branded when 

it is being co-produced with the consumers, a place brand has a higher rate of success if 

several actors are involved in the process (Klijn et al., 2012). Therefore it is vital to not only 

listen but also to include the stakeholder in the process of branding a place (Dinnie, 2011). 
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2.3.1	  	  	  Stakeholder	  mapping	  

Stakeholders of a place brand will come in many different shapes and sizes, with their own 

views and visions about the place. Working with these stakeholders on an on-going basis is 

important and should be long-term oriented (Allen, 2007). However, trying to please everyone 

is normally not always feasible. By identifying the different stakeholders that exist within a 

certain city, it becomes more clear and easier to find the stakeholders that has and can have a 

“major” stake in the success of the city. The starting point for an effective and inclusive 

branding strategy is therefore to identify what the city has to offer. What unique assets and 

strengths can be developed and emphasized. Identifying key actors is therefore crucial, since 

they might possess the power to enhance the brand value but also the power to prevent the 

branding process. Stakeholder mapping have therefore become a key tool for place branding 

managers (Newcombe, 2003, pp. 843). 

 

There are many different stakeholder mapping models, the once chosen for this thesis is the 

power/interest mapping model (Newcombe, 2003). Using this will help the authors analyze 

the role that Jönköping University has as a stakeholder and the level of importance and 

priority that should be placed on the collaboration. 

 

Stakeholder mapping: power/interest underlines the importance of two issues: 

• How interested each stakeholder is in impressing its expectations on the organization’s 

purposes and choice of strategies. 

• Whether stakeholders have the power to do so. 

 

Level of interest 

    Low  High 

 

 

 

 

 

 

 

 

 

A 
Minimal effort 

 

B 
Keep informed 

 

C 
Keep satisfied 

 

D 
Key player 

 

Low 

Level of Power 

High 

Figure 2.2 “Stakeholder Mapping: Power/Interest” (Newcombe, 2003) 
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Zone A: Stakeholders that show little interest in the activities of the project and have little or 

no power of influencing them. These stakeholders require minimal effort (Newcombe, 2003). 

 

Zone B:  Stakeholders that have a high level of interest in the project but lack significant 

power to influence the activities. These stakeholders may not have the power, but their high 

level of interest can be beneficial in the long-rung, so good communication is important. 

Thus, these stakeholders should be kept informed (Newcombe, 2003). 

 

Zone C: Stakeholders that have little interest in the project and its activities but significant 

power to affect them. These stakeholders need to be kept satisfied. Although they do not show 

the interest, they do have the power to impact the process of the project and its outcome. As 

long as they are satisfied, their interest in the project will remain low. It is important to have a 

close relationship with these stakeholders, because if their interest in the project increase they 

would become key players (Newcombe, 2003). 

 

Zone D: Stakeholders that have both high interest in the project and the significant power of 

affecting the activities within the project. These stakeholders are key players and should be 

involved as such (Newcombe, 2003). 

 

2.3.2	  	  	  Stakeholder	  Involvement	  

That stakeholders should be involved in the place branding strategies is something that most 

current researchers agree upon. Kavaratzis (2012) further argues for the need to engage key 

stakeholders along the whole branding process. Thus, including key stakeholders from the 

start and not to treat them as a “focus group”. Involving stakeholders in the process of place 

branding often lead to a clearer brand as it creates a more consistent and coherent brand 

identity (Klijn et al., 2012). Potential disagreements may occur but these disagreements can 

create a debate where new ideas and new perspectives may arise. This can in turn bring the 

place branding process forward (Newcombe, 2003). 

 

With regard to place brands, Anholt (2007, pp. 3) argues that inconsistent messages are sent 

out as a result of lacking coordination of the key stakeholders. Getting different stakeholder 

groups to work together, despite having different views or opinions, is an important matter. 

Hankinson (2009) suggest that one of the most vital factors to take into account when 
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involving stakeholders in place branding is to have a clear and common vision together with 

the stakeholders. A common vision for the place that supports each individual stakeholder, 

and thus allowing all actors to maintain their own individual goals and objectives. Along with 

its vision, positioning goes to the very heart of any brand building initiative (Kavaratzis & 

Ashworth, 2005). Defining what you are, what you stand for and represent, and then having 

the supporting evidence to back it up. Given the fact that no single person or organization 

owns a place brand, these stakeholders will have to find common ground in order to develop a 

unified brand strategy. Therefore, coordination is a vital aspect for place branding strategies. 

The term “coordination theory” was first introduced by Malone and Crowston (1990, pp. 2), 

where they define coordination as “the act of working together harmoniously”. Their study 

further led to a conceptual framework for coordination where they define coordination as a 

process of four components. 

 

The process and the components are as follows: 

• Goals (identifying goals) 

• Activities (mapping goals to activities, e.g. goal decomposition) 

• Actors (selecting actors; assigning activities to actors) 

• Interdependencies (“managing” interdependencies) 

 

Malone and Crowston (1990, pp. 5) further define coordination as “the act of managing 

interdependencies between activities performed to achieve a goal”. Actors should perform 

activities that are directed toward goals, with interdependencies between activities. Dinnie 

(2011) offers a more in-depth explanation on how to successfully coordinate stakeholders in 

the process of place branding. 

 

2.3.3	  	  	  Effective	  Partnership	  

Engaging and connecting key stakeholders in the development and implementation of a place 

brand strategy is crucial. Dinnie (2011) argues that a partnership between a city and its 

stakeholders will help reach the desired image since it has a longer-term approach and a 

shared view of the brand. Dinnie (2011) formulates ten principles for an effective partnership 

throughout the branding process of a place. 
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1. Inclusive and representative 

The partnership needs to represent all partners. It is important that the members of the place 

brand partnership acknowledge and accept each other as equals, not judging of their size, 

economic or political power. Otherwise this could cause frustration and eventually destroy the 

partnership (Dinnie, 2011). 

 

2. Long-term commitment 

An effective place brand strategy requires the partners to commit both their efforts and 

resources through several of activities, such as joint investments, joint events joint 

appearances etc.  Place branding is about changing people’s minds about a city and will take 

many years to realization. Therefore, it is vital that the commitment comes from the partner 

organization and not just the individuals representing them (Dinnie, 2011). 

 

3. Shared vision 

It is of great importance that the partners agree on a shared vision. This vision should in turn 

be more prioritized than their individual visions (Dinnie, 2011). 

 

4. Sharing responsibility 

An effective place branding strategy requires shared responsibility for making the vision a 

reality. This means taking decisions and taking responsibility for those decisions together 

(Dinnie, 2011). 

 

5. Trusting each other 

An effective place brand strategy requires trust among the place brand partners. It is important 

that each partner explicitly shares their expectations and objectives of the branding strategy, 

hidden agendas will destroy trust and hinder the partners to work effectively (Dinnie, 2011). 

 

6. Aligned and engaged 

A brand partnership should be aligned to one purpose, to develop and implement a chosen 

brand strategy. This will in turn become the guiding principle for the partnership. Meetings 

should involve discussing new initiatives, taking decisions on projects and evaluating 

activities (Dinnie, 2011). 
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7. Communicating as one 

Within an effective partnership, once the brand identity has been decided and agreed, every 

partner should have the same understanding of the place image. Creating a more cohesive 

communication, which sends out strong signals to local audience as well as outsiders. A 

unified communication is one of the greatest strengths of a place brand partnership (Dinnie, 

2011). 

 

8. Taking “on-brand” decisions and actions 

It is important that the partners start taking decisions and actions to make the chosen brand 

vision into reality. Therefore it is crucial that both the decision-makers and those doing the 

work fully understand the brand so they can determine that what they are doing is actually 

“on-brand” (Dinnie, 2011). 

 

9. Making “on-brand” investments 

It is important that investments that the partners conduct are “on-brand”, that it supports the 

future image of the city (Dinnie, 2011). 

 

10. Willingness to evaluate impact and effectiveness 

Finally, it is important that the both partners are willing to assess what they have done right, 

but also what they have done wrong. Therefore it is important that the partners agree on what 

the measures of success will be on beforehand. This would enable the partnership to 

determine whether activities met their expectations and to find the reasons behind the success 

or failure (Dinnie, 2011). 

 

2.4	  	  	   University	  as	  a	  Stakeholder	  

As a stakeholder within a city, a university holds a special role in comparison to several other 

stakeholders. Cities are today competing with other cities from all over the world in order to 

attract resources in the form of human, financial and infrastructure. As cities and regions are 

not just competing on a national but a global arena, the role of a university has become 

increasingly more important. Education brings economic wealth, social prosperity and 

political stability to a society. A university is also a place where new ideas are born, 

knowledge is created and entrepreneurship is fostered (Popescu, 2012). 
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According to Popescu (2012) the primary mission of a university is to contribute to the 

development of human capital through teaching. However, Popescu (2012) further states that 

the research that is being conducted within universities creates a relationship between the 

university and the local community, and in turn contribute to knowledge transfer and 

development of technologies. Furthermore, the students and research staff at the university 

will become consumers of the city. A university will therefore not only play an important role 

in the attraction of investments and talent but also strengthen the local economy.    

 

The globalization has affected universities as well, which are today constantly competing on 

both a national and an international platform. Universities are competing with each other in 

order to attract the best students, researchers and financial resources. An attractive urban 

environment will increase the attractiveness of the university (Popescu, 2012). A powerful 

and internationally recognized university could in turn contribute to build a national as well as 

a global brand, leading both residents and investments to the city (Van Winden, 2012). 

Therefore, city governments have come to recognize their universities as engines of the urban 

knowledge economy, in their role as sources of talent, economic development, innovations, 

and social and cultural dynamism (Van Winden, 2012). 

 

The nature of a university is that it is relatively resistant towards cycles in the economy and 

the business environment in general. Ups and downs in both the regional/national and global 

economy will not affect a university the same way they affect other stakeholders. This makes 

a university a stable player in the city it is active in and thus making its role fundamental in a 

city and its surroundings (Steinacker, 2004). 

 

A study that was conducted in the UK (Kelly & White, 2014) explored the impact a university 

would have on the local economy and image of the cities they are active in. Universities were 

seen as engines of the regional community, attracting attention and in-flow of both capital and 

human resources, in a way most stakeholders do not have the ability to do. The study also 

showed that international students contribute to the economy in several ways. International 

students outside the EU pay tuition fees that generate an in-flow of capital to the university 

which create a solid foundation for the university and its organization. It was also revealed 

that international students, whether they are from within the EU or outside, tend to spend 

more off-campus than local or national students. Additionally, another aspect that was 
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recognized was the impact that a university would have on the surroundings outside the 

campus, creating a vivid profile (Kelly & White, 2014). 

 

The relationship that exists between a city and its university has gained more importance 

during the last decade (Popescu, 2012). A university with a strong identity and reputation 

creates a strong brand for itself. The brand a university possesses can in turn affect the brand 

of the city it is active in, thus increasing the importance of a close relationship between the 

two parties. In addition, the brand of a university tends to go hand-in-hand with its level of 

internalization. A strong university brand is most often recognized on an international level. 

Having a higher rate of international students and staff increases the rate of awareness a 

university gains. In addition, a university which receives investments in education and 

research provides an image on how a city values its people but also an image about the level 

of optimism in a city. All this makes the role of the university important to take into account 

when creating a brand strategy for a city (Popescu, 2012). 

 

Popescu (2012) brings up several examples from around the world where cities with reputable 

universities have transformed into so-called “cities-university centers”. This has created an 

environment where several urban activates are developed around a certain university, which 

in turn attract people, both nationally and internationally. 
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3	  	  	  	   Method	  
In the following chapter, a description of the methods being used will be provided. In 

addition, a motivation concerning the chosen research approach, research design, data, 

collection, research strategy and analysis of data will be presented. The purpose of this 

chapter is to make the reader understand the choices that have been made when conducting 

this thesis. 

 

3.1	  	  	   Research	  approach	  

There are two different research approaches to tackle a thesis from, a deductive or an 

inductive approach. Theory is fundamental in both cases, but the relationship between theory 

and research differs between the two approaches (Saunders, Lewis & Thornhill, 2012). A 

deductive approach is associated with quantitative research, and is more narrow and 

concerned with testing or confirming hypotheses.  The deductive approach often starts with a 

social theory, which is believed to be true. The theory is later on tested, through testing 

hypothesis by observations and data in the field. This ultimately leads to a confirmation or 

dismissal about the hypothesis (Saunders et al., 2012). Contrary to this, an inductive approach 

works the other way around. This approach starts with collecting a substantial amount of data. 

The data is later on analyzed to find patterns, which the researcher can draw generalizations 

from and formulate a conclusion. 

 

Deciding what type of research approach to use is important because of several reasons 

(Saunders et al., 2012). First, the chosen approach will lead to a better understanding and 

make it easier to choose an appropriate research design. Second, it will work as a guideline to 

what research strategy to use. The decided research approach will also help realizing the 

limitations of the research design (Saunders et al., 2012). The authors want to look into the 

established collaboration between Jönköping and Jönköping University in order to find out 

what it looks like and how this has and might impact the branding process of Jönköping. 

Since this thesis will be an investigation of the stakeholder involvement and does not include 

a hypothesis, an inductive approach will be used in conducting this thesis. 

 

Qualitative research, such as non-numerical data and open-interviews, is often associated with 

the inductive research approach (Saunders et al., 2012). Quantitative research is often 

associated with a deductive approach and gathers statistics from a large sample by structured 
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questionnaires and mostly closed questions (Saunders et al., 2009). Due to the newness of the 

field and the stated research questions, a more in depth knowledge is required. Therefore the 

authors have chosen to conduct interviews with key staff at both Jönköping municipality and 

Jönköping University. This would be classified as qualitative research.   

 

3.2	  	  	   Research	  design	  

There are different types of research designs; exploratory studies, descriptive studies and 

explanatory studies (Saunders et al., 2012). The research design can be classified as the 

overall strategy, a detailed plan over the process of how to address the research problem and 

how the research questions will be answered. Hence, the research questions will thereby 

decide what type of design is appropriate. 

 

An exploratory study will lead to a better understanding of a newfound topic, an insight as to 

what is happening or a discovery of the nature of the problem (Saunders et al., 2012). The 

exploratory research design is usually used in the early stage of discovering a phenomenon 

and can help build a foundation that future research can be built upon. This type of research 

could be pursued through a few ways; literature search, case studies, interviews with focus 

groups and in-depth interviews with experts. This study has used all of the previous ways, 

except the use of focus-groups. A descriptive study focuses on gaining an accurate outline of 

a certain subject. When conducting a descriptive research, it is necessary to have a clearly 

defined picture of the phenomenon that is being researched (Saunders et al., 2012). 

 

The aim of this thesis is to explain how a university may be involved and what the role and 

impact a university may have in place branding process. This phenomenon has been examined 

by other researchers but has yet to be defined and has more questions that need to be 

answered. Therefore, the authors are using an exploratory approach when conducting this 

thesis. This is also the reason to way the authors chose to exclude the descriptive and the 

explanatory approach. 

 

3.3	  	  	   Data	  collection	  

There are two types of data to collect for a research; primary data, which is data collected for 

that specific purpose and that specific research. In addition, secondary data is data that has 



	   23	  

already been collected and analyzed by someone else, hence someone else’s primary data. For 

that matter, secondary data usually has different purposes and it is therefore important that the 

data is carefully selected to insure correct and relevant information (Saunders et al., 2012). 

The upside to using secondary data is that it saves time and money, in contrast to primary data 

that can be costly and very time consuming. This thesis is conducted through the use of both 

secondary and primary data, to combine a previous understanding with new and more precise 

information on the topic. The secondary data used in this thesis has been retrieved from 

electronic sources such as Primo and Jönköping University’s library. Additional data was also 

collected from sources such as, company and governmental websites.  Because of the newness 

of this area, relevant secondary data is relatively hard to find and the need for primary data is 

of great importance. The primary data in this study is mainly collected through interviews 

with key staff at Jönköping Municipality and Jönköping University. 

 

3.4	  	  	   Research	  strategy	  

Research strategy is about having a plan on how to go ahead in reaching a predetermined 

goal. In this case, answering the research questions in order to fulfill the purpose will be the 

main goal. Strategies on how to go about it can for example include experiments, surveys, 

case studies, archives etc. in order to gain the information needed (Saunders et. al., 2012). In 

this thesis, interviews, existing literature in various forms and a case study will be used in 

order to answer the stated research questions, and thus the purpose. 

 

3.4.1	  	  	  Case	  study	  

The purpose of a case study is to investigate a research topic or a phenomenon within its 

context. It is a good technique in order to gain a broad understanding of the context of the 

research and the processes behind it (Saunders et al., 2012). According to Yin (2003) a case 

study should be considered for several reasons. First of all, if the focus of the study is to 

answer “how” and “why” questions concerning your chosen topic. Second, if you want to 

cover conditions within the context because they may be relevant to the phenomenon that is 

being investigated. The third reason could be if the boundaries between the phenomenon and 

the context are not very clear. Since the purpose of this thesis is to study a current 

phenomenon in-depth, stakeholder involvement, a case study is therefore suitable.  
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The authors will analyze how the collaboration between Jönköping municipality and 

Jönköping University looks like and what role Jönköping University has in the branding 

process. Therefore, the chosen case study, Jönköping Science City, will play an important role 

since it is highly relevant to the research and will guide the authors when answering the 

“how”, “why” and “what” questions. 

 

When it comes to case studies, several types of approaches exist. You can either use a single 

case or multiple cases in order to answer your research questions. A single case can often be 

used if it is related to the subject and provides the opportunity to investigate and analyze a 

phenomenon that lacks previous research (Saunders et al., 2012). A single case study is, in 

addition, also used when the case is of a typical nature within the phenomenon. Multiple cases 

on the other hand focus on the potential link between several different cases and if the 

findings are common across all cases (Saunders et al., 2012). The case of Jönköping Science 

City is unique and new for both the municipality and the university due to its structure. Also, 

the area of place branding in Jönköping is relatively new and because of that, a single case has 

been used. Focusing on a single case will provide the authors with the possibility to gain in-

depth information and look at the involvement from different perspectives. Another 

contributing factor to the choice of a single case was the time limitation, since multiple cases 

require more time. The use of a case study can be very useful when it comes to exploring 

existing theory, but also challenge it and thus, create new insights. Important to have in mind 

is that a case study could be demanding and time consuming (Saunders et al., 2012). A plan 

on how to proceed with the case study and carefully chose a suitable approach for that is 

therefore important. 

 

3.4.2	  	  	  Interviews	  

Respondents Employment Date for 

interview 
Location 

Ann-‐Marie	  

Nilsson	  

President	  of	  Jönköping	  City	  

council	  

2015	  -‐	  11	  -‐	  04	   At	  her	  office	  at	  the	  city	  hall	  

Lars	  Niklasson	   Vice	  principal	  of	  Jönköping	  

University	  

2015	  -‐	  11	  -‐	  04	   At	  his	  office	  at	  Jönköping	  

University	  

Table 3.1 “Table of respondents” (Author’s own) 
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Both Ann-Marie Nilsson and Lars Niklasson are involved in the project of Jönköping Science 

City. Together with the mayor and the university principal, Nilsson and Niklasson form the 

controlling committee, which has the overall supervision and responsibility of the project and 

its different strategies. As can be seen in table 3.1, the chosen respondents represent both 

sides in the project of Jönköping Science City. This is good since it presents more than one 

perspective and open up for a more in-depth analysis.  

 

The main benefits with conducting interviews are the opportunity to gather reliable and valid 

information that is relevant to the particular topic and purpose. Interviews can also improve 

the research questions in order to gain the information that is needed (Saunders et al,, 2012). 

There are several different types of interviews that can be conducted, one of these are semi-

structured interviews, which can also be called qualitative research interviews. The basics of 

semi-structured interviews are that the interview will have a determined theme that will 

function as a frame for the discussion with the respondent. In addition, key questions can be 

used in order to set the guideline for the interview. The key questions and the order the 

questions may follow could vary from one interview to another, depending on how the 

discussion with the particular respondents plays out (Saunders et. al., 2012). Because of the 

small amount of existing literature on universities as a stakeholder in the place brand, the 

authors felt the need to gain as much information as possible. A semi-structured approach was 

therefore used when conducting the interviews. This would allow the authors to have a more 

open discussion with the respondents and gain relevant information to fully cover the relevant 

aspects.  

 

Since the authors are using an exploratory research approach, semi-structured interviews have 

other benefits connected to that. The purpose of the approach is to create a flowing and 

flexible discussion where some unscheduled questions can be asked in order to clarify the 

answers (Saunders et. al., 2012). Questions that have been used have been so called open-

ended questions. Open-ended questions cannot be answered with only “Yes” or “No”, and 

thus, allowing the respondents to motivate and give a more detailed answer. As this study will 

include interviews with two respondents, with varying preferences, the logic and order of the 

questions will vary. As the authors had a basic preconception about the research area, that has 

been another supporting reason for the choice of semi-structured interviews. 
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However, according to Saunders et al. (2012) there are some issues to have in mind when 

conducting a semi-structured interview. Since the interviews could lack some standardization, 

reliability could be a problem. This is connected to the risk of ending up with an outcome that 

is influenced and biased, where the respondents give the answers that they feel are desired by 

the interviewer. This can be a result of the behavior of the interviewer and/or the tone that is 

being used during the discussion, and can lead to influencing the respondents with the beliefs 

of the interviewer (Saunders et al., 2012). 

 

The purpose of both the study and the interview was stated on beforehand and both the 

respondents seemed interested to help us. In order to avoid the issue of unreliable information, 

the authors kept a professional tone during the interviews with relevant follow up questions 

and a calm attitude during the discussion. The authors listened carefully to every answer given 

and sometimes took notes if there was any non-verbal reaction from the respondent that may 

affect the answer. To avoid the questions being too basic, the authors collected information 

regarding the history of the two organizations, the university and the municipality, on 

beforehand. A lot of time also went in to preparing the interview questions in order to gain 

relevant information.  

 

Another issue connected to a qualitative research, using small number of cases, is the risk of 

generalization. This occurs when the information gathered from one particular case or 

interview lead to general assumptions by the researcher (Saunders et al., 2012). In order to 

avoid generalization, the authors arranged interviews with a representative from both sides of 

the case study. Gaining more than one perspective would decrease the risk of generalization.  

 

Both of the interviews were conducted face-to-face and recorded through an audio-recording 

device. This enabled the interview to keep running without any interruptions from the 

interviewer’s side. Permission in advance of using a voice recorder was received from both 

respondents. During the interview with Lars Niklasson, he had prepared a PowerPoint-

presentation which he had in the background and which enabled the authors to ask the 

relevant follow up questions. Time was not an issue during the interviews, although Ann-

Marie Nilsson normally has a tight schedule we received the relevant information needed. 
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3.4.3	  	  	  Secondary	  data	  

The benefits of using secondary data are many. The use of secondary data leads to a 

significant saving in resources, such as costs and time. Secondary data also enables the 

researcher to gather and analyze a wide range of data, that otherwise would have been time 

consuming and complex. It also enables the researcher to focus on interpreting and analyzing 

the collected data, thus increasing the quality of the research from a theoretical perspective 

(Saunders et al., 2012). 

 

The process of collecting the secondary data has been as follow: 

Data bases and 

search engines 
Primo, Jönköping University’s library, Google Scholar, DIVA 

Search words Place branding, city branding, Jönköping, Stakeholder, Stakeholders 

involvement in place branding, Branding, Science City, Marketing 

places, University stakeholder, cities as research center, city image, 

stakeholder cooperation 

Literature type Literature book, academic articles and the internet. 

Language of 

publication 
English and Swedish. 

Publication 

period 
2001 – 2014 (few exceptions). 

Table 3.2”Search Parameter” (Author’s own) 

 

3.5	  	  	  Analyze	  of	  data	  

Since the vast majority of the collected data is of a qualitative nature, there are some things to 

have in mind when analyzing it in order to gain as high quality as possible on the outcome. 

Due to the amount of volume and information of the qualitative data, it could be a complex 

process to sort out the information that is necessary and the information that can be excluded 

(Saunders et al., 2012). One of the main tasks when it comes to analyzing qualitative data is to 

create word-processed text out of oral and/or handwritten text (Saunders et. al., 2012). The 

way of transforming audio-recorded interviews into written word-processed text is called 

transcribing (Saunders et.al., 2012, pp. 550). The purpose of transcribing is also to take into 
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account any non-verbal behavior during the interview, which means that the researchers 

should look at how a particular answer was given. This is as mentioned something that the 

authors had in mind and kept notes of when conducting the two interviews. 

 

Transcribing is very time consuming, and it is suggested that 1 hour of audio-recording takes 

up to 10 hours to transform into written word-processed text (Saunders et al., 2012). There are 

several ways of reducing the time spent on transcribing. For example, paying someone to do 

it, using a voice-recognition software on the computer or transcribe those parts of the 

interview that are relevant for the research, also called data sampling (Saunders et al., 2012, 

pp. 551). The authors chose to transcribe those parts that were relevant for the research on 

their own. Since the interviews have had a contributing role in this study, the authors realized 

that the time had to be put in it in order to make the transcribing as accurate as possible. Both 

the authors did a data sampling on their own to make sure that nothing relevant was missed 

out. 

 

Both interviews were conducted in Swedish and the reason is simple. Both of the respondents 

are Swedish and both of the interviewers are Swedish, which led to having the interviews in 

Swedish the natural choice. In order to avoid potential transcription errors when transcribing, 

the researchers carefully listened to the audio-recording more than once. In addition, going 

back to a specific audio-recording later on in order to not miss anything and re-check those 

parts that are sampled. This process is described as data cleaning (Saunders et. al., 2012, pp. 

550-551). 

 

As mentioned earlier, to have as solid data cleaning as possible, both of the authors did a data 

sample of each of the interviews. The data sample was done in Swedish, and was later put 

together in one document compared and translated by both the authors. This was primarily 

done to not miss out on any relevant parts, but also to make sure that we had written down the 

correct information without any misunderstandings or incorrect formulations. The data sample 

was in turn sent to both Lars Niklasson and Ann-Marie Nilsson in order to gain their approval 

and verification of the data. This increased the validity of our findings and decreased the risk 

of using incorrect information. 

 
 



	   29	  

4	  	  	  	   Empirical	  findings	  
In the following chapter, the relevant outcome of the interviews will be presented. The 

interviews concerns the collaboration as of today, which is the case of Jönköping Science 

City. The empirical findings will, in addition, discuss the collaboration between the two 

parties from the past years. From the findings, the authors identified three main subjects 

relevant to the purpose of the thesis. These are the image development of Jönköping, the 

university as a stakeholder and the coordination between the two parties. 

 

4.1	  	  	   The	  image	  development	  of	  Jönköping	  

Jönköping Municipality and Jönköping University have a long history of partnership that 

stretches far beyond the creation of Jönköping Science City, which went public in September 

2014 (L. Niklasson, personal communication, 2015-11-04). The two parties have during a 

long time benefited from each other and are well aware that working together is important. 

Due to the size of Jönköping, the relationship between the municipality and the university is 

very strong. Such a dependent relationship cannot as easily be found in bigger cities like 

Stockholm or Gothenburg (L. Niklasson, personal communication, 2015-11-04). The fact that 

the city council once chose to locate the university campus in the center of the city has further 

contributed to the university being an integrated and significant part of the physical attributes 

of Jönköping (A-M. Nilsson, personal communication, 2015-11-04). 

 

Jönköping and its region have for a long time depended on its manufacturing sector, and it has 

been a success. But times have changed and increased competition has become a fact due to 

the increased globalization. In addition, there is a clear tendency of decrease in the need of 

manufacturing and an increase in the need of services (A-M. Nilsson, personal 

communication, 2015-11-04). Therefore, Jönköping Science City has become an important 

project to gather research, education and education under “one roof” in order to take the next 

step for the city, and on the same time for the university (L. Niklasson, personal 

communication, 2015-11-04). Jönköping Science City is an established collaboration between 

Jönköping Municipality and Jönköping University, with a common aim to create a dynamic 

urban environment around the university with businesses, students, and research.  

 

Before the establishment of Jönköping Science City, Jönköping University came to an 

agreement with Jönköping Region regarding closer cooperation. This took the whole region of 
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Jönköping into account and further led to the project of Jönköping Science City, where the 

two main parties are the municipality and Jönköping University (L. Niklasson, personal 

communication, 2015-11-04). To get a better picture of the relationship that Jönköping has to 

its university, the authors asked what effect the university has had and have on Jönköping as a 

city. Nilsson (personal communication, 2015-11-04) brings up several aspects regarding the 

role and the impact that Jönköping University has had over the past decades. Nilsson first 

moved to Jönköping in the early 80’s which was in conjunction with the establishment of the 

university. She explains that Jönköping was a place with very conservative values back then, 

with the unofficial label of “The Jerusalem of Sweden”. According to Nilsson (personal 

communication, 2015-11-04), places in the area nearby Jönköping, such as Gislaved, 

Halmstad and Borås, would be preferred over Jönköping for amusement and shopping. Today, 

Jönköping is a vivid city with a lot to offer, such as a variety of events, clubs, restaurants etc. 

As of this year, Jönköping has the chance to pinch the title of “world’s smartest city in 2016” 

given by Intelligent Community Forum (ICF). The qualification refers to the cities digital 

equality, sustainability, innovation, labor market and broadband access. A total of 21 cities 

were nominated and one of them being Jönköping (Jönköping kommun, 2015).  

 

The perceptions of Jönköping being a conservative and religious place have changed a lot but 

still exist among some people, mostly external (A-M. Nilsson, personal communication, 

2015-11-04). Nilsson claims that the university has had a major role in changing these 

perceptions, or at least in giving another dimension to the city. The university has highly 

contributed to the city when it comes to the progressiveness, openness and tolerance. The fact 

that students come from all parts of the world to study here has led to the transformation of 

Jönköping as a city with a diverse and international mentality (A-M. Nilsson, personal 

communication, 2015-11-04). But also the fact that it is located between the two largest cities 

in the country, Gothenburg and Stockholm, enables the city to attract students from other 

parts of the country as well (L. Niklasson, personal communication, 2015-11-04). This gives 

the city a “youthful touch”, as Nilsson puts it. The inflow of young and aspiring people 

creates an environment of modern thinking and entrepreneurship (A-M. Nilsson, personal 

communication, 2015-11-04). The transformation of the city attributes is in turn something 

that the university has contributed to, not necessary directly but indirectly. “Looking back at 

Jönköping, it is not the same city as it was 20 years ago” (A-M, Nilsson, personal 

communication, 2015-11-04). Jönköping is today a “living” and a progressive city and much 

of it is due to the university, again not always directly but indirectly. 
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Since an organizations’ vision describes what they would like to achieve or accomplish it is 

therefore relevant for the partnership and branding strategy. The vision of Jönköping 

University is to “build an international university in Jönköping which attracts highly 

qualified, inventive and enterprising people from all around the world. We contribute to 

sustainable economic, social and cultural prosperity in the region where we reside, making 

way for knowledge based innovation and enterprise.” (Jönköping University, 2015). 

Jönköping city’s vision is since many years back “The light by Vättern”. Nilsson (personal 

communication, 2015-11-04) points out that there is no new vision for the city yet but that 

they are working with it at the moment, a vision that will be more up-to-date and integrated in 

the city. But coming up with a vision for a city takes some time. It is a political decision and it 

has to be deeply rooted between the decision makers before they can go through with it. 

However, Nilsson (personal communication, 2015-11-04) states that the old vision still has 

some meaning today; the geographical location of Jönköping and the light which symbolizes 

the importance of education and future. Niklasson (personal communication, 2015-11-04) 

states that the geographical location is a factor that Jönköping and the university have gained 

a lot from. The fact that Jönköping is located where it is, between the two largest cities in the 

country, enables the city to attract students and researchers, visitors but also companies with 

logistical issues.  

 

Jönköping Science City is a way of utilizing the entrepreneurial spirit and knowledge that the 

city possesses (L. Niklasson, personal communication, 2015-11-04). The idea of Jönköping 

Science City is to let the campus grow together with other parts of the community, and to 

create a physical environment where companies, students, researchers, labor representatives 

and other interested parties can meet and interact. The purpose of Jönköping Science City is 

not to completely change the image of Jönköping but to strengthen it (A-M. Nilsson, personal 

communication, 2015-11-04). Niklasson (personal communication, 2015-11-04) explains that 

some inspiration has been taken from “Kista Science City”, which is an innovation cluster 

where education, the commercial sector and the public sector got together and created a 

foundation in order to transform the region to a world-leading center for research. 

 

When asked what the fundamental reasons were behind creating the concept of “Jönköping 

Science City”, Nilsson (personal communication, 2015-11-04) pointed out the need of 

securing the university’s continuous development. To do so, an established collaboration 
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around those areas that the university is known for is important to keep the momentum. By 

creating a strategic and long-term project, Jönköping Science City, the project develop a 

foundation for a positive future of the city where the university has the opportunity to grow. 

Giving the tools to the university to grow and develop, Jönköping as a city will grow and 

develop as well (A-M, Nilsson, personal communication, 2015-11-04). 

 

Niklasson (personal communication, 2015-11-04) explains that during the last couple of 

years, there has been talks about the university “cutting down” in order to save resources, and 

that has been negative. By establishing a project like Jönköping Science City, it sends out a 

message to the residents and other stakeholders that the university together with the 

municipality are doing the opposite, which is investing in the future. Creating an environment 

around the university campus, where students, researchers and representatives from the 

commercial sector can meet, would improve and strengthen Jönköping’s image of putting 

value on education and the creation of new businesses. Since Jönköping has a history of being 

successful when it comes to small businesses, this is a way of integrating the history of the 

city with the future (A-M, Nilsson, personal communication, 2015-11-04). Both Nilsson and 

Niklasson (personal communication, 2015-11-04) agree that having a situation like in Kista, 

where the district is associated with “Kista Science City”, is something that would be great. 

 

The collaboration between the university and Jönköping is also important for creating a place 

where young people feel that they can achieve something and where they are given a chance 

to stay in city. By doing so, it will give them incentives to stay in Jönköping instead of 

moving to cities such as Gothenburg and Stockholm. For that reason, the outcome of a project 

such as Jönköping Science City could work as a counterforce to the urbanization that is taking 

place in the country (L. Niklasson, personal communication, 2015-11-04).  

 

The change that the city is going through and the new image that is being created, is 

something that all residents of Jönköping should identify themselves with, not only young 

people and/or students. Families should also feel that this is a change that is beneficial for 

them and their children. Clarifying and emphasizing the importance of this change for the 

whole community is highly important (A-M. Nilsson, personal communication, 2015-11-04) 
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4.2	  	  	   The	  university	  as	  a	  stakeholder	  

Nilsson (Personal communication, 2015-11-04) states that Jönköping is well aware of place 

branding as a phenomenon and the value that a strong image can lead to. Jönköping works 

with several strategies in order to brand and shape a more current image of Jönköping. 

However, an image is perceived over a long time and “working together with the university is 

crucial but cannot be the only source to brand a city” (A-M. Nilsson, personal 

communication, 2015-11-04). 

 

As Nilsson (personal communication, 2015-11-04) mentioned earlier, Jönköping is already 

branded, both by internal and external actors, and has for a long time been perceived as a 

quite religious city with a strong heritage and tradition. An image of a city takes a long time to 

change and therefore it is important to work along with several parts of the society to 

communicate a more current image of Jönköping. For that reason, “Destination Jönköping”, 

works together with many of Jönköping’s bigger companies and organizations to create a 

more up-to-date and united image (A-M. Nilsson, personal communication, 2015-11-04).	  

“Destination Jönköping” is an organization owned by the municipality that works with the 

place branding Jönköping.  

 

Another important factor in the branding strategy of Jönköping is events and activities such as 

“Jönköpingsfesten”, handball tournaments, Dreamhack etc. Many cities are constantly 

competing for these types of events because they draw a lot of visitors and “give them a 

chance to see what the city is really like, beyond the perception of Jerusalem of Sweden” (A-

M. Nilsson, personal communication, 2015-11-04).  After a lot of work, Jönköping is now the 

only city in Sweden to host a half “Iron Man” (a long-distance triathlon). This is an event that 

will draw people from all around the world and show them a picture of a youthful and active 

city (A-M. Nilsson, personal communication, 2015-11-04). Every year Jönköping also host 

Dreamhack (the world’s largest digital festival), which is one of Sweden’s largest youth 

festivals and draws more than 20 000 unique visitors to the city. However, as explained 

earlier, the university has had and still has a major impact on Jönköping as a city and on the 

way Jönköping is perceived, both for internal and external actors (A-M. Nilsson, personal 

communication, 2015-11-04). Neither the image nor the city is anything like it was back 

before the existence of Jönköping University.  
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To gain a clearer picture of this, both the respondents were asked if they thought Jönköping 

University holds a special role as a stakeholder in the city. The answers given where obvious, 

Jönköping University has the power to influence an amount of 10 000 students. Every year 

the university draws about 2500 new students who will spend their bachelor or master years 

here in Jönköping. Thereby contributing with an inflow of young and aspiring people. These 

students will in turn live and spend money in the city. On top of that, every student that 

register for residency here in Jönköping also generates, on average, tax revenues of 30 000 

Swedish crowns (SEK) to the municipality (Declaration of intent, 2015). Having a university 

in Jönköping gives the people in the region a chance to gain higher education and it also gives 

the commercial sector access to qualified workforce (A-M. Nilsson, personal communication, 

2015-11-04).  

 

The international character that Jönköping University has, has had a huge impact on the city 

according to Nilsson (personal communication, 2015-11-04). The university attracts a big 

amount of international students and staff and is one of Sweden’s most international 

universities (Jönköping University, 2015). The 1500 international students that the Jönköping 

University draws to the city come with much knowledge and valuable contacts. A part of the 

university’s vision for 2025 is to build an international recognized university in Jönköping, a 

university that attracts people from all around the world and contribute to the growth and 

prosperity of the Jönköping region (Declaration of intent, 2015). Not only does this have a big 

effect on the image and environment of the city but also gives Jönköping a better chance to 

compete in the global arena. However, the commercial sector has yet to fully take advantage 

of the international students (A-M. Nilsson, personal communication, 2015-11-04). This is 

something that the university along with the municipality addresses within the project of 

Jönköping Science City. The international students possess a lot of knowledge and contacts 

but because of the language barriers, they have a hard time finding jobs. This means that 

Jönköping miss out on potential resources (A-M. Nilsson, personal communication, 2015-11-

04).  

 

The need of knowledge and people with higher education is today a fact for any given city, 

making Jönköping University a crucial actor for the whole region (A-M. Nilsson, personal 

communication, 2015-11-04). The university is also an important actor when it comes to the 

establishment and creation of companies. “An acknowledged university such as Jönköping 

University attracts companies, it symbolizes a future” (A-M, Nilsson, personal 



	   35	  

communication, 2015-11-04). The research that is carried out in the university contributes to 

the creative climate and the progress of the commercial and public sector. Furthermore, 

Science Park which is located right next to the university, is an organization that helps 

students and researchers as well as private residents to develop business ideas and companies. 

In 2013, about 300 ideas were handled and about 55 enterprises were started through Science 

Park (Jönköping University, 2013). Since the start in 2002, Science Park has contributed to 

the launch of almost 1000 companies. “A clear advantage for students but also for the 

university and the city is because the companies started at Science Park and have a close tie 

to Jönköping supports them to stays in the city” (L. Niklasson, personal communication, 

2015-11-04). Science Park is also important since it gives the commercial sector a chance to 

take care of the knowledge that the university possesses. It also gives the students a chance to 

create a closer tie to the commercial sector, and thus provides an opportunity to stay in the 

city (L. Niklasson, personal communication, 2015-11-04).   

 

As important as the university is for the city, the city plays an important role for the university 

as well. The city and the surrounding in which a university is operating in is of huge value 

according to Niklasson (personal communication, 2015-11-04). An exciting and appealing 

environment will help attract both students and researchers to the university (L. Niklasson, 

personal communication, 2015-11-04). Another important quality that the city can contribute 

with is offering a community in which the university feels like it could grow and the students 

and researchers feel like there is a future. As Nilsson (personal communication, 2015-11-04) 

puts it, Jönköping University has a big influence and power on the city, but no party possesses 

that power alone. The mutual benefits that Jönköping University and Jönköping Municipality 

have and can receive from each other became the spark and the inspiration for what they 

today call Jönköping Science City. A collaboration in which the both parties are uniting their 

visions and future plans for the city to build up and associate Jönköping as a “developing-

oriented city with a glance on the future” (A-M. Nilsson, personal communication, 2015-11-

04). 

 

Niklasson (personal communication, 2015-11-04) explains that one of the goals with 

Jönköping Science City is for the city to become a leading research center in Europe, today 

Jönköping is at number 16 in Sweden. To make that happen, there is a need for a deeper 

collaboration with a clear concept and that’s where Jönköping Science City comes in. 
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4.3	  	  	   Coordination	  

To find out how the municipality and the university are working on realizing these visions, 

one question that the authors asked was whether they had any formulated goals for the 

collaboration. Both Niklasson and Nilsson stated that there were four strategy areas that they 

are working towards within Jönköping Science City. These were also clearly stated in the 

declaration of intent for Jönköping Science City: 

• Attractive student city - Work towards making Jönköping attractive city for students 

and researchers both nationally and internationally. 

• Science City - Work towards creating excellent conditions for the university, the 

business sector and the surrounding environment to expand within the university area. 

• Research/education and employment - Work towards attracting and maintaining 

students and researchers within special areas. 

• International involvement - Work towards making Jönköping an international city 

and integrating international expertise in the city. 

 

Each strategy area has a contact person and a coordinator who is responsible for the work 

progress. The decision-making committee of Jönköping Science City consists of the president 

of the city council, the mayor, and the university principal and vice principal (A-M. Nilsson, 

personal communication, 2015-11-04). While both the university and the municipality are 

working with other projects as well, they see a great potential with this collaboration. The 

university and the municipality have regular meetings on both a decision-making level and a 

project level. Jönköping Science City is long-term oriented and is still in the start-up phase 

but both Niklasson and Nilsson mentioned that projects are being done under all four strategy 

areas. 

 

To make Jönköping an attractive student city, Jönköping’s goal is to qualify for “Best Student 

City of the Year”. A lot is being done in this category and a big question here is student 

housing. To solve this, a project is under progress about turning parts of “Munksjö” into 

apartments for students (L. Niklasson, personal communication, 2015-11-04) 

 

Concerning Science city, work is being done to secure that the university will keep growing 

and integrating as a part of the society. Integrating students and personnel with the business 

sector and the community creates a strong environment and enables the city to take advantage 
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of the knowledge from the university (A-M. Nilsson, personal communication, 2015-11-04). 

Science Park is a vital factor in the integration process since it creates an environment where 

students and researchers can meet and work with the community. Niklasson (personal 

communication, 2015-11-04) mentions the city of Skövde as an example, where a lot of 

positive changes can be seen as an effect of the “Science-Park” concept. However, he also 

mentions that Science Park Jönköping needs to grow. This is a project that is under 

construction (Declaration of intent, 2015). 

 

As for the third strategy area, Research/education and employment, the university and the 

municipality are cooperating within certain research and development projects. Some of these 

projects aim to help businesses and the public sector. But this category also implies the 

increase in research within areas such as health and social-care, and education (A-M. Nilsson, 

personal communication, 2015-11-04) 

 

To increase the International involvement both parties are for example involved in EU- 

financed projects. Niklasson (personal communication, 2015-11-04) mentioned one of these; 

a project called Smart growth that focuses on improving performance in education, 

research/innovation and digital society (information and communication technologies). 

Besides that, both respondents are very keen on the fact that the international knowledge and 

networks that the university possesses needs to be more integrated and used better in the city.  

 

When all this will be done is not clear, but Nilsson (personal communication, 2015-11-04) 

points out that this is a strategic long-term commitment. Nilsson (personal communication, 

2015-11-04) further states that this is a mutual commitment of both relationship and 

resources. While there are many projects going on within Jönköping Science City, it is still in 

a “start-up phase” and has yet to be exposed to external actors (A-M. Nilsson, personal 

communication, 2015-11-04). “We have not started the promotion around Jönköping Science 

City towards external parties yet” (L. Niklasson, personal communication, 2015-11-04). The 

reason for this is simple, since the project is still in its very beginning, external parties will not 

be able to picture how it will be and thus risking having a project with a false image (L. 

Niklasson, personal communication, 2015-11-04). There are ongoing plans on constructing 

new buildings around the campus area and Science Park, and once that have started to take 

off, external parties will be informed and able to understand what the university and the 

municipality aim to achieve (Niklasson, Personal communication, 2015-11-04). 
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5	  	  	  	   Analysis	  
The analysis is divided into three parts; the role of the university, the Coordination and 

Potential outcome of Jönköping Science City. This chapter will analyze the empirical data 

through the concepts and models introduced in the theoretical framework. First part will 

analyze the role the university has played in the branding process of Jönköping. Second part 

will analyze the coordination between the municipality and the university, using the 10 

principles of effective partnership. Last part will analyze potential outcomes that Jönköping 

Science City will have on the brand image of Jönköping. 

 

5.1	  	  	   The	  role	  of	  the	  University	  

The brand identity along with the brand image (Kavaratzis & Ashworth, 2005) of Jönköping 

has changed radically over the past decades and a lot of it has been thanks to the university. 

Through the interview with Ann-Marie Nilsson, the authors were able to gain insight of the 

progress that took place in Jönköping after the university established. As Nilsson (personal 

communication, 2015-11-04) pointed out, the effect that the university has had on the 

progress of Jönköping is significant. She came to the city in conjunction with the 

establishment of Jönköping University and has been able to witness the change that it has 

brought with it. Turning Jönköping from a highly conservative place (A-M. Nilsson, personal 

communication, 2015-11-04) to a vivid urban city. Jönköping is today one of the world’s 21 

smartest cities, concerning digital equality, sustainability, innovation, labor market and 

broadband access (Jönköping City, 2015) and has a lot to offer, including a variety of 

activities, clubs, stores, restaurants etc. According to Nilsson (personal communication, 2015-

11-04), the university has had a major effect on this change, both directly and indirectly. 

 

Tackling the role of a university from a place branding perspective can be important in order 

to see how it contributes to the city. The authors have chosen to analyze what Jönköping 

University contributes with, by focusing on the six components in which place branding 

strategies compete for. The six components are: 

 

1) Attracting inward investments and international venture capital 

2) Attracting and maintaining companies 

3) Attracting and maintaining skilled knowledge workers 

4) Attracting new citizens 
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5) Attracting tourists and visitors 

6) Sales and marketing of locally produced goods and services 

(Jansson and Power, 2006) 

 

Judging from the empirical data, the authors found that the university has had a positive 

impact on all six goals. The impact can in turn be seen on both a direct and indirect level. 

 

5.1.1	  	  	  Direct	  impact	  

Jönköping University generates, on average, a sufficient amount of 30 000 Swedish crowns 

(SEK) in tax revenues. Popescu (2012) also states that higher education brings economic 

wealth and social prosperity to a society, and thus making the role of the university a 

contributing factor in the attraction of both investments and international venture capital 

(component 1). The economic wealth and social prosperity of a city will also help attract, 

maintain and produce companies (component 2) and skilled knowledge workers (component 

3). Furthermore, the students of Jönköping University have a close relationship with Science 

Park, where knowledge can be transferred, contacts can be made and businesses can be 

developed. Science Park nurtures the cooperation, recruitment and knowledge exchange 

between companies and companies, companies and students, and companies and researchers 

(Jönköping University, 2015). 

 

As Popescu (2012) explains, a university is a place where new ideas are born, knowledge is 

created and entrepreneurship is fostered. Science Park becomes a tool to utilize this. 

According to Niklasson (personal communication, 2015-11-04), companies that are developed 

through Science Park often create a strong bond that supports them to stay in the city. In turn, 

Science Park contributes to the development of new companies but also in the maintaining of 

companies (component 2). In 2013, there were about 300 ideas from both students and 

researchers that were handled and about 55 enterprises were started through Science Park 

(Jönköping University, 2013). Since the start in 2002, Science Park has contributed to the 

launch of almost 1000 companies. This creates jobs and contributes to the growth of the local 

economy. A goal for Jönköping Science City is to further expand on the concept of Science 

Park and integrate it further with the local community.   
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A university will not only strengthen the local economy but also play an important role in the 

attraction of talent (Popescu, 2012). According to Popescu, a university with a strong 

reputation will help attract the best students and researcher. This makes a university an 

important cornerstone in the creation of skilled knowledge workers (component 3). Jönköping 

University attracts students within four different focus areas; health sciences, education and 

communication, business and engineering. As Nilsson (personal communication, 2015-11-04) 

stated, the university is important when it comes to the city’s need for knowledge and people 

with higher education. But it is up to the municipality to take care of these residents and 

create opportunities for a future in the city, in order to maintain them (component 3). To keep 

students to stay in the region is a key-question for Jönköping Science City. This is done by 

creating an attractive student city but also through developing a more integrated relationship 

between students and the business community, and thus creating a future for the students in 

the city. The concept of Science Park becomes a vital factor in the integration process since it 

creates an environment where students and researchers can meet and work with the 

community. 

 

There are about 10 000 students studying at the university, but a goal within Jönköping 

Science City is to expand. As of now, Jönköping University attracts about 2500 new citizens 

(component 4) to the city every year. These new citizens will in turn become residents and 

consumers of the city and its local products and services (component 6). As Braun et al. 

(2013) explains, residents are an important stakeholder in the place branding process since 

they can function as ambassadors, in the way they spread knowledge about their city. The 

residents have the power to promote their city in either a positive or a negative way, and thus 

becoming a valuable part of the place branding process. This applies very much to the new 

students that the university attracts. Starting to study is a big step and a new experience, and 

thus speaking about it comes naturally. First and most obvious to families and friends, but 

also through the exchange-programs that Jönköping University is offering where students 

unconsciously discuss and promote their school, and in turn their city. Thus, the students will 

become ambassadors and help draw tourists and visitors to the city (component 5). 

 

A clear focus of the collaboration between Jönköping Municipality and Jönköping University 

is the internationalization. Because of the globalization, cities are today competing with other 

cities all over the world in the attraction of visitors, businesses or investors (Anholt, 2007). A 

powerful and internationally recognized university could contribute to build a national as well 



	   41	  

as a global brand, leading both residents and investments to the city (Component 1 & 2) (Van 

Winden, 2010). As for the case of Jönköping, the international character that the university 

possesses has contributed a lot to the city. Every year, 1500 international students come to the 

city to study. This creates both cultural knowledge and valuable contacts for the university 

and the city. These are contacts that could possibly lead to further investments and 

international venture capital (component 1). A part of Jönköping University’s vision for 2025 

is to build an international recognized university in Jönköping, a university that attracts 

people from around the world and contributes to the growth and prosperity to the Jönköping 

region (Declaration of intent, 2015). Jönköping University is already today one of the most 

international universities in Sweden in terms of both international students and faculty. 

 

5.1.2	  	  	  Indirect	  impact	  

Jönköping University has had an impact on a direct but also indirect level on the development 

of the city. As stated by Nilsson (personal communication, 2015-11-04), Jönköping today is 

nothing like it was 30 years ago. Jönköping University attracts people of a younger age who 

will spend their student-years in Jönköping. Because the university is an integrated part of the 

community, the inflow of young and aspiring people has led to a city mentality and an 

environment in Jönköping that is modern and enterprising. A big factor behind this change is 

also due to the international character that Jönköping University has. The cultural knowledge 

that the international students bring has contributed to a lot in the city and further broadens 

the mentality and environment of Jönköping. Creating a city mentality with influences from 

all over the world. This in turn has opened up doors for new city attributes and features. 

Jönköping has today a sufficient amount of cafés, shops and nightclubs, hotels etc. and offers 

a variety of activities and events. On top of that, Jönköping is the host of Dreamhack, which is 

one of Sweden’s largest youth festivals.  

 

The transformation that took place in Jönköping cannot solely be explained by the 

establishment of Jönköping University. However, it can be seen as the spark that has allowed 

the physical environment, along with the mentality, to transform from more traditional and 

conservative to enterprising and youthful. Today, the city is working hard with maintaining 

and developing this spirit by hosting various events and activities. The city also works hard 

with developing an environment to support the enterprising mindset that exist within the city 

and are today classified as one of the 21 smartest cities in the world, regarding digital 
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equality, sustainability, innovation, labor market and broadband access (Jönköping 

University, 2015). 

 

“A university symbolizes a bright future”, as Ann-Marie Nilsson chose to put it. Investments 

in education and research provide an image about how a city values its people and the future 

(Popescu, 2012). A well-recognized university will in turn help open up the eyes of external 

actors. The image that a university assigns to a city will attract companies and investments. 

More companies equal more jobs and an inflow of people to the city. But the image a 

university can assign to a city may also help attract families, skilled knowledge workers and 

residents in general. This becomes a positive chain reaction since an inflow of people requires 

the city to grow which in turn will encourage the city to develop further. 

 

5.2	  	  	   Coordination	  

5.2.1	  	  	  The	  partnership	  at	  a	  glance	  

By looking at Jönköping University through the stakeholder-mapping model offered in the 

theoretical framework the authors conclude that Jönköping University is a key player and 

should be treated as such.  

Level of interest 
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Figure 5.1 “Stakeholder Mapping: Power/Interest – Jönköping University” (Newcombe, 

2003, edited by authors) 
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rather high extent. On top of that, the university also has a high interest in shaping the brand 

of Jönköping. As both Niklasson (personal communication, 2015-11-04) and Popescu (2012) 

stated, the city and the surroundings in which the university is operating in is of significant 

value. An appealing environment will help attract students and researchers to the university. 

This power and interest makes Jönköping University a key-stakeholder in the creation of the 

city-brand. It is therefore important for the municipality to not just include but to work 

together with the university in the place branding process (Newcombe, 2003). This is 

something that Jönköping Municipality noticed early on and has for a rather long time 

collaborated with the university. The components of a coordination offered by Malone and 

Crowston (1990) are highly connected to the case of Jönköping Science City. The 

components are; goals, activities, actors and interdependencies. Actors should perform 

activities that are directed toward goals, with interdependencies between activities. The 

collaboration of Jönköping Science City consists of four goals which are followed by 

activities, in order to reach a common vision for the city.  

The four goals are as follows: 

 

• Attractive student city - Work towards making Jönköping attractive city for students and 

researchers both nationally and internationally. 

• Science City - Work towards creating excellent conditions for the university, the business 

sector and the surrounding environment to expand within the university area. 

• Research/education and employment - Work towards attract and maintain students and 

researchers within special areas. 

• International involvement - Work towards making Jönköping an international city and 

integrating international expertise in the city. 

 

Jönköping Science City concerns the collaboration between Jönköping University and 

Jönköping Municipality. However, an important fact to keep in mind is that the vision and 

place branding strategy should represent several parties of a city. As explained by Nilsson 

(personal communication, 2015-11-04), Destination Jönköping work with place branding 

strategies with many of the city’s other stakeholders. For the success of Jönköping Science 

City, it is vital that this work does not collide with but rather compliment what the 

municipality and the university are trying to achieve. 
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5.2.2	  	  	  The	  10	  principles	  of	  an	  effective	  partnership	  

In order to get a deeper understanding of the collaboration between the university and the 

municipality, the authors have analyzed the collaboration through the 10 principles of an 

effective partnership by Dinnie (2011).  

 

1. Inclusiveness and representativeness 

By judging from the interviews with Lars Niklasson and Ann-Marie Nilsson, there is mutual 

respect between the both parties. The municipality and the university have throughout their 

years of collaborating realized the importance of each other. Jönköping Science City will 

bring the two partners together and strengthen both partners position. The Declaration of 

intent for Jönköping Science City clearly outlines that this is a project with mutual benefits 

and that the two parties are involved in reaching the goals set out. As Dinnie (2011) states, 

partners should see each other as equals, without judging on matters such as size or economy. 

As an obvious reason, the municipality has larger resources but they acknowledged the fact 

that the university has several strengths that the city is in need for. 

 

2. Long-term commitment 

Jönköping municipality and Jönköping University have a long history of collaboration in 

several areas but the aim of Jönköping Science City is a way of utilizing the collaboration 

even further. The structure and the desired outcomes of the project show the level of long-

term commitment that both parties have. The aim of Jönköping Science City is not just about 

developing a specific building but to change a mindset and an environment. To successfully 

do so, this requires time, commitment and involvement from both Jönköping Municipality 

and Jönköping University. This is something that can be seen in the declaration of intent, 

where many of the projects for this collaboration are long-term oriented. 

 

Besides from the interviews, the declaration of intent becomes a clear indicator that both 

parties are in this for the long run. Many of the stated projects are based on shared 

responsibility and investments in terms of implementation and finance. Plans of construction, 

as Niklasson (personal communication, 2015-11-04) talked about, are difficult to stop when 

they are started and especially if they occur in the center of the city. This becomes an example 

of a joint investment as Dinnie (2011) mentions, and since the university is a private 

foundation, meaning it is not state owned, they have the possibility of investing in 
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infrastructure, constructions etc. This is one of the factors as to why the authors think that 

there is a clear sense of long-term partnership between the two parties. Wahyurnini (2011) 

points out the importance of looking at place branding as a long-term strategy in order to gain 

competitive advantages, and that is clearly shown in the case of Jönköping Science City.   

 

3. Shared vision 

Jönköping University’s vision, 2015: “We build an international university in Jönköping 

which attracts highly qualified, inventive and enterprising people from all around the world. 

We contribute to sustainable economic, social and cultural prosperity in the region where we 

reside, making way for knowledge based innovation and enterprise.” (Jönköping University, 

2015) 

 

The university’s vision is relatively similar to the vision of Jönköping Science City, which is 

to transform Jönköping into a “developing-oriented city with a glance on the future” (A-M. 

Nilsson, personal communication, 2015-11-04). Creating a common vision for the partnership 

decreases the risk of having one independent vision that would collide with the one the city is 

having. Since the university has the power to influence the brand image it is important to find 

a common vision for the future of the city. Klijn et al. (2012) brings up the situation where a 

major stakeholder could have different perceptions about a city and its future, thus risking a 

failure with the branding of the place. In the case of Jönköping, the university and the 

municipality have quite similar goals and way of thinking when it comes to how the city 

should be perceived, right now and for the future as well.  

 

Looking at what the vision for Jönköping Science City is, it is in close correlation with the 

vision of the university. However, the vision of Jönköping city is rather old and Nilsson 

(personal communication, 2015-11-04) was not able to say what the new vision was going to 

be. But a new vision is under process right now and a guess might be that it will be highly 

integrated with the vision of Jönköping Science City. But an important fact to keep in mind is 

that the vision for a city should include several stakeholders’ perspective.	  Even though the 

future outcome of Jönköping Science City will probably cause positive impacts for the city as 

a whole, it only includes Jönköping University and might therefore conflict with other 

stakeholders’ views and perceptions. 
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Along with a shared vision, Dinnie (2011), Malone and Crowston (1990) and others also note 

that it is important to have shared goals to be able to follow that vision. The aims of 

Jönköping Science City have been divided into four strategy areas, which could be used to 

define the goals of Jönköping Science City. These four goals are found in the declaration of 

intent and are also stated in above section; Attractive student city, Science City, 

Research/education and employment, International involvement. Each strategy area consists 

of short-term goals and activates to insure that the project and the vision becomes a reality. 

Since these are clearly stated in the declaration of intent, this will also work as a guide to 

make both parties work towards achieving a shared vision for Jönköping. The fact that these 

goals are visible for everyone to see will make the two organizations informed on what they 

are working towards and not just on a decision making level. 

 

4. Sharing responsibility 

Sharing responsibility in the branding process of a city is something that Jönköping Science 

City is a good example of. This collaboration is based on mutually responsibilities between 

the two partners. All goals mentioned above is in turn followed by activities, in which the 

university and the municipality have an equal amount of responsibility to make them come 

true. However, Jönköping University and Jönköping Municipality possess different abilities to 

impact and influence the four areas in which the collaboration try to achieve a difference. 

Looking at Kista Science City, which Niklasson (personal communication, 2015-11-04) 

mentioned as an example, the education sector played a fundamental part in achieving the 

project. A similar transformation in Jönköping would therefore require responsibility from 

both parties. 

 

As Kavaratzis (2012) explains, a key stakeholder, which the university to a high extent is, 

should be engaged along the whole branding process of a city and not just used as a focus 

group. Treating a key stakeholder as a focus group would imply that the city for example only 

would ask for advice, listen to suggestions, taking recommendations etc. without really 

involving the key stakeholder in the decision making. Dinnie (2011) also notes that the 

decision making is an important part of the shared responsibility. The fact that the controlling 

committee of Jönköping Science City consists of two representatives from the municipality 

and two representatives from the university is an indicator that the two parties wish to share 

the decision making between each other. This is an indicator that the two parties hold an equal 



	   47	  

share of the decision making and the power over the activities. This in turn decreases the risk 

of tension during the time of the project. 

 

5. Trusting each other 

Dinnie (2011) considers trust be an important factor for a successful partnership. Jönköping 

Science City is as mentioned a long-term project with high future investments of both time 

and money. The most underlying reason as to why the authors think that trust will not be an 

issue in the case of Jönköping Science City, is the fact that the two parties are no strangers to 

each other. The mutual needs that the partners have for each other is also a big factor that 

creates trust. Hidden agendas would not be beneficial to either one of them since they rely on 

one another. The municipality has during the years of working together got to know the nature 

of Jönköping University and what they are trying to achieve. Nilsson (personal 

communication, 2015-11-04) mentions the challenges of working with other stakeholders than 

the university since they do not have a clear representative. She explains that the situation 

with the university is different since they know what people to talk to about specific 

questions. 

 

The personal dimension that is a part of this partnership cannot be neglected and since Ann-

Marie Nilsson has an elective position by the people, one never knows who will succeed her. 

However, the fact remains that the university and the municipality have a history of working 

together and so far there have not been any bigger problems, otherwise they would not 

deepened their collaboration, creating the long-term project that is Jönköping Science City. 

 

6. Aligned and engaged 

The collaboration is divided into four subgroups where each subgroup is in charge of one of 

the four strategy areas of Jönköping Science City (A-M. Nilsson, personal communication, 

2015-11-04). Each subgroup has a contact person and meetings occur on a regular basis, both 

on a decision-making level and between the subgroups. This enables good coordination and 

open up for engagement between both organizations. The four strategy areas of Jönköping 

Science City are created jointly by the university and the municipality with a common 

purpose. The purpose is to transform Jönköping into a place that priorities education and 

research in order to benefit the city as a whole, including the commercial sector. That the 

goals are jointly created allows both parts to engage and work with initiatives on how to reach 

them. 
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The fact that Jönköping University is situated in the center of the city and that Jönköping is a 

relatively small city (130 000 inhabitants) enables the university to be closely engaged in the 

activities taking place in the city. Since the collaboration addresses a clear purpose that in turn 

affects both partners makes closer engagement between them both important and wanted. As 

the project evolves, the requirement of closer engagement will be necessary, with more 

meetings and coordination. Since Jönköping Science City is a long-term project, it is of great 

importance that both partners feel that the future outcome is mutual beneficial. Otherwise the 

engagement might ease off from one of the partners. 

 

7. Communicating as one 

From the interviews with Ann-Marie Nilsson and Lars Niklasson, the thoughts regarding 

Jönköping Science City and what it is aimed to achieve is more or less cohesive. The 

Declaration of intent that both parties constructed together is available at the Jönköping 

Municipality’s website, which enables both organizations but also external actors and people 

within the city to take a look at. Thus, this becomes a tool of communication towards both 

internal and external parties and allows them to understand what the collaboration aim to 

achieve. The declaration of intent is written in a way that makes the audience understand that 

this is a project with two driving forces, both the municipality and the university. 

 

Jönköping Science City is still in an early phase to fully determine how the communication 

towards external parties and residents has been. Niklasson (personal communication, 2015-

11-04) explains that because the project is still in the start-up phase there has not yet been 

much communication to external actors. Wahyurnini (2011) states that the strategy of 

branding a place should not just be seen as an advertisement campaign or the creation of a 

logo but also a long-term term commitment. In addition, a bad place brand could work as a 

handicap for the city as a whole (Ham, 2001). Taking that into account, Niklasson (personal 

communication, 2015-11-04) is right when he says that the best is to wait until visible things 

start happening. The risk of promoting the project now would, otherwise, have been creating 

an image of Jönköping Science City with several promises, and without any clear mission to 

follow up. 

 

8. Taking “on-brand” decisions and actions/ 9.Making “on brand” investments 

For the case of Jönköping Science City, these two principles are tightly connected to each 

other. At the moment no major investments has been made within the project and that is due 
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to the early phase that it is in. This makes it hard to evaluate the project from the principle 

regarding investments but, as stated in the Declaration of intent, all projects within Jönköping 

Science City are mutually financed. As for making “on-brand” decisions and actions, the 

decision to create Jönköping Science City was taken by the municipality and Jönköping 

University together, and can be seen as an “on-brand” decision itself. Thus, achieving the set 

up goals is both parties’ responsibility. Meaning that “on brand” decisions and actions are 

made on both an individual as well as partnership level. 

 

Since Jönköping University and Jönköping Municipality gain mutual benefits for the future 

outcome of Jönköping Science City, this will further strengthen the will to take “on-brand” 

decisions and investments. However, the university and the municipality are two individual 

parties and have other agendas as well. The good thing is that since they have found four 

common areas that fit into both their individual as well as common visions and goals, many of 

their actions will become “on-brand”. Thus, allowing them to maintain much of their 

individual agendas (Hankinson, 2009). The Declaration of intent will in turn guide the two 

partners in knowing what is actually “on brand”. However, naturally, the municipality works 

with many projects at a time and operates in many areas that are not necessary “on-brand”. It 

is therefore important for the municipality that these projects do not work against the goals of 

Jönköping Science City. The whole idea with the project is to create actions to shape the city 

in the direction that both parties think is beneficial for the city. Jönköping Science City can be 

seen as a spark, in order to once again change the area around campus and in the long-run 

transforming the city as a whole. 

 

10. Willingness to evaluate impact and effectiveness 

Nilsson (personal communication, 2015-11-04) mentioned that after three years, the 

controlling committee will sit down in order to evaluate what have been done and what can be 

done. This is a good idea because this will decrease the risk of having a project that does not 

take off. By having a certain short-term “deadline” of evaluation, this enables the people 

working with Jönköping Science City to see how far they have come and if the decisions they 

have taken during these years have been the right one or not. This is something Dinnie (2011) 

mentions is of great value. A requirement is that the two parties have already agreed upon a 

few short-term goals, in order to have something to evaluate. Most of the setup goals of 

Jönköping Science City can be measured, an example being to qualify for “Best student city 
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of the year”. The municipality and the university have worked together before and they will 

likely have a process of evaluation along the way. 

 

5.3	  	  	   Potential	  outcome	  of	  Jönköping	  Science	  City	  

Having a university in Jönköping is of significant value. The university can contribute to the 

city and its welfare in ways that not many other city-stakeholder can. The authors try to show 

this in the section above (5.1), by analyzing the impact of Jönköping University to the six 

components that places compete for. The reason behind the impact can according to the 

authors be narrowed down to three reasons. 

 

Part of the impact is due to the underlying nature of a university. As explained in section 5.1 

(The role of the university) the university contributes positively to the welfare, the image and 

the environment of Jönköping. The impact that a university has on a city is far different from 

what other city-stakeholders have. The second reason is due to the reputation and character of 

the university. Jönköping University is well-recognized and one of Sweden’s most 

internationalized universities. Lastly, the high amount of impact can partly be explained by 

the relatively small size of the city and the close relationship that exists between the university 

and the municipality, which has allowed Jönköping University to become an integrated part of 

the community. The integrated relationship that exists between the city and Jönköping 

University will in turn enable progress of the collaboration to impact both the university and 

the city. 

 

There are several future outcomes that can be derived from a closer collaboration between 

Jönköping city and Jönköping University. The collaboration of Jönköping Science City 

clearly aligns with the principles of an effective partnership (Dinnie, 2011), as can be seen in 

section 5.2 (Coordination). By working together they are able to identify and address goals 

that go along with the character of the university and that will impact the city in a positive 

matter. Because of the mutual benefits arising from Jönköping Science City, the partnership 

has a good chance to last and progress. Jönköping University should be classified as a key 

stakeholder, and thus has the power and interests in contributing to the future outcomes of 

Jönköping Science City. The fact that the city and the university work together around the 

four strategy areas will further enhance the impact that the university brings to Jönköping;  
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• Further expanding on the project of Science Park will lead to more new companies 

and create an environment in which knowledge and technology will transfer more 

efficiently between the commercial and education sector.   

• The international aim will make Jönköping gain more valuable cultural knowledge and 

make the city a stronger competitor on the global arena.  

• Creating an attractive student city will lead to attracting and maintaining more and 

better students and researchers.  

• A collaboration around the education and research conducted at the university will in 

turn lead to valuable knowledge and workers for the city. 

 

Hence, the collaboration forms a platform that allows the university and the municipality to 

work together in realizing the identified vision and goals. This will in turn make the university 

advance and grow more efficiently while simultaneously creating benefits for the city and the 

community.  

 

Jönköping Science City aims to create a knowledge- and innovation driven environment, by 

integrating education and research with the commercial sector and the rest of the community. 

Much like the global trend of “city-university-centers” as Popescu (2012) mentions. Such an 

environment would differentiate Jönköping from many of its competitors and create 

competitive advantages for both the city and the university on a national and international 

arena. In order to change people’s image about a city, Ren and Blichfeldt (2011) bring up two 

principles, product differentiation and clear image. The concept of Jönköping Science City is 

closely tied to product differentiation, where the core is to create a city that distinguish itself 

from others by identifying what the city may have to offer that competitors do not.  

 

Theory also says that for a place branding strategy to be successful it is important to identify a 

unique set of brand attributes that the city possesses, in this case the university was seen as 

such. The brand attributes should in turn represent the whole city and not just a small part. If 

this is not the case, a clear image will not be communicated. Therefore it is important to 

include and work with many of a city’s stakeholder when forming a place brand strategy. In 

the case of Jönköping Science City, the partnership only includes one of the city’s many 

stakeholders and therefore risks inconsistency with the rest of Jönköping. While the 

municipality works with the university, Destination Jönköping works with place branding 
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strategies with many of the city’s other stakeholders. According to Nilsson (personal 

communication, 2015-11-04), Destination Jönköping works together with many of 

Jönköping’s bigger companies and organizations to create a more up-to-date and united 

image. If this image is not consistent with what Jönköping Science City is trying to achieve 

that could send out two different messages and thus risking an inconsistent place brand for 

Jönköping. Therefore, it is important to make everyone understand the mutual benefit that can 

arise from Jönköping Science City and work towards realizing this vision. As stated by 

Nilsson (personal communication, 2015-11-04), this change is something that all residents of 

Jönköping should identify themselves with. This would not only benefit the university but the 

community as a whole and create a clear competitive advantage for Jönköping.  

 

In addition, theory states that communicating a cohesive message is hard because of the 

amount of perceptions that exist. But if succeeded, that could lead to a united brand identity, 

brand positioning and in turn a brand image. The conservative image of Jönköping has 

changed a lot but still lives on among some people from outside the city (A-M. Nilsson, 

personal communication, 2015-11-04). As stated by Dinnie (2011), cities are already branded 

and it is very difficult to erase or change the associations that people attach to them. In line 

with this, Anholt (2007) argues that many external actors do not have time to learn about what 

a place is really like and instead form an opinion around clichés and stereotypes. Therefore, it 

is likely that many external actors still view Jönköping as a conservative city.  

 

Creating a shared view of Jönköping among internal actors, a brand purpose (Anholt, 2007), 

as a progressive city that values education, entrepreneurship and culture, will speed up the 

process of the new image reaching external actors. With internal actors the authors refer to 

actors that are active within Jönköping, such as residents, companies, organizations etc. Since 

they live and operate in Jönköping, these actors have a more up to date image of the city than 

external actors. Therefore, the authors believe that Jönköping Science City will additionally 

be a valuable communication tool in positioning the city as an attractive player for external 

actors outside the region of Jönköping. Re-branding Jönköping as a more attractive place for 

external residents, students, investments, companies etc. 
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In the figure below, the authors show a simplified picture of the process and the future place-

brand of Jönköping. This by using the “Elements of a brand” provided by Kavaratzis and 

Ashworth (2005). Keep in mind that that a place brand is hard to steer and the outcome can be 

rather hard to predict. 

 

BRAND IDENTITY: Jönköping is a city that puts high value on education, focuses on the 

future and looks for the opportunities. A city with an enterprising mindset and environment. 

Creating an identity that residents and stakeholders identifies with and feel proud to 

represent.    

 

BRAND POSITIONING:  By the creation of an enterprising environment and a clear focus on 

research and knowledge-exchange, Jönköping Science City will distinguish Jönköping from 

competing cities and create clear competitive advantages towards external actors.   

 

BRAND IMAGE: Creating a more up-to-date image of Jönköping as an international and 

progressive city with possibilities. A city that internal stakeholders can identify themselves 

with and that external stakeholders want to encounter with. 

Figure 5.2 “Elements of a brand - Jönköping” (Kavaratzis & Ashworth, 2005, edited by authors) 

 

Keep in mind that Jönköping Science City is still in a start-up phase and that this is only a 

simplified projection by the authors. What outcome, and to what extent, Jönköping Science 

City will have on Jönköping is not clear. Placing branding is a complex process and the result 

is hard to predict. As Anholt (2007) explains, the brand image is not controlled by the 

producer but by how the users choose to perceive the brand. The brand image of Jönköping is 

not controlled by either Jönköping Municipality or Jönköping University but by the users. 

Thus, the brand identity can easily be changed but if and how that will affect the brand image 

is hard to tell (Anholt, 2007). 

 

However, it is the authors’ beliefs that Jönköping Science City will enhance and integrate the 

positive effects that a university can bring to the city. In addition, the collaboration may also 

help in further create an environment that supports and backs up the vision of Jönköping 

Science City. The fact that Jönköping today is one of the smartest cities in the word becomes 

a great example of the supporting change the environment in Jönköping is going through.  
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6	  	  	  	   Conclusion	  
The aim of this chapter is to fulfill the purpose of the thesis, focusing on answering the 

outlined research questions. In addition, it will function as a summary of the analysis. 

 

RQ 1) What role does Jönköping University has, as a stakeholder and an educational      

center, in the creation of Jönköping?  

Jönköping University, as a key stakeholder and the only university in the city, has a unique 

role in the creation of Jönköping. Jönköping University has the power to contribute to the city 

in ways that many other stakeholders cannot. By analyzing the contribution through the six 

components that places compete for, the authors reasoned that Jönköping University has a 

positive impact on all six of them. The underlying nature of a university, as a source of talent, 

new residents, knowledge and much more is and has been of great value for Jönköping. The 

international character has also been valuable for the city in that it helps Jönköping compete 

on the global arena and attract people from all over the world. 

 

The fact that the university has become an integrated part of the community has allowed the 

inflow of young and aspiring people to change the mentality along with the environment of 

the city. This becomes extra clear in the case of Jönköping since the change was quite 

significant. Going from “The Jerusalem of Sweden” to one of the 21 smartest cities in the 

world, has allowed for many new city attributes and companies to enter the city. This in turn, 

has according to the authors beliefs enabled for further development within Jönköping. 

 

Therefore, both the direct and indirect impact that the university has should be taken into 

account when analyzing the role of a university.  

 

RQ 2) What does the collaboration between Jönköping University and Jönköping 

municipality looks like? 

By analyzing Jönköping Science City one can see that it goes along well with much of the 

existing theory on stakeholder involvement. Although, with one clear exception, it only 

includes one stakeholder. However, this type of partnership between the municipality and the 

university has allowed both parties to work for a common vision that fits and shape a more 

current image of Jönköping. Jönköping Science City is still in a start-up phase, which makes it 

hard to get a clear overview of the collaboration. On the other hand, from what the authors 
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can identify it aligns to a high extent with what a partnership should consist of. This might be 

due to the fact that these organizations have worked together for a long time before creating 

Jönköping Science City. It might also be due to the fact that what the two parties are trying to 

achieve with the collaboration requires a well-developed partnership. 

 

RQ 3) What are the potential effects of Jönköping Science City, on the brand of 

Jönköping? 

Since Jönköping Science City is still in an early phase it is hard to conclude what future 

effects the collaboration may have on the city and its brand. Placing branding is a complex 

process and the end result is hard to calculate. However, from the gathered empirical data, the 

authors can reason that the project of Jönköping Science City clearly follows the line of 

theory. By establishing a single partnership, the two parties can work with a common vision 

with relevant goals and by that enhance and utilize the impact that a university can contribute 

with as efficiently as possible. By doing so, Jönköping Science City will hopefully 

differentiate and distinguish the city and create a competitive image compared to other cities. 

It might also work as an instrument to unite the city and create a stronger brand identity. In 

addition, the authors think that Jönköping Science City might work as a communication tool 

and lead to re-brand the city externally. 
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7	   Discussion	  
The last chapter will present the limitations of the thesis, contributions to other cities with an 

excising university and suggestions for future research in the area of place branding and 

stakeholder involvement. 

 

7.1	   Limitations	  

Although the thesis have tackled the topic in as deep and consistent way as possible, there are 

some limitations to take into account as a reader. One of them being the fact that the case the 

authors chose to analyze, Jönköping Science City, is still in a start-up phase. This makes it 

relatively difficult to evaluate some parts of the collaboration and also the effect that it might 

have on the future brand of Jönköping. Before conducting this thesis, the authors knew that 

the desired topic would be the university’s involvement in branding Jönköping. After a while 

the authors noticed that there was a newly established partnership in the form Jönköping 

Science City, which was the reason why the case was chosen. Because of the early state of 

Jönköping Science City, there was also some information that the respondents could not 

provide which would have made the analysis of the thesis even deeper.  

 

Another limitation concerns the respondents chosen for this thesis. As Ann-Marie Nilsson has 

not been the President of the city council during the whole time the municipality and the 

university have collaborated, she could not give detailed information regarding previous 

years. Also, Lars Niklasson did not become vice principal of Jönköping University until 2010. 

 

Because of the limited amount of time, the authors chose to investigate the university of 

Jönköping and no other university or stakeholder. This contributed to a deeper analysis but as 

mentioned in the method chapter, could also lead to generalizations. Both the city of 

Jönköping and Jönköping University are unique to their nature. In addition, the strong 

relationship that exist between these parts cannot be found in any given city. This could be a 

limitation when evaluation similar situations and creates a risk of generalization.   

 

Furthermore, the authors did not conduct interviews with other parties involved in the place 

branding process of Jönköping. One particular party that would have been relevant to 

interview is Destination Jönköping, since they handle a big part of the branding process of 
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Jönköping. Their point of view could have added another dimension to the thesis, with more 

relevant information.  

 

7.2	   Contributions	  

This thesis has contributed to the field of place branding in the way that it has underlined what 

effect working in an established partnership with a stakeholder can lead to. Since every 

stakeholder is different and has different needs, priorities and perspectives, they are also able 

to contribute to a city in a unique way. A collaboration between many stakeholders may not 

always be the appropriate way to go. Some stakeholders need a specific partnership to fully be 

able to utilize the impact.  

 

What the authors have showed is the fact that a university is able to influence the city and its 

brand in ways that many other stakeholders cannot. Working closely with the university 

creates mutual benefits and since a university is unique in its role as a stakeholder, several 

competitive advantages can arise for a city if it utilizes the special role a university has. 

 

The impact of Jönköping University becomes extra clear because of the past, and to some 

extent existing, image of tradition and values of the city. In addition, also due to the integrated 

relationship between the university and the community. That is what makes this case 

interesting since it has helped show the effects clearly. The case of Jönköping Science City 

may be unique but many of the outcomes can be applied in other cities as well. What 

Jönköping Science City aim to achieve is to create a dynamic environment with research, 

education and the local community under one roof. Analyzing the established collaboration 

between Jönköping University and Jönköping municipality may inspire and guide other cities 

in implementing their universities in a more integrated way in order to create competitive 

advantage for the city and further utilize the impact that a university can bring.  
 

Furthermore, having two students investigating the case of Jönköping Science City with an 

objective eye could help the controlling committee by contributing with new insights on the 

field of stakeholder involvement. Since we are using the theory as a guideline when 

investigating in the collaboration, concepts, principles and models are being presented that 

potentially could result in a development of Jönköping Science City and its future. 
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7.3	   Future	  research	  

Because the newness of place branding, both scholarly and in practice, there are still many 

unexplored areas for future research to investigate in. One suggestion is to focus further 

research on what different effects different stakeholders can contribute to and how to 

implement these in order to utilize the effect of that particular stakeholder. As for the case of 

Jönköping Science City, the role that Jönköping University has on Jönköping is huge and has 

been of great value for the city. This thesis shows that the role a university may hold in a city 

is unique. However, as existing theory states, every city has a number of various and unique 

stakeholders. The role a university has in the branding process of a place is unique but so are 

many other stakeholders’ roles, an example being sporting teams such as HV71 (hockey team 

in Jönköping). Therefore, investigating in what a partnership with different types of 

stakeholders should focus on and what that could lead to would contribute to valuable insight. 

Hence, such an investigation would bring the research one step further and also guide cities 

all over the world in their branding strategies.   

 

Another suggestion for future research is to investigate how a similar case actually has 

changed a city and its image. In this thesis, we discuss potential effects and outcomes of 

Jönköping Science City but it would be interesting to analyze the end result. One example 

could therefore be to examine the outcomes of the project that took place in Kista, Kista 

Science City, and how this has contributed to the development of both the image and the 

district. 
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Appendix	  
	  

Interview	  questions	  for	  Ann-‐Marie	  Nilsson	  

• What	  do	  you	  consider	  being	  Jönköping’s	  strongest	  competitive	  advantage	  today?	  

• How	  has	  the	  presence	  of	  a	  university	  affected	  the	  image	  of	  Jönköping?	  

• How	  would	  you	  like	  Jönköping	  being	  perceived,	  as	  a	  city?	  

• From	  the	  municipality’s	  perspective,	  what	  does	  Jönköping	  Science	  City	  means?	  

• In	  your	  opinion,	  is	  Jönköping	  Science	  City	  a	  way	  of	  creating	  a	  new	  image	  of	  Jönköping	  

as	  a	  city,	  or	  is	  it	  a	  clarification	  of	  the	  current	  image?	  

• What	  interests	  does	  the	  municipality	  have	  with	  the	  collaboration	  with	  the	  university?	  

• What	   points	   of	   interest,	   do	   you	   think,	   differs	   between	   the	   municipality	   and	   the	  

university	  concerning	  Jönköping	  Science	  City?	  

• With	   Jönköping	   Science	   City,	   has	   inspiration	   been	   gathered	   from	   other	  

collaborations?	  

• Are	  you	  doing	  any	  other	  investments	  in	  the	  branding	  of	  Jönköping?	  

• What	  would	  you	  say	  is	  the	  vision	  of	  Jönköping?	  

• How	  does	  Jönköping	  Science	  City	  contribute	  to	  the	  vision	  of	  the	  city?	  

• What	   were	   the	   underlying	   factor	   concerning	   your	   decision	   of	   creating	   an	   official	  

collaboration	  with	  Jönköping	  University?	  	  	  

• Is	   there	   a	   possibility	   of	   including	   other	   stakeholders	   in	   the	   project	   of	   Jönköping	  

Science	  City?	  

• What	  do	  you	  want	   to	  communicate	  with	   this	  collaboration,	   Jönköping	  Science	  City,	  

and	  to	  whom?	  

• How	  does	  this	  collaboration	  look	  like	  on	  a	  short-‐term	  as	  well	  as	  long-‐term	  level?	  Does	  

the	  future	  “Munksjöstaden”	  has	  something	  to	  do	  with	  the	  collaboration	  between	  the	  

university	  and	  the	  municipality,	  for	  example?	  

• How	  would	  you	  consider	  the	  workload	  related	  to	  Jönköping	  Science	  City?	  

• Would	   you	   consider	   Jönköping	  University	   special	   in	   its	   role	   as	   a	   stakeholder	   in	   the	  

city,	  and	  in	  that	  case	  in	  what	  ways?	  
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• What	   potential	   challenges	   do	   you	   see	   in	   the	   collaboration	  with	   the	   university	   and	  

Jönköping	  Science	  City?	  

• The	   fact	   that	   the	   university	   has	   an	   international	   character,	   how	   does	   this	   affect	  

Jönköping’s	  image?	  

Interview	  questions	  for	  Lars	  Niklasson	  

• What	  does	  Jönköping	  Science	  City	  stands	  for,	  from	  the	  university’s	  perspective?	  

• In	  your	  opinion,	  is	  Jönköping	  Science	  City	  a	  way	  of	  creating	  a	  new	  image	  of	  Jönköping	  

as	  a	  city,	  or	  is	  it	  a	  clarification	  of	  the	  current	  image?	  

• On	  what	  points	  of	  interest,	  do	  you	  think,	  Jönköping	  Science	  City	  differs	  between	  the	  

municipality	  and	  the	  university?	  

• Regarding	   Jönköping	   Science	   City,	   have	   you	   gathered	   inspiration	   from	   other	  

collaborations?	  

• What	  would	  you	  say	  is	  the	  vision	  of	  the	  university?	  

• What	   were	   the	   underlying	   factor	   concerning	   your	   decision	   of	   creating	   an	   official	  

collaboration	  with	  Jönköping	  municipality?	  	  	  

• What	  do	  you	  want	   to	  communicate	  with	   this	  collaboration,	   Jönköping	  Science	  City,	  

and	  to	  whom?	  

• How	  does	  this	  collaboration	  look	  like	  on	  a	  short-‐term	  as	  well	  as	  long-‐term	  level?	  Does	  

the	  future	  “Munksjöstaden”	  has	  something	  to	  do	  with	  the	  collaboration	  between	  the	  

university	  and	  the	  municipality,	  for	  example?	  

• How	  would	  you	  consider	  the	  workload	  related	  to	  Jönköping	  Science	  City?	  

• What	  challenges	  do	  you	  see	  with	  this	  collaboration?	  

• The	   fact	   that	   the	   university	   has	   an	   international	   character,	   how	   does	   this	   affect	  

Jönköping’s	  image?	  

• What	  are	  the	  motives	  of	  the	  university	  in	  the	  creation	  of	  an	  image	  of	  Jönköping?	  

 

 


