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Abstract 

The purpose of this thesis is to explore how millennials’ perception of a destination brand can be 

influenced by the content shared of and by destinations on social media. The research also investigates 

how millennials might be reached through their active online presence. Additionally, through the insights 

gathered from the case study of Norway’s destination brand, we provide recommendations for other 

destination marketing organisations and expand on the existing destination branding literature. This thesis 

moves from the foundation of traditional branding, destination branding, consumer behaviour and social 

media to outlining the research methods. The collected data is based on a pragmatic approach and 

formulated around the netnographic research process. Interviews, a netnographic analysis and a 

questionnaire were conducted to gain deeper insight into the topics, answer the research question and to 

support our recommendations. The main findings with relation to the brand of Norway are generalised by 

the formulation of five suggestions for destination brand managers wanting to target millennial 

consumers. These recommendations are; 1. to target consumers based on their motivation to travel instead 

of focusing on age groups; 2. to create alignment of the F.A.M.M. model presented, which combines 

features of a destination, associations, destination specific motivation and general travel motivation; 3. to 

consider communication channels carefully in terms of relevant content and platforms; 4. to manage the 

strategic fit of brand architecture according to the particular needs of a country and 5. to be aware of 

destination specific challenges that could impact branding efforts. 
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1. Introduction 

In order to gain a deeper understanding of destination branding in the digital era, this thesis will be 

exploring the destination brand of Norway in conjunction with social media. Travelling and the tourist 

industry has been influenced by many changes over the past 50 years, with technology and machinery 

improvements for air travel as well as the technology and media we use to share our travels. Millennials 

are travelling more (Statista, 2019a) or even do not consider travelling as something they do, but 

something they are: travellers (Fromm, 2018). Throughout the thesis travellers, tourists and consumers 

will be referred to interchangeably. The tourist industry is expected to increase and the amount of money 

consumers spend on travel is growing (Lonely Planet, 2016). Data also shows that especially the 

millennial generation is spending more on experiences, such as traveling, than material goods (Allen, 

2016). Millennials often also have prevalent online media presences, and sharing experiences like travel 

could be considered important. In addition to the understanding that travel consumption has changed over 

time, it is essential to consider why this has happened, and why people are increasingly choosing to travel, 

as this is likely to influence their destination choices. After all, is this because of quotes like “the world is 

a book and those who do not travel read only one page” (Pinola, 2012) or because of assumptions that 

travelling and holidays are a crucial element of modern life (Urry, 2002). Could it be hedonistic reasons, 

for experiences or so that the consumer has new and exciting pictures to share with their friends and 

followers on social media? 

Travel experiences are becoming more affordable than previously (Hoeller & Roach, 2015), meaning that 

it is more accessible to a younger generation as well as more diverse people. It was estimated that in 2017 

there were 1.32 billion tourist arrivals worldwide, up from 911 million 10 years earlier in 2007, more than 

half of these arrivals were in Europe (Statista, 2019b; Statista, 2019a). These changes in the travel 

industry mean that tourism is becoming a more important revenue source for many destinations. 

Moreover, this trend requires an increased awareness of the importance of destination branding, both for 

cities and countries. It is becoming vital to stand out from the mass of potential destinations through 

creating a distinct identity or selling point to offer an experience to the traveller (Zenker, Eggers & 

Farsky, 2013). For the topic of destination branding, there are certain trends in travel patterns, consumer 

decision making and how experiences are shared with others. This can be argued to make destination 

branding increasingly important in the era of web 2.0. 

In a sea of 195 countries (Encyclopædia Britannica, Inc., 2019) and countless cities, beaches and 

experiences, places need to consider how a destination stands out from the mass and attracts consumers. 

A place might therefore need to be branded in a similar manner to a company, and the branded identity of 
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the destination can become a central competitive advantage through which it is differentiated in the 

market (Moilanen & Rainisto, 2009). However, within the increasing amount of research on destination 

branding, there seems to be an agreement that the branding of a place is not equivalent to the branding of 

a company or product, due to the high levels of complexity (Moilanen & Rainisto, 2009). This does mean 

that destination branding is something which should be taken very seriously. The consideration of the 

destination brand is important for businesses, locals and government alike, as it might influence others’ 

perception of your country and its residents, without them having an intention of visiting (Bowen & 

Clarke, 2009). Showing that the importance of destination branding also extends beyond the tourism 

industry, into business, politics and public perception of a country (Insch, 2011). 

1.1 Destination Branding 

The development of a place brand typically belongs to Destination Marketing Organisations (DMO’s) 

within the public sector. This includes tourism and development agencies and subsections of the 

government. However, local authorities, commercial and voluntary organizations, as well as agencies for 

regeneration contribute to the promotion of a coherent brand. Their aim is to establish an image and build 

a reputation in order to enhance tourism and attract companies, events, residents and investments (Hanna 

& Rowley, 2015). Therefore, the DMO has to identify attributes that are unique to the place and create a 

vision (Hankinson, 2007). Moreover, a visual identity has to be established in order to communicate the 

intended message (Vallaster & de Chernatony, 2006). Brand leadership does not come without 

challenges. Combining various stakeholders and multiple dimensions of a place within one brand, 

requires the collaboration of various people who have different connections to the destination (Hanna & 

Rowley, 2015). Because of factors like complexity, it is nearly impossible for only one entity to brand a 

destination by themselves. Moreover, necessary resources for communication as well as development 

purposes, cannot be provided by only one party. In addition, there is limited influence on the stakeholders 

communication about the place by the central authority (Klijn & Koppenjan, 2016). In consumers’ minds 

the place brand is perceived based on differing associations, that can be influenced by various types of 

communication (Zenker & Braun, 2017). This includes the physical place, official communication by 

authorities and word-of-mouth (Braun, Eshuis & Klijn, 2014), which is initiated by stakeholders and can 

barely be controlled (Zenker & Braun, 2017). Social media has a crucial role in the last type of 

communication, as sharing content about place brands has gained popularity. Word-of-mouth belongs to 

the strongest factors regarding place brand communication, which can now be shared online (Braun et al., 

2014). Due to its relevance to communication and millennials, social media will be key in this thesis in 

order to elaborate on its influence on destination images. Furthermore, the images presented in the news 

are also relevant when it comes to communicating a place brand (Avraham, 2000). Overall, factors like 
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the physical place, communication by authorities, WOM and news media influence the associations in a 

consumer’s mind that shape the image of a destination brand. 

1.2 Social Media 

The development of new technologies impacts individuals throughout their lives. In the digital age, 

consumers are becoming more concerned with posting their holidays on social media. The desire to travel 

can be influenced by online travel content and enhance the interest in going somewhere photogenic. 

Especially millennials claim that posting about their trip is equally important as the holiday itself. 

Therefore, social media culture is a crucial factor of influence for the travel industry (Haines, 2018). Not 

only do people share their images on different platforms, but they also get inspiration through these 

channels. This means that places with special landmarks or particular attributes grow in popularity as they 

are attractive to share on Instagram or Facebook. Social media does, therefore, not only change the 

behaviour of consumers but also impacts the destination itself (Haines, 2018). The process of getting 

inspired to book a vacation, has also become different during the past years. Various new sources of 

information replace the traditional guidebooks or printed travel magazines, the social network is screened 

for the most popular places to go to and multiple sites are checked in order to then ensure the best deal. 

Therefore, the path of travelling does not have a clear, linear structure anymore, it has been transformed 

into a nonlinear process (Brown, n.d.). Additionally, the destinations and travel agencies need to consider 

the potential impact of influencers and social media personalities on the perception and popularity of 

destinations (Haines, 2018). There is evidence that locations such as Trolltunga in Norway, have grown 

exponentially in popularity over the past years due to the incredibly ‘instagrammable’ photos captured on 

the mountain (Haines, 2018). It has been previously pointed out that social media is an important tool for 

word-of-mouth communication. In addition, it can also be used for other purposes that were described in 

this section. Therefore, as part of this thesis, the influence of social media on European millennials in 

relation to Norway as destination brand will be analysed. Moreover, we will present recommendations 

applicable for other destinations based on our findings. 

1.3 Norway 

Norway is a travel destination that has become increasingly popular in the past few years, the city of 

Tromsø being an excellent example of this. The city located above the arctic circle has seen tourist levels 

grow from 36,000 the winter 2008/09, to a staggering 194,000 in 2016/17 (Skinner, 2018). This increase 

in travellers is substantial for a town with around 76,000 inhabitants (Statistisk Sentralbyrå, 2019). It is 

therefore interesting to investigate the reasons behind this development in tourism, and how this growth 

can be maintained or managed. According to SSB (Statistisk Sentralbyrå) in 2018 a new record was 

achieved with 10 million nights spent in Norway by foreign travellers, which is an increase of 1.8 percent 
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since 2017 (Kvile, 2019). While one can make certain assumptions about the increase in tourism due to 

the northern lights and the picturesque fjords, these do not alone explain this increase sufficiently, seeing 

as these natural phenomena are not new features of the country. We therefore seek to understand the 

development of the nation’s popularity as a destination, and how this might relate to the growth of social 

media. Thus, allowing for an understanding of how and whether the way consumers share their 

experiences has influenced the popularity of a country with a very specific aesthetic.  

How Norway and its cities should be perceived is influenced by experts working at Innovation Norway. 

The governmental organisation Innovation Norway is responsible for maintaining an official guide for 

travelling to the country. Their website “visitnorway.com” is a platform that should ensure ease in the 

choosing of Norway as destination by providing information about the whole country (Innovation 

Norway, 2019a). It is key for the destination of Norway to clearly define the brand and communicate it 

consistently. This is also related to the sub-brands within the country, meaning all the cities and regions as 

these will be impacted by the Norwegian brand and vice versa. The strategies of the DMOs’ in Norway 

focus on creating content that is shared on their websites and through social media channels. Therefore, 

online platforms become increasingly important as potential visitors look for inspiration, book their trips, 

share their experiences and give feedback online. Media development is also seen as challenge as every 

visitor could potentially influence the Norwegian brand and share content that is not aligned with the 

official brand (Fuggle, 2018). 

This thesis will explore the connection between perception of a brand image, namely the brand of 

Norway, and the role of social media in the lives of millennial consumers. Therefore, the paper will 

answer the research question: 

How is the perception of a destination brand influenced by Social Media, and how can the millennial 

generation be targeted through their online presence? 

A case study of Norway’s destination brand and social media presence in order to provide 

recommendations for other destinations and to extend upon existing theories. 

1.4 Limitations 

There are a few limitations to our research that should be mentioned as they influence the outcome of the 

research. Firstly, representatives of Innovation Norway, that are responsible for the Visit Norway brand 

could not be reached. This means that all the information regarding the overall strategy of the country 

were gathered from other interviewees who might have a more limited knowledge. However, due to 

cooperation among the DMOs, the gathered information are considered relevant. Secondly, the expert 

interviews conducted only represent the middle and north of Norway. This was as we were unable to get 
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in touch with any of the other official destination companies in the country. Naturally, this does bias our 

results towards the northern part of the country and might therefore present an expert image that does not 

represent all regions in Norway. Furthermore, this is also the case for the netnography, as the hashtags 

chosen correspond to the destinations we were able to interview, as this allowed for a comparison 

between the official and unofficial image of Norway and the destinations. Due to the sampling methods 

chosen for the survey, the participants were largely in the younger half of millennials, as well as being 

primarily Danish and German. This is due to the authors of the research being young millennials from 

Norway and Germany while studying in Denmark. Therefore this means that by publishing the survey 

through our social media platforms it influenced the respondents, and as Norwegians were not eligible to 

take the questionnaire, Danish and German became the most prevalent. Additionally, only those with a 

sufficient level of English could answer the survey, therefore limiting the respondents to a certain 

educational or geographical background. This implies that there is some limit to the generalizability of the 

findings to other European nationalities as well as for older millennials. Due to time restrictions, we were 

unable to interview more destination companies as well as gain more diverse respondents to the survey. 

We will only explore the perception of the brand of Norway as a destination and will not be discussing 

other stakeholders, such as expats, residents, businesses including import and export, and those who are 

considering the country for investments or habitation. The brand of a country will also be important for 

these other stakeholders, and could be a topic for further research, but falls outside the scope of the 

research question. 

1.5 Thesis Outline 

This Master thesis is organized in seven sections. The brief introduction, including limitations, is 

followed by an outline of the theories that will back up the research and offers background knowledge 

about the specific topics. Therefore, we are considering both traditional branding and destination branding 

theories, as well as consumer behaviour theories and social media in general. The next chapter will 

present the methods behind the research. We provide an outline of scientific methods that our thesis is 

based on and introduce practical research tools that are used; netnography, interviews and questionnaires. 

Then, the research is conducted and explained. In the analysis section, findings of the interviews, the 

questionnaires and the netnographic research are presented and linked. The thesis is concluded by a 

discussion about the results and recommendations that are applicable for other destination brands, which 

will be drawn from the conducted research. A conclusion will then sum up the main findings. 
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2. Theoretical Background 

The following section will explore and outline different theories and literature which will underpin the 

research conducted later. Firstly, traditional branding will be considered, such as brand identity and brand 

equity, to understand the traditional approaches and ideas of branding in a company or product setting. 

Secondly, branding is set in the context of destinations, therefore both expanding and narrowing our 

understanding of branding theory and literature in the complex context of destinations. Thirdly, we 

discuss consumer behaviour, which includes a broader sense of consumers and also the understanding of 

consumers of destinations, to explore the choices and decisions that impact their behaviour. Lastly, social 

media is discussed, both in terms of the consumers that use them and the general understanding of social 

media. 

2.1 Traditional Branding 

Branding is designing, planning and communicating the identity and name of an entity, such as a product 

or organisation, for the purpose of managing and building a reputation (Anholt, 2007). Branding 

destinations is argued to be different from company branding and thus requires a different approach 

(Anholt, 2004 as cited in Dinnie, 2011). Therefore, destination branding will be discussed in a separate 

section below. If a destination does not actively manage its image and reputation, it risks to be ignored by 

the masses, or to be 'branded' by outsiders or the media, in a manner that is not in the interest of the 

destination (Dinnie, 2011). While it is important to understand that the management of a destination brand 

versus a product brand is different, there is still something to be learned from the understanding and 

management of traditional branding, which can be built upon for the purpose of destination branding. 

Therefore, this section will briefly touch upon a few branding concepts that are important to understand 

before the thesis expands into the destination branding literature. The three branding concepts outlined in 

this section are; brand equity, the identity approach to branding and co-creation as an influencing factor 

for a brand. 

2.1.1 Brand Equity 

When considering branding theory, we find it important to mention the concept of brand equity. The 

measure of brand equity can be used to understand what a strong or successful brand is. Because by 

developing an understanding of what is traditionally considered a successful brand, we can gain a starting 

framework for adapting the theory to an analysis of what a successful destination brand entails. Brand 

equity can be defined as marketing effects which are uniquely attributed to the brand, such as in cases 

where the success of a product/service can be directly attributed to the brand name (Keller, 1993). The 

purposes for studying brand equity can be attributed to either financially based motivations or strategy 
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based in order to improve marketing productivity (Keller, 1993). The dimensions of brand knowledge by 

Keller (1993, see figure 1) focus on consumer based brand equity (CBBE), where brand knowledge 

impacts consumer responses to marketing efforts. 

 

 

Figure 1. Dimensions of Brand Knowledge (Keller, 1993, p.7) 

Brand knowledge is influenced by brand awareness, such as recall and recognition, and brand image, 

which is seen in terms of brand associations. Brand awareness, on the one side of the diagram, concerns 

the strength of the brand’s trace in memory, such as the chances of the brand will coming to mind and 

how easily it is remembered. This awareness is understood through brand recognition and recall. Brand 

recognition means that the consumer is able to remember previous interactions with the brand when 

prompted with, for example, images of the brand. Recall on the other hand means that the consumer 

recalls the specific brand when prompted with a product category, such as chocolate, or another type of 

probe (Keller, 1993). 

  

Brand image, on the other side of the diagram, concerns the associations that influence the brand and are 

further broken down into the types, favourability, strength, and uniqueness of the brand association. 

Types of brand associations can be seen in terms of the information summarised or subsumed in the 

associations and can be classified as attributes, benefits and attitudes. The favourability of the associations 

is considered because the brand associations will differ depending on the perceived favourability, 
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consumers likelihood of perceiving an attribute is linked to how important it is perceived (Keller, 1993). 

The strength of association can be determined based on the strength of connection to the brand node. The 

uniqueness of association is depending on the possibility of a unique selling proposition, or whether the 

attributes or associations are shared with other competitors (Kellers, 1993). All these types of associations 

interact with each other to some degree, and one factor such as the types of associations can impact 

favourability, strength and uniqueness (Keller, 1993). The reason why we chose to use and consider the 

model by Keller over other brand equity models is because of his focus on associations and their 

connection to brand image, as well as recognition and recall to awareness. While the model is not made 

for tourism or destination branding, it does provide an insight into the factors that influence brand 

knowledge in the consumers minds and in turn influence brand equity. The relevance of the model will 

become more clear as destination branding and consumer behaviour are further discussed, but we find it 

particularly important to look at brand image, and the factors that impact this in the consumer’s mind. 

This is because a destination brand can be argued to be made up of imagery, which is becoming 

increasingly impactful in the age of social media and image sharing. The dimensions of brand knowledge 

presented by Keller (1993) will be further developed as a part of the analysis in order to explore the brand 

equity of a destination brand. 

 

2.1.2 Brand Identity 

Branding can also be understood under an identity approach, where products, designs and communication 

all should work to form one unified identity. This works to highlight the company as being one entity 

with distinct characteristics (Heding, Knudtzen & Bjerre, 2016). Identity can also be defined as the 

uniqueness or the essential idea of the brand, containing features such as aspirational and enduring (da 

Silveira, Lages & Simoes, 2013). Kapferer (2012, see figure 2) presented the brand identity prism, where 

the essence of a brand is a collective of; physique, personality, culture, self-image, reflection, and 

relationship. All these factors influence the brand identity, from how a company presents itself to how 

they are perceived by those outside the brand. Physical attributes, relationships and reflection of the brand 

are all externalised parts of the brand identity. Whereas, personality, culture and self-image are 

internalised (Kapferer, 2012). The physique or physical attributes are comprised of a combination of 

either salient objective features or emerging ones, it is both the tangible value added and the backbone of 

the brand. Brands are also the reflections of the perceived consumers or client type of the brand, as well 

as a reflection of the self-image, or internal mirror, of the consumers and that they wish to present 

(Kapferer, 2012). A brand can also be seen to have a personality and build up a character of association, 

as well as being a culture. The brands reflect a vision of the world and engage in cultural competition with 

other brands. Lastly, brands are relationships, and positioned in the exchanges between people (Kapferer, 
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2012). All these factors make up the identity of a brand, and are therefore key to consider when building 

or managing a brand identity, as they impact how the outside world perceives the brand. 

 

 

Figure 2. Brand identity prism (Kapferer, 2012, p.158) 

If considering a country as also having a brand identity, these factors can provide some insight into what 

needs to be adapted and reconsidered in a destination branding context. Despite being different than a 

company brand identity the destination identity is no less important. Seeing as the identity that the 

country portrays will influence the attitudes a potential customer, for example tourists or workers 

considering the market, will attach to the country. The identity approach to brand management is rooted 

in an understanding of organisational identity, corporate identity, brand identity, image and reputation 

(Heding et al, 2016). Brand identity is also argued to be considered as dynamic, as such being constructed 

and influenced over time by both managers and other stakeholders such as consumers (da Silveira et al., 

2013). This element of co-creation suggests that any brand or brand identity does not exist in a vacuum 

and is untouchable by other external factors. Therefore, a brand identity evolves over time and should be 

considered in terms of dynamic market environments and the increasing impact of co-creation (da Silveria 

et al, 2013). 

2.1.3 Co-creation 

Ramaswamya (2011, p.195) explained co-creation as “the process by which mutual value is expanded 

together, where value to participating individuals is a function of their experiences”. The manager of a 

brand identity needs to consider reshaping the brand identity periodically to keep up with changes in the 

market and the influence from social constituents (da Silveria et al, 2013). The understanding of co-

creation is important as we are considering the brand of a destination as being both created by the 

destination companies but also the consumers who travel there and share pictures and their experiences. 
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Therefore, by assuming that a brand is impacted by co-creation, it is also important to understand the 

concept of co-creation. 

  

Ind, Iglesias and Markovic (2017) found that the use of co-creation by brands can exist along a continuum 

between two polarities, from use as a tactical market research tool to a strategic collaborative innovation 

method. Essentially brands are then located based on whether they see the consumer as a research tool for 

insight into consumers’ attitudes or behaviours, or if they engage with their consumers for innovation 

purposes, in order to generate competitive advantage and differentiation (Ind et al., 2017). Therefore, 

highlighting that there are different ways to approach co-creation and thus also changing the way the firm 

potentially benefits from this. This model does also provide a method for businesses to check how they 

are using co-creation and deliberate if there is a more beneficial approach for them. When it comes to 

destination branding, the considerations in the theory proposed is not completely adaptable to destination 

company setting as it very focused on products. However, it does provide a certain insight into the 

destination company’s approach to co-creation and user generated content, and can therefore open for an 

analysis of the way this is approached.  

  

The notion of co-creation links in with the understanding of branding theory related to the community. A 

key feature of the community approach to brand management is understanding triangular communication, 

and that the brand is created among the consumers (Heding et al. 2016). Co-creation will be further 

discussed in sections 2.2.7 and 2.3.4. The rise of social media and the web 2.0 means that communication, 

and opinion or experience sharing has expanded to other consumers across the world (Heding et al., 

2016). This notion means that a brand will have to be aware of the potential impact other consumers have 

on its perception. This would also pose questions like who owns the brand and who is in charge of it. For 

the community approach there are differences between the impact of word-of-mouth (WOM) and paid vs. 

earned media (Heding et al, 2016). The use of different communication methods in our thesis will be 

discussed in 2.3.4. 

 

2.2 Destination Branding 

This thesis analyses Norway as destination brand and therefore it is crucial to review literature about 

destination branding. Moreover, due to this focus, the literature review mostly takes place in a tourism 

context, as this is the relevant setting for this thesis. The theoretical background is used to create an 

understanding about the different aspects of the topic. The first section elaborates on the reasons why 

places market themselves. In order to create a coherent understanding of the terminology, relevant 

definitions are established in the second paragraph. In the third part, consumers and target audiences for 
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destination brands are described. Afterwards, the selling points of places are discussed, followed by 

strategies and communication tools. Co-creation in the context of place branding, success measurement 

and challenges will be considered in the last sections. 

2.2.1 Place Branding 

Place branding has been a topic of discussion among academics for many years. Opinions about whether 

it makes sense or is just a waste of public money are divided. It is argued that defining and 

commercializing a place leads to a rather artificial outcome that does not necessarily match stakeholders’ 

perceptions. Furthermore, the destination brand, name and image created by the DMO can be rejected by 

stakeholders, making the branding efforts ineffective. Another aspect of discussion that arises is the 

constraint of a place perception, as it is predefined as what it is supposed to feel and look like (Medway, 

Swanson, Delpy Neirotti, Pasquinelli & Zenker, 2015). So why is there a need to brand and market 

places? Even though it has been critically argued against, place branding as well as place marketing are 

important disciplines that cannot be ignored in an increasingly competitive environment. Cities need to 

differentiate themselves from each other in order to attract tourists, businesses, talents and residents. In 

general, cities do not face competition from all others, but from the cities that present a similar profile. 

Therefore a city’s image is valuable with regards to creating a clear distinction between places and offers 

a competitive advantage. Arguments against place branding highlight the complexity of the branding 

process. (Zenker et al., 2013). This section highlights the importance of our thesis topic and its relevance. 

It implies that Norway and its cities need to establish a unique brand in order to stay competitive among 

other destinations, which is central to our research question. 

2.2.2 Definitions 

In order to establish a coherent understanding of the terms that are used throughout this thesis, some 

definitions are needed. Starting with different marketing approaches, there are different definitions and 

beliefs about what place marketing, city marketing and destination marketing entail. According to Braun 

(2008) place marketing includes the marketing efforts for cities as well as regions, rural areas and 

neighbourhoods for all stakeholder groups. It can be used as overall term that goes beyond the marketing 

of cities only while city marketing is focusing on cities and their related target audiences. Therefore, city 

marketing is seen as part of place marketing. Place marketing as well as city marketing is used as tools for 

the creation, communication, delivery as well as exchange of urban offerings that are valuable for the 

customers of a city and all stakeholders in general (Braun, 2008).  

 

Destination marketing is narrowed down to visitors as customers, and can be part of place branding or 

city branding. In regards to branding, place branding is part of the discipline of place marketing and seen 
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as a tool for place marketing that is mentioned in the previous definition. This also includes city branding 

and destination branding as sub categories (Zenker, Braun & Petersen, 2017). However, destination 

branding can be further defined as a marketing tool that, through a positive image, differentiates one 

destination from others and highlights its unique identity (Cai, 2002). Throughout this thesis a place brand 

in general will follow the definition of Zenker and Braun (2017, p.275) “a network of associations in the 

place consumers’ mind based on the visual, verbal, and behavioural expression of a place and its’ 

stakeholders. These associations differ in their influence within the network and in importance for the 

place consumers’ attitude and behaviour”. This specific definition is chosen, as it links to the brand equity 

model that is adapted for our analysis of the research. It implies that for an inclusive brand, the various 

target groups need a different approach, as associations do not have the same importance for every 

stakeholder, such as businesses and tourists. Furthermore, this highlights the complexity compared to a 

traditional brand and serves as central aspect for the research conducted. Place brand communication is 

part of the general place brand. While the brand includes all possible associations, also including negative 

and irrelevant ones, only the most important factors are included in the official communication of the 

place brand (Zenker & Braun, 2017).  

 

According to Hanna and Rowley (2015) three categories of place brands can be identified. First of all, the 

official brand that is established by the DMO. Secondly, sub-brands that are part of the overall brand and 

can serve for regions within the destination or other specific divisions. Decision making for sub-brands 

belongs to the destination marketing organisation. Thirdly, co-brands can arise that are completely 

independent from the official brand. A separate way of communicating is established that can either 

benefit the DMO’s brand or negatively influence it. Partnerships with independent organisations, that 

create a related co-brand, could add value to the official brand, however co-brands still follow their own 

identity (Hanna & Rowley, 2015). With the branding efforts a positive image should be established in 

order to add value to the place that should then enhance tourism, residencies and attract businesses. 

Therefore, branding is seen as an approach to manage the image of a place. As perceptions differ among 

the various audiences, image management is concerned with the research of images held by different 

stakeholders, positioning the brand according to it and improving the place’s perception (Braun, 2008).  

 

It is crucial in destination branding to not confuse image with identity. An image is created, while the 

identity reflects the actual place. It includes culture, heritage and also the people living in this particular 

environment (Braun, 2008). This implies that a gap between the communicated image and the actual 

identity of a place could exist (Braun, Eshuis, Klijn & Zenker, 2018). With regards to tourism it can be 

said that a destination image is how the visitor perceives the associations related to a place (Baloglu & 
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McCleary, 1999). This section raises awareness of the differences between these definitions that are 

suggested by literature. However, throughout this thesis, we will be using the terms city branding and 

place branding interchangeably. This is as city marketing is part of place marketing. Destination 

marketing and branding can relate to a place or city and will only be used when it is specifically required. 

Moreover, we argue that the brand of Norway consists of all city brands, shaping the overall Norwegian 

brand, which is why we also consider city branding. This chapter also offers clarification about terms that 

are used within this thesis in order to create a coherent understanding in general.  

 

2.2.3 Consumers and Stakeholders 

Places and especially cities are experiencing an increase in competition when it comes to tourism, 

businesses, residents or investments. In order to be competitive, a brand is established. However, it needs 

to be taken into consideration that the perception of the place and individual demands and needs will 

differ between stakeholders, such as residents, businesses and tourists (Zenker & Beckmann, 2013). Our 

definition of place branding also implies that associations are not equally important to all consumers but 

rather vary in their importance (Zenker & Braun, 2017). Nevertheless, some attributes add value to more 

than one target group. Good shopping opportunities for example can be relevant for tourists as well as for 

residents. In order to build an inclusive and authentic brand, all target groups need to be considered, 

which will then also enhance identification with the brand (Zenker & Beckmann, 2013). According to 

Zenker and Beckman (2013) stakeholders can be distinguished between four market segments: visitors, 

residents and workers, business and industry, and export markets. Visitors can be divided further into 

business and leisure, while the second and third audience are split into current and potential residents, 

workers, businesses and industries. As this assignment is focusing on visitors only, other audiences won’t 

be discussed in detail.  

 

Focusing on tourists, it is important to analyse what they look for in a place. As they don’t intend to settle 

and only stay for a short period of time, they have different requirements than residents. It also has to be 

distinguished between the demands of business and leisure visitors. In general it can be said that both 

groups value accessibility. However, while business people prioritize the accessibility to offices, trade 

fairs, factories or similar venues, leisure travellers look for accessibility of sights, landmarks, shops and 

other attractions. Furthermore, accommodation, restaurants and infrastructure are relevant for both types 

of visitors. Moreover, also the cost factor needs to be mentioned, as this impacts target groups differently. 

Customer characteristics that influence decision making can be attributed to each target group (Braun, 

2008). According to Braun (2008) visitors can be differentiated by the purpose, which is either for 
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business or leisure, if someone stays overnight or not, the distance that a visitor is willing to accept, 

nationality, income, social group, whether someone is interested in cities or nature, whether the visitor is 

active or passive and emotions that are connected to a place. It is claimed that these attributes impact what 

the customer is looking for (Braun, 2008). 

 

Synergies between visitors and other customers of a city can be positive and negative. On the one hand, 

leisure facilities can be valuable for residents as well as tourists, while on the other hand, too many 

tourists might have a negative impact on the environment and living conditions of residents. Potential 

conflicts and synergies have to be managed and are central for a customer focused approach. Stakeholders 

in general do not only have an important role as a target audience, but also as co-creators of the place 

brand (Vallaster, von Wallpach & Zenker, 2018), which will be introduced later on. It is important to 

distinguish between the different stakeholders, as they are all subject of and connected within place 

branding. However, the focus of this thesis is on tourism and therefore we focused more on visitors. In 

our research, millennials will be the target audience, but won’t be specifically divided into business and 

leisure travellers as our research focuses on a non-professional setting. Overall this paragraph provides a 

deeper understanding of the complex stakeholders involved in place branding. 

 

2.2.4 Selling a place 

After elaborating on the reasons why a place should market itself, questions arise about what a place is 

actually selling. Customers have different demands. Some want to start a new life and settle in a specific 

place, while others just want to visit or do business there. Therefore, seeing a place as a traditional 

product underestimates its complexity. In order to reduce such complexity, customers with identical needs 

can be grouped together with regards to their intangible and tangible demands. The value of a place then 

depends on what target audience the customer is part of (Braun, 2008). As this thesis focuses on 

destination branding and the perception of tourists, only visitors will be considered in this section. We are 

aware that different stakeholders have different needs and therefore require other aspects of a place brand 

than tourists. However, it has to be pointed out that some attributes are overlapping between target 

audiences, for example, shopping malls benefit both visitors and residents (Zenker & Beckmann, 2013). 

Depending on the natural and cultural attributes a country has to offer, investments might be required. 

History, nature and culture attract tourists. If this is not featured, events and attractions are promoted in 

order to make up for the missing features. Sports events for example can be a valuable investment in 

order to enhance the image of the place. Ensuring a safe environment, a well-developed infrastructure and 

necessary services all work to add value to the destination (Morgan, Pritchard & Pride, 2004). In addition 

to the physical environment, the locals are also part of what constitutes as a place. This means that a 
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destination is selling the attitudes and behaviours of residents towards tourists. They shape the social 

environment which will be experienced by the traveller (Freire, 2007). In the digital age, places also need 

to be social media friendly. This means that a destination is selling its nature, landmarks and sights as 

vibrant and colourful scenery for potential pictures (Brown, n.d.). Overall, it can be said that a destination 

is selling an experience that contains the physical as well as the societal aspects of a place. It is important 

to be aware of the research on what tourists value in a destinations, and we will be drawing from these 

ideas for our research to understand what millennials want in a destination. 

2.2.5 Strategy 

In place branding different strategies can be executed in order to reach the objectives of the DMO and 

improve the reputation of a place. It is said that a reputation is determined by previous accomplishments 

with regards to actions, images and investments. These developments are crucial for customers and 

influence decision making. The first strategic approach is about an open place brand process in order to 

enhance stakeholder engagement (Braun et al., 2018). A discussion about the ideas of the brand, including 

all stakeholders, will lead to a broader problem definition which benefits the brand and will result in a 

more accurate solution (Klijn & Koppenjan, 2016). Participants have the chance to shape the place brand 

according to their values, which will enhance commitment for the final brand and adds variety to the 

brand image (Braun, Kavaratzis & Zenker, 2013; Kavaratzis & Hatch, 2013). Moreover, another positive 

outcome is the high chance of stakeholders, like residents, becoming brand ambassadors and create 

positive word of mouth about their place brand (Braun et al., 2013). This automatically increases 

reputation of a place, however it also includes drawbacks such as increased conflict potentials among 

different stakeholders (Braun et al., 2018). Another approach with regards to strategy is a match of image 

and identity. As discussed in section 2.2.2, those terms cannot be used interchangeably as they do not 

express the same meaning. Place reputation increases with an authentic brand, therefore the perceived 

image needs to be in line with the actual identity of a place. Customers might feel frustration when reality 

is experienced as different to what is promoted. This can then result into negative reputation. This means 

that if Norway communicates an image that does not match its actual identity, tourists will get 

disappointed. However, if the image reflects the place’s actual identity, reputation is enhanced and 

conflicts between stakeholders are low. Literature suggests that both approaches, open place brand 

process and image-identity match, should be employed in order to achieve the best outcome (Braun et al., 

2018).  

 

When it comes to strategy, it is also important to look at the relationships between different brands that 

are associated with the overall place. Brand architecture needs to be considered to capture the whole 
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experience for visitors. The most common strategies are house-of-brands and branded-house (Braun et al., 

2018). The house-of-brands approach is rather loose, as brands are independent. They follow their own 

values and have unique characteristics. This means that negative reputation of one brand won’t affect 

another one, as each place is mostly recognised for its own offerings. A more connected strategy is the 

branded-house. A place brand transfers characteristic to all associated brands. Values of single entities are 

unknown, as every place is just recognized as the overall place brand (Datzira-Masip & Poluzzi, 2014). 

Hybrid options of these models include previously defined sub-brands that can be seen as a trade-off 

between house of brands and branded house strategies (Aaker & Joachimsthaler, 2000). Value is added to 

the overall brand by sub-brands and also sub-brands can benefit the other way round. Both brands are 

equally important (Datzira-Masip & Poluzzi, 2014). A second hybrid strategy is the idea of endorsed 

brands (Aaker & Joachimsthaler, 2000). Compared to sub-brands, the overall place brand plays a less 

important role for the endorsed brand, but there is a link nonetheless. An example of an endorsed brand is 

the brand of Norway and Denmark which both belong to Scandinavia (Dooley & Bowie, 2005). When it 

comes to the management process in place branding, brand architecture is essential. We consider brand 

architecture as relevant, because our starting point for the research is the premise assumption that each 

destination impacts the whole brand and vice versa. This means that every Norwegian city contributes to 

the overall brand and the Norway brand offers a framework to connect all these city brands. Therefore, 

Norway’s strategy is classified as a hybrid-option with sub-brands. Brand architecture should be based on 

the perception of consumers with regards to relationships with other brands and places. An additional 

benefit is the engagement of stakeholders that can create their own brand which can be connected to the 

master brand in several ways (Hanna & Rowley, 2015). The main challenge for a DMO is the choice of 

the right governance model that should then be applied (Datzira-Masip & Poluzzi, 2014).  

2.2.6 Communication 

A crucial part of strategy is place brand communication. The way a brand communicates has an effect on 

all stakeholders. Three types of communication can be identified, however only two are likely to be 

influential for the image of a brand and in turn impact the attraction of tourists. Physical place 

communication is expressed through the built environment. This includes buildings, bridges, parks, 

shopping areas and other architectural constructions that are present in a place. It is shown that physical 

communication has a positive impact on the brand’s image. In addition it is also a key factor for 

enhancing tourism. Generally it can be said that visitors value investments in the physical environment 

and enjoy a wide range of facilities like monuments or museums (Braun et al., 2014). This is also 

supported by previous literature, as it has been argued that the perception of a city is mostly constructed 

through the built surroundings (Lynch, 1960). According to Lynch (1960) five components are mainly 
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determining a place’s image: paths, landmarks, edges, nodes and districts. Paths are tracks like streets or 

railways, landmarks are defined as special objects, edges are clear boundaries between different zones, 

nodes are important infrastructure intersections and districts relate to the various neighbourhoods that a 

city has to offer. The built environment is therefore a chance to differentiate from competitors (Lynch, 

1960). As social media plays an important role in today’s world, the physical place needs to be 

photographed and shared in order to create an image also in other people's’ minds (Urry, 2002). The 

notion of the built environment as it relates to a brand image will be further discussed in the consumer 

behaviour section.  

 

The second way of communication is the traditional aspect that includes advertising slogans and self-

created logos by the DMO. According to Braun, Eshuis and Klijn (2014) this does not have an effect on a 

brand’s image but is also not relevant for attracting tourists. However, the lack of effectiveness could also 

result due to the absence of budget or experience of DMOs. Word-of-mouth as third means of 

communication, refers to information sharing that is not under control of the DMO and is reinforced by 

all stakeholders (Braun et al., 2014). This can take place in person but also through media. Especially 

with the rise of social networking sites, word-of-mouth is enhanced and easy to spread (Trusov, Bucklin 

& Pauwels, 2009). Positive word-of-mouth needs to be initiated by a satisfying experience for the visitor. 

If this is the case, it has a positive effect on the image of place brand and therefore enhances tourism 

(Braun et al., 2014). However, negative content that is not aligned with the values of a place can 

contribute to brand co-destruction (Vallaster et al., 2018). This will be further discussed in section 2.3.4. 

 

The mentioned ways of communication serve as strategic tools that can be employed. Additionally, mass 

media can also influence a city’s image. Negative topics covered in the news, that can be related to a 

place include violence, poverty or crime. The specific characteristics of a place, the political and social 

environment policies about media coverage cannot be fully controlled by a city. The only influence 

authorities have is through public relations (PR) efforts. In order to spread positive news, the aim of PR is 

to convince people working with news media to do so and also to prevent the city from experience bad 

press. This can be directly related to the image of a place (Avraham, 2000). News media and the images 

of places they convey can impact tourists’ behaviour (Tilson & Stacks, 1997). The information that is 

perceived then influences the place’s image and will in turn impact decision making. Coverage can vary 

amongst places and can be mostly negative, neutral unless something negative happens, positive or 

neutral unless something positive happens. Furthermore, it is essential whether a place experiences 

coverage about only one subject or a variety of topics. If the place is only mentioned with regards to one 

subject, it might become a symbol of it. The coverage in news media is complex and requires a deep 
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understanding of all actors and aspects that are involved in order for governmental institutions to change 

the image (Avraham, 2000). Overall, the communications about a destination either by a DMO or other 

entities are vital to the reputation and perception of consumers, and must therefore be considered by 

managers. We will also further expand on consumer behaviour with regards to communication in section 

2.3. 

 

2.2.7 Co-creation of Place Branding 

A place brand cannot completely be controlled and managed by authorities, but is rather influenced by 

multiple stakeholders and their interests (Medway et al., 2015). Consumers can change the perception of a 

brand or develop a new approach that is not necessarily aligned with the ideas of brand managers (Klijn, 

Eshuis & Braun, 2012). This network shapes cities and requires a shared management approach that also 

includes the private and public sectors (Braun et al., 2013). Municipal administrative organisations are in 

charge of branding, however it is impossible to develop the brand without stakeholders due to their 

influence on the brand and the lack of necessary resources (Braun et al., 2018). Braun, Kavaratzis and 

Zenker (2013) especially highlight the role of residents in place branding. They do not only contribute to 

the communication but also to the formation of the brand. Locals are part of the place in general, which 

means that they shape the social milieu. The way of interacting leaves a mark, which becomes part of the 

place brand (Braun et al., 2013). With regards to tourism, tourists and travelers also perceive differences 

in residents’ attitudes and include this factor in their decision making process. It is crucial whether locals 

are willing to help and talk to others or not and what values they share. This implies that destination 

brands can be differentiated according to the degree of friendliness of inhabitants (Freire, 2007). Another 

role of residents, is as the brand ambassador. Due to their authenticity, opinions of locals are considered 

important, valuable, and reliable for outsiders. Social media is often used as a tool to share their thoughts 

about their place and make their opinions accessible to others. For destination branding purposes it is 

especially common to use prominent residents to market their place (Braun et al., 2013). The last 

identified role of residents is simply being a citizen of the place with voting power. This means that they 

can actively participate in decision making and authorities need to offer ways to contribute (Braun et al., 

2013). All these different roles that are associated with residents do not only lead to brand co-creation, but 

can also result in brand co-destruction. This happens if residents’ behaviour and attitudes are not aligned 

with the values that should be communicated in order to establish a positive brand image (Vallaster et al., 

2018). In terms of the physical place, urban planners as well as other policy-makers like mayors are in 

charge, which means that it is not controlled by the marketing authorities. This is seen as challenge, as the 

place brand is not necessarily a priority to these stakeholders. Also property owners are more concerned 

with the perception of their own environment instead of focusing on the overall brand (Zenker & Braun, 
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2017). The new way of travelling and sharing experiences online also has an impact on brand perception. 

Brand managers do not have an effect on user generated content, however the authenticity of this type of 

promotion is influential for the decision making process of visitors. The image of a place transferred 

through social media can lead to a desire of visiting the destination (Brown, n.d.). Marketing activities are 

subject to political decision making. However, also in terms of governance, stakeholders with different 

knowledge about city marketing interact, which can cause confusion about responsibilities, interpretations 

as well as prioritization (Braun, 2008). Place branding can be seen as a governance process of managing 

actors in order to create an authentic brand. Stakeholder involvement is essential when it comes to 

creating a clearly defined branding concept and enhancing the desired outcome. This might result in an 

increased number of visitors, businesses and new residents (Klijn et al., 2012). It can be said that looking 

into the process of co-creation and co-destruction is crucial for place branding as all stakeholder actions 

affect the overall brand (Vallaster et al., 2018). It is important to highlight the understanding of co-

creation of a place brand as this influences decision made by DMO’s, co-creation in the context of 

consumers and social media will be discussed in 2.3.4. 

 

2.2.8 Success Measurement 

In order to define whether a brand is successful or not, effectiveness has to be measured. As this is 

strongly related to the perceptions of stakeholders, positive as well as negative associations can have an 

impact on a brand’s performance (Zenker, 2011). To compare the importance of different associations 

between stakeholder it is possible to use a network analysis. This method evaluates centrality of 

perceptions deriving from mentioned associations (Henderson, Iacobucci & Calder, 2002). However, as 

discussed in section 2.2.3, we will not consider multiple stakeholders. Therefore, we will focus on 

strength and favourability of associations within the tourist segment in chapter 5.1.2. In practice, success 

measurement is often limited to how often the place is mentioned in the press or simple overnight stays. 

However, measuring effectiveness in this manner is often lacking in sufficiency as it is seen as too 

complex to measure (Zenker & Martin, 2011).  

 

A customer-centred approach puts a focus on equity of the target group, which is defined as “the sum of 

lifetime values of all customers, including existing and potential customers” (Zenker & Martin, 2011, p. 

36). Another angle concerns satisfaction of customers and can be measured through different indexes 

(Zenker & Martin, 2011). With regards to a brand-centric perspective, the brand itself should be the focus 

instead of the consumer. This is possible, as the place should be implemented as a brand. Therefore a 

traditional understanding of brand equity in that context can be defined as “differential effect of brand 
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knowledge on consumer response to the marketing of the brand” (Keller, 1993, p. 8). In this definition, 

the differential effect is related to the comparison with another product. Brand knowledge combines 

awareness with image and the consumer response include their perceptions of the brand (Keller, 1993). 

Identifying brand value drivers creates information about to what extend the consumers are aware of the 

brand. Analysing the image of a place is therefore used to measure success in place branding (Zenker & 

Martin, 2011). The model suggested by Keller (1993) examines brand image and brand awareness as 

relevant drivers. As this method is common in regular branding practices and can be related to destination 

branding (Zenker & Martin, 2011), this will be the main model in our analysis with regards to Norway 

and will include a simplified version of the previously explained network analysis. We will also build on 

this understanding by incorporating certain elements into the questionnaire and the netnographic research. 

 

2.2.9 Challenges 

In understanding how destination branding works, it is also important to realise the inherent differences 

between product branding and destination branding. A key aspect of these differences lies in the 

challenges that one faces when working to build a destination brand. Part of the challenges relate to 

leadership or ownership and digitalisation (Dinnie, 2011). There are many objections and opinions when 

it comes to destination branding, some of this being that destinations are very complex. The average 

destination has many stakeholders, little management control, there are limitations to their developed 

identities and might not be seen as a brand by the average consumer (Morgan, Pritchard & Pride, 2011).  

 

Furthermore, a brand that does not manage to combine their actual identity with the image that they sell, 

will disappoint consumers and gain negative reputation as a result (Braun et al., 2018). In managing a 

complex destination brand, it is necessary to understand that this is a highly political activity, with a large 

number of stakeholders with differing opinions, and needs to be conducted in an ethical and sustainable 

manner, in order to achieve a positive development trajectory. It can be argued that the authorities of a 

destination have an ethical duty to protect the reputation and thereby the brand of a destination, in order to 

prevent negative stereotyping or an unfavourable brand (Dinnie, 2011). This relates to the challenge of 

leadership or ownership. A destination brand is key to explain what the place has to offer, in terms of 

experiences and sights, both past, present and future (Allan, 2011). Therefore it is very important that 

those who portray the destination to the world, are aware of the importance and take this challenge 

seriously. One must also consider the extent to which one can control or manage the image in face of 

multiple stakeholders (Dinnie, 2011). This also implies that DMO’s do not have direct control over their 

destination brand (Hanna & Rowley, 2015). When it comes to co-creation, multiple stakeholders have 



 

21 
 

different perceptions of the place, which can lead to conflicts among them (Braun et al., 2018). Aligning 

stakeholders through brand commitment depends on the effectiveness of the DMO’s leadership. If 

stakeholders do not act according to the shared values of the place brand, they co-destruct the brand. This 

means that collective efforts change the perception of a place in a different way than originally intended 

by the official agency (Vallaster et al., 2018). These challenges have been present for a long time and 

have also evolved in the face of the digital age. In world of social media, which can be used as a platform 

to share word-of-mouth, it became easier to share opinions that have a negative impact on the place brand 

(Trusov et al., 2009). Challenges also exist in terms of success measurement. Hard facts or data about the 

place can be measured, however they do not reflect the whole brand. Understanding the perceptions of 

consumers and measuring other important factors is highly complex. Therefore a trade-off is necessary 

which leads to the conclusion that there is no accurate way for complete measurement (Zenker, 2011). 

This section highlights several challenges of place branding and also puts it in the context of social media. 

We are aware that more challenges exist for example also in terms of ethics (Dinnie, 2011), however we 

examined the most relevant obstacles related to this thesis. Especially being aware of the challenges that 

arise in the digital age is crucial in order to establish a successful place brand (Trusov et al., 2009). Our 

study will therefore be examining the impact of social media on the brand of Norway and also includes 

obstacles with regards to millennials and their online behaviour. 

 

2.3 Consumer Behaviour 

In order to understand the nature of destination branding, it is also important to understand the consumer 

behaviours of the tourist. The way that consumers make choices should be considered by destination 

companies in their branding processes and the way they reach their target audience. Being a tourist and 

‘going away’ can be argued to be a key component of the ‘modern’ experience of being. Additionally, not 

travelling might be seen as a loss of status, and holidays are by many considered a necessity (Urry, 2002). 

In order to gain deeper understanding of the consumer behaviours that influence travel, this section will 

firstly discuss the target group of our thesis, the millennials. Then concepts like the tourist gaze, 

destination image and motivations for travel and decision making will be explored. 

2.3.1 Millennials 

Consumers are often divided into generations of broad age groups, millennials (1977-1995/6), Generation 

X (1965-1976), Baby Boomers (1946-1964) and most lately the Generation Z (1996/7-2003) (Fromm & 

Garton, 2013; Merriman, 2015). However, the distinct years fitting into each generations do differ a bit 

(Gurau, 2012), the years defined above provide a broad understanding of whom is encompassed in each 

generation. Generational cohort theory distinguishes generations on the basis of shared experiences, 
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creating a kinship or common attitudes and behaviours amongst those who grew up in a similar society or 

historical cycle (Merriman, 2015; Moore, 2012). Additionally, it is theorised that those within a specific 

generation exhibit specific and common purchasing or consumption behaviour (Howe & Strauss, 2000). 

The millennial generation has garnered attention because of the size and spending power of the 

generation, as well as the ways in which their habits differ from the generation before (Fromm & Garton, 

2013). The millennial can be distinguished through several factors, one of which being the focus on the 

participation economy, such as co-creation through the social medias and online platforms. Compared to 

the older generations, the millennial uses technology to connect to larger networks in real time and more 

frequently (Fromm & Garton, 2013). Additionally, they experience greater life enrichment when 

connecting with others on social media and are more influenced by their peers, than can be seen with the 

older generations. The millennials are also the first generation of ‘digitally native’ consumers, and as such 

are more engaged in rating products/services online, or uploading content. Millennials is also actively 

integrating other generations into the culture, using the digital environment to connect (Fromm & Garton, 

2013). While both the Millennial and the Gen Z will have grown up with technology to varying degrees 

there are still some differences between them, such as the difference of growing alongside technology or 

being born into it, like Gen Z (Merriman, 2015). 

  

It is also important to mention that the notion of generational theory has been critiqued, suggesting that 

the millennials might not be as homogenous as some assume, and argue for a life-cycle segmentation of 

consumer behaviour (Henderson, 2010; Fromm & Garton, 2013; McCrindle & Beard, 2008 as cited in 

Gurau, 2012). The homogeneity of millennials has been challenged with regards to travel, for example, 

noting certain differences amongst the subgroups of the generation, such as ‘young and free millennials’ 

and ‘professional millennials’ (Migacz & Petrick, 2018). There are also found to be differences in the 

activity-time spent between the older and the younger millennials (Garikapati, Pendyala, Morris, 

Mokhtarian & McDonald, 2016). Despite the critique, we will focus on the millennial generation as a 

whole throughout the research and how their habits and attitudes are related to travel and travel decisions. 

This is because of their argued similarities within the generation towards technology use, compared to 

other generations. 

 

2.3.2 The Tourist Gaze 

Lynch (1960) argued that a city is mostly perceived as a built image, comprising of landmarks, districts or 

paths. Therefore highlighting the importance for city marketers to focus on the urban landscape of built 

objects and attractions that can be attractive to consumers, either to gaze at or to photograph. To remain 

relevant and competitive many destinations therefore use marketing techniques to gain attention and build 
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an image (Hospers, 2009). Similarly, Urry (2002) has written about what he calls the tourist gaze, relating 

to what tourists look at, but is often thought to be constructed and reinforced by professionals. The tourist 

gaze differs based on social factors, such as social groups and historical periods, and there will never be 

one universal experience for all tourists throughout all times. Tourism is a social phenomena, which 

relates to the breaking of everyday routines, and experiencing stimuli that contrast to the everyday or 

mundane. The tourist gaze is directed by feelings of anticipation towards views that are out of the 

ordinary and is constructed through signs, such as signs of ‘timeless romantic Paris’, like the Eiffel 

Tower. The tourism industry often works to create new objects of and for the tourist gaze (Urry, 2002). It 

is also not enough for a destination to have photogenic characteristics, these need to be captured and 

distributed via the media (Hospers, 2009). The tourist gaze is not controlled by an institution but 

influenced and regulated by many sources such as tourist experts, film and television and photographs 

(Larsen & Urry, 2011). 

 

The Matthew effect in a way relates to the tourist gaze, as it stems from the biblical notion that those who 

have plenty will have more, and those who have little will have it taken away. Therefore, because tourists 

traditionally flock to for example Venice, then more people will inevitably follow this trend and also visit 

Venice (Hospers, 2011). This would suggest that tourists often want to see established popular sights and 

destinations that are seen as the ‘ultimate places to visit’. If the Matthew effect is presumed to be correct, 

it would suggest that it is very difficult to attract the attention of the tourist, as it is not perceived to be a 

good tourist destination, or that it is not already established as popular. The accumulated advantage 

highlighted by the Matthew effect has only become more pronounced in the age of digital photography 

and the possibility to share images through the internet. Consumers are therefore often travelling to places 

and taking pictures that confirm the images that were expected from the destination (Hospers, 2011). Both 

the tourist gaze and the Matthew effect are important to consider when making decisions about 

destination branding, as this might suggest why there is or isn’t interest in a specific destination and what 

consideration they might need to take to increase interest. Particularly in a social media world, 

destinations need to be aware of the importance of a photogenic location as this can impact the popularity 

of a place. 

  

The tourist gaze is also criticised, in part because of its focus on one sense and disregard of the other 

senses, such as feeling, taste or smell, through which one experiences the world and adventure (Larsen & 

Urry, 2011). However, with regard to this critique, a question can be posed within the context of social 

media and the sharing culture, about whether the photographability of a destination is becoming 

increasingly important. It is also necessary to consider the importance that the newer travellers, namely 
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the millennials, put on the ‘Instagram friendliness’ of a destination. Another critique of the tourist gaze, is 

that it can be seen as a destructive process, in which cultural expressions are turned into commodities, and 

therefore reduce the value for the local population.(Woodside, 2015). Commercialisation and the lack of 

authenticity has been identified as some of the challenges related to destination branding (Ooi, 2011), and 

could potentially be argued to be an inevitable, yet undesirable, by-product of the consumption of 

destinations. This is as there are arguments made that the images shown to the tourist do not need to be 

authentic, the experience offered simply needs to match the images represented in marketing and 

consumers image of the city (Hospers, 2009). There are also criticisms of the advertisement of 

destinations, which argue that destinations cannot simply state that they are remarkable, they need to be 

so inherently, as the actions or reality of a place will be more important than words. Moreover, the public 

perception and reputation of a country or place is exceedingly difficult to alter, through marketing efforts 

(Anholt, 2005; 2007: 2008). Despite the critiques, the work presented by researchers like Urry and Lynch 

highlight the importance of imageable and photogenic features in the marketability of a destination, as 

these help to communicate and distinguish the destination in the outside world (Hospers, 2009). The 

notion of imagery as an influencing factor for consumer behaviour with regards to travel, highlights the 

importance of understanding what underpins the consumers decision making process. Therefore, these are 

key considerations to make when analysing the building and maintenance of a destination brand in the 

social media world. 

 

2.3.3 Decision Making 

Braun (2008) has identified three key factors in the process of decision making for the tourist; the role of 

the aspiration levels, characteristics of the city’s consumers and the role of perception. The aspiration 

levels assume that the consumer will assess all known factors about the environment they are considering, 

which is where their needs and wants add up to an aspired relevant environment. The characteristics of 

the consumer relate to their market segment or demographic, and identify their preferences for travel and 

destinations as well as their personal, social and financial situation. These socio-demographic factors will 

therefore impact their ability to travel as well as the preferences that influences their choices. Lastly, 

perception and information are considered. Perception plays an intrinsic role in human economic 

behaviour, as people develop a perceptual set which influences their experience or interpretation of a 

situation (Van Raaij, 2000 as cited in Braun, 2008). Additionally this last factor also includes all the 

information the consumer has available about the relevant environment (Braun, 2008). This highlights 

that the individual tourist’s decision making is likely to be influenced by their personal experiences, 

expectations, and the information obtained or available to them. In the figure 3 below one can see the 

factors influencing the choices that the consumers make and the environments under consideration. The 
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figure then also highlights how the city’s marketing management will have to work on impacting the 

whole of the consumers decision making process (Braun, 2008). 

 

Figure 3. “City marketing influencing the city’s customer behaviour” (Braun, 2008, p.68) 

These notions of destination attributes link in part with the motivations for travel proposed by Crompton 

(1979). The research suggests that travel motivations can be linked to seven socio-psychological 

motivations (escape, self-exploration/evaluation, relaxation, prestige, regression, enhancement of 

kinship/relationships, and social interaction), as well as two cultural motives (novelty and education). The 

latter of these motivations are tied in part to the qualities that a particular destination offers (Crompton, 

1979). These types of motivations can also be seen in terms of push or pull, ‘push’ being an internal travel 

need pushing this motivation, and ‘pull’ being the external factors, such as attractiveness of destination, 

pulling the motivation out of the traveller and can also be seen as cultural factors (Baloglu & Uysal, 1996; 

Crompton, 1979). With regards to the ‘pull’ that people experience, the term Wanderlust is used, which is 

a term that has gained popularity with the younger travellers on social media (Urban dictionary, 2019). 

Gray (1970) described this as a human trait which influences people to explore the unfamiliar in other 

cultures and places, or the relics of past cultures found in places such as ruins and monuments. 

Crompton’s (1979) research was undertaken as a direct counteragent to the lack of research on socio-

psychological motives, given that the research and travel industry was mostly focused on the cultural 

factors at that time. The research found that the travellers often had a ‘hidden agenda’ behind their 

reasoning for travel, that went beyond the destination chosen, as the satisfaction derived often came from 

other factors, which encompass the motivations mentioned above (Crompton, 1979). This research 

therefore highlights that the motivations behind travel are very complex and might not all be attributable 
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to the benefits that the destination offers. There has been conducted a significant amount of research on 

motivation in the years since Compton, and it is highlighted that an understanding of the push and pull 

motivations of tourism can be a powerful tool for marketers of a destination (Baloglu & Uysal, 1996). 

However, there are also other classifications of tourist motivations, such as Kozak (2002) who identified 

4 different categories of tourist motivations, ‘pleasure seeking/fantasy’, ‘culture’, ‘relaxation’, and 

‘physical motivation’. Additionally, this research showed that Germans scored higher points for the three 

latter than the British did. Meaning that the British travellers in the study showed higher pleasure 

seeking/fantasy motivations than their German counterparts. Showing that motivations behind travel can 

be influenced by the origin country of the traveller, therefore one must also consider a potential for 

cultural influences on traveller motivations. 

  

There are also some correlations between the motivations behind travel and the perceived benefits 

(Migacz & Petrick, 2018). The research focused on two different groups of millennials, the young free 

millennial and the professional millennial, where both showed high motivations to travel for hedonic 

motivations and the motivation to see friends and family. These two groups were distinguished based 

being a younger or older millennial, and the older millennials having a salary over $100 000. However, 

there were some differences between the two groups as the young and free were more likely cite 

exploration, hedonic interest and novelty as additional benefits of travel, the professionals were more 

likely to consider rest and relaxation. Overall the professionals noted more benefits to travel than the 

young and free (Migacz & Petrick, 2018). Hedonic benefits as described by Engel et al. (1993, as cited in 

Bowen & Clarke, 2009) means that consumption is approached due to symbolic reasons for emotional 

responses, aesthetics or sensory pleasure. Engel et al, (1993, as cited in Bowen & Clarke, 2009) proposed 

a model which moves from need recognition all the way to the outcomes, and recognises both limited and 

extended problem solving. An extension on this understanding of limited or extended problem solving 

can be provided by Mayo and Jarvis (1981, as cited in Bowen & Clarke, 2009), who proposed the 

influences on travel decision makers. The authors did not assume that travel is automatically an extensive 

decision making process, suggesting that it might sometimes be a routine or an impulsive decision. 

Therefore, these models are not expanded upon further, but rather mentioned to enhance the 

understanding of complexity in decision making processes. Additionally, the understanding that decisions 

like travel might involve more or less processing by the consumer. 

 

We can assume that not all tourists are the same, given that there are different motivations depending on 

where a person is from, their personal characteristics and that the perceived benefits of travel can differ. 

Cohen (1972, as cited in Urry, 2002) is one of the academics who have made arguments that there is no 
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single tourist and that they must be classified into different categories. These tourists and their behaviours 

can in part be distinguished by either the acceptance or rejection of organised tourist activity. These 

streams of research suggest that there are many ways to be a tourist, which is something one must 

consider when trying the reach the potential traveller. However, despite there being several different types 

of travellers or tourists, Prebensen, Larsen and Abelsen (2003) found that when asking German tourists in 

Norway 90% considered themselves a ‘non-typical’ German tourist. Regardless of this, these 90% still 

showed similar motivations, planning and actions, suggesting simply that the respondents did not want to 

be associated with ‘typical tourists’ (Bowen & Clarke, 2009). There are also differences to travellers even 

within a single generation, which is mentioned above in section 2.3.1. There will also likely be some 

differences based on national variations for attitudes, image formation or actions (Bowen & Clarke, 

2009).  

  

As mentioned above, the process of decision making for a traveller will differ depending on multiple 

factor and it is therefore important to consider the decisions made during a journey. This relates to similar 

research about the decision makers of a household, research has found that consumers often delegate 

decisions to ‘social surrogates’ when it comes to tourism decisions (Stone, 2016). These social surrogates 

can be both professionals who are formally delegated decisions, or friends and family members who are 

informally delegated decisions (Aggarwal & Mazumdar, 2008; Stone, 2016). Stone (2016), found that 

25% of the research respondents delegated destination choices and 50% delegated smaller decisions like 

restaurants or activities while travelling. These are practices that are not only found amongst travellers 

(Aggarwal & Mazumdar, 2008), but highlight the importance of reaching the correct people when trying 

to influence the destination decision making. Many individuals want to make a decision about whether to 

delegate a decision or not, and in certain situations delegate the decision about a destination or where to 

eat in order to avoid making a final decision (Stone, 2016). In the rise of social media and the online 

world, this does pose questions about where these informal social surrogates might come from, and 

whether an influencer on social media can be used as a surrogate for making these decisions. 

 

2.3.4 Social Media and Technology 

When considering technology as one of the defining factors of the millennial generation, it is also 

important to consider how technology has influenced consumer decision making. IT has been particularly 

important for how consumers access information about travel (Xiang, Magnini & Fesenmaier, 2015). The 

dynamics of online communications have changed alongside social media and search engines are now key 

for consumers to access tourism products (Sigala, Christou & Gretzel, 2012; Xiang, Wölber & 
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Fesenmaier, 2008; Xiang et al. 2015). Additionally, there is also the rise of smartphones which allows for 

new areas of information searching as well as accessing information on the go (Wang, Park & 

Fesenmaier, 2012). These developments of technology highlight the importance of access to information 

for the consumer and the choices that they make. 

  

In the new world of social media, the reach of WOM has grown exponentially and therefore the potential 

impact of negative or positive word-of-mouth has also increased (Styven and Foster, 2018). Word-of-

mouth and also online WOM is considered a very important influencer when it comes to consumers 

(Chevalier & Mayzlin, 2006). Social media is a key platform for this, which has been identified as being 

positive, but also recognises the downside of the rapid tourism-related information sharing that can occur, 

particularly in the format of complaints (Dolan, Seo & Kemper, 2019). This, when related to the notion of 

co-creation mentioned earlier in section 2.1, can be understood as co-destruction and prove harmful for a 

destination or a company (Echeverri & Skålen, 2011). This highlights the importance of providing good 

services or experiences which will promote positive WOM and avoid negative feedback. Given the 

importance of social media in terms of WOM and eWOM (electronic WOM) it is therefore important to 

understand how the consumer or traveller relates to social media in their everyday life and how it impacts 

their decision making. As mentioned in section 2.3.4 there are differences between WOM and paid or 

earned media, however this subject is so vast that we will not be exploring the differences of the two 

types of communication either online or offline. This thesis is mostly concerned with the interactions that 

millennials have with destinations online. We are therefore mostly calling this WOM, but some of the 

content impacting on consumers might also be paid content thus falling outside the scope of the thesis. 

Traditional media is also seen to be ineffective in reaching millennial consumers (Migacz & Petrick, 

2018). We want to research the impact of social media content in general on consumers as well as the 

interactions between consumers and content posted, therefore we do not distinguish between these three 

types, WOM, paid and earned media.  

 

A consumer can these days read reviews about a destination, hotels or experiences from the other side of 

the world, and then make decisions based on the recommendations of others. Research by Styven and 

Foster (2018) has shown that amongst millennials and generation Z, the likelihood of sharing travel 

experiences on social media during a trip is linked to their need to feel unique in their travel experiences 

and their desire to influence others. This shows that those who wish to highlight themselves as being 

different and unique, as well as those who like to act as opinion leaders, are more likely to post their 

travels on social media. These consumers are then also spreading eWOM about their chosen destinations. 

The research was conducted across three countries and continents, and while there were some differences 
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between the countries, there were far more similarities (Styven & Foster, 2018). In terms of interactive 

media usage millennials are found to present higher levels of usage than other generations. The younger 

generation also uses interactive technologies for information gathering as well as entertainment (Moore, 

2012). Even within different millennials subgroups, there seems to be a consensus about the most popular 

online travel mediums. Both “young and free millennials” and “professional millennials”, as mentioned in 

section 2.3.1, both share the top travel mediums: friends, destination websites, online review search and 

google (Migacz & Petrick, 2018). The same research found that the least effective mediums for attracting 

millennials were traditional advertising platforms such as radio, newspapers and magazine adverts 

(Migacz & Petrick, 2018). 

 

2.4 Social Media 

As the world is constantly changing, new opportunities as well as challenges arise. The world gets more 

connected and boundaries are decreasing. With regards to technology, a shift from Web 1.0 to Web 2.0 

has occurred. The web 2.0 is seen as platform that “enables the social phenomenon of collective media 

and facilitates consumer-generated content” (Berthon, Pitt, Plangger & Shapiro, 2012, p.262) while the 

earlier version has been more restrictive in terms of communication and dynamics (Berthon et al., 2012). 

Three main effects of these changes can be identified. First of all, the web is increasing in its popularity 

and usage amongst consumers in general (Berthon et al., 2012). Secondly, the production of value is not 

controlled by companies anymore, as individuals are turning into creative consumers that produce content 

like pictures, videos or text, and share it with their network through different media (Muñiz Jr. & Schau, 

2011). Thirdly, the general power of consumers is enhanced by social media (Berthon et al., 2012). The 

Web 2.0 serves as a foundation for social media, which comprises of various applications based on the 

internet and allows the creation as well as distribution of content created by consumers (Kaplan & 

Haenlein, 2010). Former one-to-many communication is now exchanged by many-to-many 

communication and therefore turns the previous monologue into dialogues between companies and 

consumers as well as between consumers (Berthon et al., 2012). Social media covers various channels 

that are used in multiple ways and for various purposes. Different types of content is shared on each 

platform.  

 

Blogs belong to individuals and can amongst other features include text, pictures and videos. Focus is on 

sharing individual thoughts, however the community can respond by commenting on blog posts. 

Companies can use it in order to update stakeholders about the firm’s development or to enhance 

transparency (Kaplan & Haenlein, 2010). Nevertheless blogs also offer threats. Unsatisfied customers 
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have the possibility of leaving negative comments or even create a blog with complaints (Ward & 

Ostrom, 2006). Furthermore, negative posts can also originate from employees that can share criticism 

about companies and products (Kaplan & Haenlein, 2010). Social networks like Twitter, with the aim of 

posting and reading short messages that are restricted by their lengths are called Micro-blogs (Berthon et 

al., 2012). 

 

Collaborative projects offer the possibility of joint content creation of multiple users. The aim of those 

projects is a collaborative result with a better outcome compared to an outcome of an individual. It needs 

to be differentiated between wikis and social bookmarking. Wikis are websites that contain texts that can 

be edited by various users, while applications for social bookmarking serve the purpose of gathering as 

well as rating content (Kaplan & Haenlein, 2010). 

Websites like Flickr are used for sharing images are called picture-sharing websites, while websites like 

Youtube that allow users to watch and upload videos are called video-sharing websites. These types of 

social media can be categorized as Content communities. Users are not required to create a personal 

profile that contains a lot of private information. The increasing popularity of these channels can be an 

opportunity for companies to reach out to customers. Moreover, companies also have the chance to 

advertise themselves to potential employees on these type of website (Kaplan & Haenlein, 2010). 

 

Social Networks establish connections among users and offer the option of creating a personal profile 

and connect with friends. Various formats of content can be shared, such as videos, pictures or texts 

(Kaplan & Haenlein, 2010). Facebook has been ranked the most popular Social Network in 2018 

according to the amount of users (Statista, 2019c). About 2.39 billion people are actively using Facebook 

per month and 1.56 billion users interact daily with the platform (Facebook, 2019a). The majority of users 

are between 25 and 34 years old, however the age range varies between 13 and 65+ (Statista, 2019d). It is 

most commonly used in scandinavian countries, with 66.2 % of the population in Denmark, but also well 

established in all other european countries. Germany shows the least Facebook usage with only 38.6 % of 

the total population (de Best, 2018a). With regards to the largest social media platforms by the number of 

users, Facebook is followed by Youtube in the second and WhatsApp in the third place (Statista, 2019c). 

This provides opportunities for businesses. It offers different strategies to achieve specific goals, like 

raising brand awareness, engaging target audiences or increasing conversions (Facebook, 2019b). On 

different types of social networks it is also possible to identify the users with the most impact on other 

users, such as “influencers”. These can be defined as “a new type of independent third party endorser who 

shape audience attitudes through blogs, tweets, and the use of other social media” (Freberg, Graham, 

McGaughey & Freberg, 2011, p. 90). 
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Instagram allows the user to share both, images and videos, as well as to connect with friends. Therefore 

it is classified as a picture and video sharing platform and also as a social network. Users are able to like, 

tag and comment on someone else's post. In addition, private messages can be send. Hashtags and 

location can be included in a post in order to make it visible for users outside of the own network when 

they search for this specific location or hashtag (Rouse, n.d.). The vast majority of Instagram users are 

between 18-34 years old (Statista, 2019e). It is mainly used in Scandinavia and Turkey. The countries 

using Instagram the least include Poland, Slovakia, Romania and Bulgaria (de Best, 2018b). Profiles for 

business can also be created. Over 25 million business accounts were already set up in 2017. According to 

a survey conducted by Instagram, 60% of users are made aware of products through this platform, which 

highlights the relevance of Instagram as marketing tool (Instagram, 2019). For Norway as brand, the rise 

of social media offers opportunities and threats. As discussed earlier, social media allows to spread word-

of-mouth easily (Trusov et al., 2009), which can be positive as well as negative and influences people’s 

perception of the brand. Therefore social media is a crucial influence factor in terms of success for a 

destination brand (Braun et al., 2014). 

3. Research Methods 
Research is a form of systematic investigation, in the format of empirical data collection, and works to 

extend public knowledge about a topic (Trochim, Donnelly & Arora, 2016). The method section below 

will outline the process through which we conducted our research. We divide this section into two parts, 

the philosophy of science and the research design. The philosophy of science is formed after Saunders, 

Lewis and Thornhill’s (2016) research onion, to provide an overall framework for the understanding of 

the philosophical elements of a research method. These initial philosophical concepts are the 

philosophical framework and the research design approach and classification. The second section, the 

research design, is influenced by the netnographic approach presented by Kozinets (2015), but also 

understood in terms of the layering presented by the research onion (Saunders et al., 2016). The research 

design section will outline the netnographic approach we take to the research, and further explain each 

method; interview, netnographic analysis and questionnaire, as well as the secondary data. Lastly, we 

discuss validity and reliability. Because reliability and validity has been considered throughout the 

process for each section, this is discussed last to explain the impact it has on the research conducted. By 

building our methodological approach around the foundations by Kozinets and Saunders et al. we are able 

to provide structure and ease to the process. 
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3.1 Philosophy of Science 

3.1.1 Philosophical Framework 

Research philosophies concerns the frameworks of assumptions and beliefs that shape the way knowledge 

development is considered (Saunders et al., 2016). When examining the paradigm and philosophy that 

influences the research presented in the thesis, we used the “research onion” created by Saunders et al. 

(2016, see Figure 4). The assumptions made in the research process are with regards to ontology, 

epistemology and axiology. It is also necessary to have thoroughly considered and ensured consistent 

assumptions within the research process, which helps support a credible research philosophy (Saunders et 

al., 2016). Ontology is the assumption that underpins the nature of reality, whilst epistemology focuses on 

assumptions about knowledge, and more specifically what types of knowledge are considered acceptable, 

legitimate and valid (Saunders et al., 2016). Lastly, axiology concerns values and ethics, thus reflecting 

on their role within the research process (Saunders et al., 2016). The research onion by Saunders et al., 

(2016) was used because it provides extensive yet clear insight into the different research philosophies 

and the thoughts that underpin each philosophy. Therefore, the model allowed us to clearly evaluate the 

premises on which we have approached the research process as well as the factors that need to be 

considered when going forward. The assumptions and thought processes that influence our research are 

discussed further below. 

 

Figure 4. Research Onion (Saunders et al., 2016, p. 124) 

Underpinning the considerations about ontology, epistemology and axiology are the philosophical 

assumptions of either objectivism or subjectivism at the extremes (Saunders et al., 2016). The research 

presented will be leaning more towards the subjectivist view, which recognises the social reality as 

constructed by the perceptions and actions of people. Social constructivism is the less extreme view 

within this philosophical polarity and suggests that partially shared meanings and realities are created by 
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social actors through social interactions (Saunders et al., 2016). This is important as the research 

considers parts of a destination brand to be created within the mind of the individual consumers through 

the interactions that they have with both official agents and peers. The aim is therefore, to gain a deeper 

understanding of the constructs which underpin and influence these perceptions and thus the actions of 

the consumers. As the subjectivist view is tied to opinions, individual contexts, and socially constructed 

notions and ideas, this is the extreme that is most fitting to the research process presented below 

(Saunders et al., 2016). However, this does not mean that certain objectivist notions will not influence the 

process. This includes considerations of observable phenomena and that some things can be considered 

facts and are therefore generalisable (Saunders et al., 2016). The research seeks to find some answers and 

recommendations on the basis of the case of Norway which might be applicable for other destination 

contexts. This practical approach to the research is why the philosophy of pragmatism will be 

underpinning the research methods presented and utilised (see Table 1). Pragmatism ascertains that the 

relevance of concepts comes from their support of action (Keleman & Rumens, 2008 as cited in Saunders 

et al., 2016). The pragmatist approach is focused on contributing to practice in the form of practical 

solutions, and therefore on answering a research question or a problem (Saunders et al., 2016). Due to the 

approach being outcome oriented, the abstract distinctions of other philosophies are considered less 

important. Pragmatism places more importance on the role that ideas, concepts, and research findings 

have on actions or knowledge for a specific context (Saunders et al., 2016). The benefit of this philosophy 

is that the practical orientation acknowledges that there are multiple research methods that can be 

appropriate, and that there are multiple ways of understanding the world and conducting research. 

Research applicability is seen in conjunction with the questions asked and emphasises that the methods 

should collect data which advances the research (Kelemen & Rumens, 2008 as cited in Saunders et al., 

2016). The reasoning behind the use of the pragmatist philosophy lies in the fact that this thesis seeks to 

provide more insight into a practical issue and how destinations operate within the social media world. 

Additionally, we are exploring the case of Norway in order to see what can be learned from the country in 

terms of destination branding which might aid other destinations in their efforts. The pragmatist approach 

is largely goal oriented and focused on the outcome of the research more than the steps taken to reach a 

conclusion. This also permits us a level of freedom to choose the methods and approaches that are the 

most conducive to explore the research question at hand and therefore seek to collect the best possible 

data in order to achieve a sound conclusion. As a result the steps and methods outlined below will take on 

a practical approach and be tailored to aid in the answering of the research question. 
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Table 1. Adapted from Saunders et al. 2016 p. 137 

 

3.1.2 Research Design Approach and Classification 

Research can be considered in three formats of reasoning, which is the inductive, abductive or the 

deductive approach (Trochim et al., 2016; Saunders et al., 2016). Inductive and deductive can also be 

defined as exploratory or conclusive research. The understanding and definitions of these two concepts 

are similar but have some differing characteristics. Pragmatism, the research philosophy the thesis is 

based on, allows for multiple research methods (Saunders et al., 2016). Thus, both perspectives as well as 

understandings of the research approach will be applied to the research process. Both concepts and the 

polar approaches within them differ in terms of objectives, characteristics, findings, and methods 

(Malhotra, Nunan & Birks, 2017). We are choosing to consider both the inductive/abductive/deductive 

and conclusive/exploratory perspectives as this allows us to use a broader definition of the way we 

consider our research classification. Thus gaining a deeper understanding of the possibilities within 

research approach and how we are using these throughout the thesis. We are grouping deductive and 

conclusive designs together and inductive with exploratory. The abductive approach is seen as a separate 

yet combining view of research. 

  

Deductive research is a narrower approach and moves from the general to the specific, starting with a 

theory about a certain topic, and moving down through hypothesis, observation and ending with a 

confirmation (Trochim et al., 2016). Conclusive design can be further divided into a descriptive and a 

causal approach. Descriptive research needs to be planned, because it is aims to answer a previously 

formulated question. For this purpose, surveys with a representative sample can be used in order to collect 
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data. The amount of samples as well as the frequency of measurement has to be determined for a 

conclusive design. If only one sample is drawn and information is gathered only once, the conclusive 

design can be narrowed down to a single cross-sectional design. Other than the exploratory approach, the 

conclusive design aims to measure phenomena, therefore data analysis needs to be quantitative. This 

includes determining perceptions and associations as well as the ability of deriving predictions (Malhotra 

et al., 2017). 

  

On the other side is inductive reasoning, which goes from a specific observation and moves towards the 

broader theories, and is therefore in the beginning more open-ended and exploratory (Trochim et al., 

2016). Exploratory research aims at providing insights into certain phenomena. Therefore, it can be 

applied in order to achieve deeper insights before a conclusive approach can be implemented, to further 

define the problem and to make decisions about required actions. The methods include expert interviews, 

that are only conducted with a small sample of representatives, secondary data and observations that are 

unstructured. It is possible to conduct a qualitative and also a quantitative analysis. The findings can then 

also contribute to a conclusive approach (Malhotra et al., 2017). 

  

While these two methods of reasoning are quite different, most research will involve a combination of 

both the inductive and deductive approach at various stages in the research process (Trochim et al., 2016). 

Therefore, the abductive approach is also suggested, which essentially moved back and forth between 

theory and data, as opposed to going from one to the other as the previous approaches do. It is therefore 

possible, and often advantageous, to combine the inductive with the deductive (Saunders et al., 2016). 

Nonetheless, one approach is still likely to be dominant. The research conducted throughout this paper is 

mainly deductive, as it is starting from the theory about consumer behaviour, destination branding and 

social media and then work to get a better understanding of the research question posed as a result of the 

theory. However, this does not mean that other parts may not be more inductive in reasoning. Such as the 

first steps of the research process which follow an exploratory approach to gain deeper understanding of 

Norway’s branding strategy (Malhotra et al., 2017). Parts of an inductive approach is collecting data to 

build theory or explore a phenomena, meaning that our intention to expand upon destination branding 

theory and provide suggestions for practice based on the data, might be considered partly inductive in 

nature. This notion of exploring a phenomena and modifying and extending theory is also a part of an 

abductive approach, but this also requires further testing through additional data collection (Saunders et 

al., 2016). The latter steps of the research, like the questionnaire are conclusive and, therefore, correspond 

to deductive reasoning, and the study is initiated through investigation of theory and moves into the 
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research (Malhotra et al., 2017). Ultimately, our approach is mainly deductive, but we recognise the 

potential influences of the inductive and abductive approaches throughout our research. 

 

3.2 Research Methods  

The research methods section outlines the methods that we used to conduct the research and explains why 

these were chosen. Netnography is the backbone of the process. We apply an adapted version of 

netnography to gain insights into consumer online culture and destination companies’ efforts. Within the 

realm of netnographic research we are conducting interviews with experts, a netnographic analysis of 

content on social media and lastly a questionnaire to gain insight about consumer’s attitudes and 

behaviours. 

 

3.2.1 Netnography 

Netnography stems from the anthropological research method of ethnography. Ethnography is the study 

of a phenomenon or concept within the cultural context where it exists (Trochim et al., 2016). 

 Netnography is an approach through which one can conduct thorough ethnographic research combining 

‘’archival and online communications, participation and observation, with new forms of digital and 

network data collection, analysis and research representation.’’ (Kozinets, 2015, p. 1). Netnographic 

research has been used in several academic fields for understanding styles of interaction and discussion, 

personal narratives, online rules, rituals and practices, communal exchanges as well as manifestations of 

creativity and methods of collaboration and organisation. Netnography is based on the assumption that 

intelligent adaptation of existing techniques is necessary to the research of online social interactions. The 

research is based on the participant observation seen in traditional ethnographic research, but Kozinets 

(2015, p. 4) argues that it needs to be defined as a new type of research as the netnography exists 

someplace between ‘’big data analysis and the close readings of discourse analysis.’’ Data found online, 

which could fall under netnographic research, can exist in a plethora of different formats, such as texts, 

pictures and videos, it can be created by one person, a community, or by a company. The content can also 

vary in formulations, such as informal writing, conversational style, and obscenities or spelling errors. 

Netnography therefore provides guidelines and methodological rigour to the understanding of social 

technological interactions (Kozinets, 2015). We are therefore choosing to conduct our research on the 

basis of netnography, because most of the data is collected and found online. Moreover, the topic we are 

researching is about how the online social media world can impact real world decisions and attitudes. Due 

to our research question and focus being on online social behaviour, the netnographic approach will aid in 

the formatting of the research and provide helpful guidelines to the research method. Additionally, the 
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netnographic research method also lends itself to the pragmatic approach that we are taking to the 

research question. This is because both the netnography and the pragmatist approach highlight the fact 

that the methods used should be chosen for their usefulness in answering the research question chosen. 

Which is also what gives validity to the research method (Kozinets, 2015; Saunders, et al., 2016). 

  

Despite netnographic research data originating primarily from the internet, this does not preclude 

interviews conducted in person, through skype or email, or other sources of data from being used 

(Kozinets, 2015). Due to this we are able to use a netnographic approach to our research methods. The 

interviews conducted are a combination of in-person and skype, the questionnaires conducted are online, 

and the additional research is conducted from online internet and social media sources. The aim of 

netnographic research is to gain cultural understanding of the human experience influenced by social 

interactions or content seen online, and in turn empirically representing them (Kozinets, 2015). However, 

for most of the research we do refer to the research methods used as the interviews, the questionnaire and 

the netnographic analysis which is the social media and online analysis simply for ease. This however, 

does not mean that all the research we are conducting does not fall under the netnographic umbrella, it 

simply makes it easier to distinguish between the modes of research.  The formation of the research 

process and steps are influenced by Kozinets’ proposed 12 phase process for netnographic research 

(Kozinets, 2015). This is formed as a spiral and highlights the need for multiple levels of interpretation, 

interaction and iteration (see Figure 5). These phases of netnography are often interacting and non-

exclusive and work to aid the achievement of the netnographic objectives. The benefits of employing an 

adapted version of the 12 phases is that we were able to consider the necessary steps in a modified 

sequence and use the phases as a guiding tool for our research process.  
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1. Introspection, 

2. Investigation,  

3. Information,  

4. Interview,  

5. Inspection, 

6. Interaction, 

7. Immersion, 

8. Indexing,  

9. Interpretation,  

10. Iteration,  

11. Instantiation, 

12. Integration.    

 

Figure 5. “The 12 phases of netnography” (Kozinets, 2015 p. 97) 

While we did not necessarily follow these steps exactly as proposed, we did use the idea of the phases to 

guide our research. This is as we are not conducting a strictly netnographic research and therefore adapted 

the steps and approaches to suit our research. Due to us being pragmatist researchers, we have the ability 

to tailor any proposed research method to the research we are conducting or use them for inspiration to 

build a method that fits with the intended research. Step 2 contains investigation, where the netnographic 

question is honed on the basis of research (Kozinets, 2015). For this step, we began to understand our 

research question, the theories related to it and the research methods we would be using to answer the 

question. Step 3, Information, is where any ethical considerations are raised and considered. Step 8 

involves indexing, where we considered the total amount of data that we would need to collect for each of 

the research methods used. Therefore, this step is not discussed explicitly throughout the below section, 

but was influential, nonetheless. Retrospectively, we recognise that phase 8, was an integral part of each 

of the research methods used, and therefore occurred simultaneously with many of the other phases.   

 

For phase 1 (introspection), 2 (investigation) and 3 (information) we began considering the types of 

data to be collected, origin of the data to best understand the research, recognise any ethical 

considerations and decide on the best methods of research to acquire a broader level of research. We 

decided to use a combination of primary and secondary data, in order to achieve a broader set of data to 

investigate our research question. Additionally, we use three different research methods; interviews, 

netnographic analysis and a questionnaire, to acquire information from three different perspectives. Due 
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to our research philosophy being pragmatism, we are able to choose the research methods that are most 

suitable to gather the information most likely to aid us in answering the research question. Therefore, we 

are choosing a mix of research from different approaches in order to get the broadness of data we are 

looking for. Primary data, secondary data as well as qualitative and quantitative data are discussed below. 

 

3.2.1.1 Primary Data 

For the research process we mostly collected primary data. This was to understand the brand of Norway 

and its cities through expert interviews, millennials as customers and social media users through 

questionnaires. Furthermore, netnographic research is introduced in order to get deeper insights into 

social media behaviour related to destinations. 

3.2.1.2 Secondary Data 

Secondary data concerns the analysis of data that has not been generated by us. It offers several 

advantages like inexpensive and easy access as well as a high quality depending on the source (Bryman, 

2016). By collecting secondary data, additional information can be gathered that we could not have 

obtained through our own primary research. We decided to only use a small amount of secondary data to 

supplement the information that we could gather about the formal destination companies and provide 

insight that was not gathered through the primary data collections. The secondary data supports the 

research by offering deeper insights in the strategy and official branding efforts of Norway. As the 

secondary data is collected online, it is also considered part of the Netnographic research. Malhotra et al. 

(2017) suggest a classification of secondary data depending on whether the source is internal or external. 

This means that data is either generated within or outside the organization. Internal data can then either be 

available for use or needs to be processed further (Malhotra et al., 2017). Disadvantages when using 

secondary data cannot be ignored. As the original purpose of the used information is not related to the 

thesis, the applicability might be limited. This also implies that the quality of the data cannot be ensured 

completely. Moreover, lack of knowledge about the data takes time to compensate, which can increase 

with the level of complexity (Bryman, 2016). Our secondary data does not include data that has been 

collected by a third party. Therefore, these disadvantages can be limited in this thesis, as only official 

sources that are published by Visit Norway or Norwegian government websites. Moreover, the gathered 

data can be found on websites without the need to process it further, which also reduces the risk of quality 

loss. In order to ensure reliability and validity, secondary data has been critically examined in terms of 

dependability, nature, objectives, currency and error and accuracy. Since all used sources are official 

sources, credibility, usefulness, relevance as well as updated information and accuracy can be assured 
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(Malhotra et al., 2017). Though, it can be argued that only the positive aspects of the destination is 

published on the official websites. 

3.2.1.3 Research Strategy 

When deciding on the types of methods to use, we also needed to define the types of data and its format, 

either qualitative, quantitative or mixed methods. Quantitative data is numerical and qualitative data 

relates to words, texts, photographs, recordings as well as other non-numerical data (Trochim et al., 

2016). While there are often clear distinctions between these two types of data, they can also be seen as 

highly related to each other. Quantitative data is often a product of qualitative judgements and qualitative 

data can be analysed and summarised in a numerical fashion (Trochim et al., 2016; Bryman, 2016). 

Qualitative data is often used in contexts where the goal is to generate new constructs or theories, create 

detailed stories for description or to allow for deeper understanding of an issue. The qualitative data can 

also be used with regards to quantitative measures in order to improve their quality (Trochim et al., 2016). 

Mixed methods refer to research processes that employ both quantitative and qualitative research in the 

same project (Bryman, 2016). Using this combination of methods is argued to mitigate weaknesses of 

both methods, as well as gaining the benefits each offers and provides a more complete answer and 

understanding to the research question (Trochim et al., 2016; Bryman, 2016). Our research is mixed in 

nature, as we are conducting three different types of research where the data collected comes in different 

forms. The majority of research is qualitative, but some of this data will also then be expressed in a 

quantitative manner to allow for easier analysis and expression of large amounts of data. The interviews 

conducted will be qualitative, whereas, the questionnaire will combine both methods. The netnographic 

analysis is qualitative, but the results are coded and then expressed quantitatively to allow two levels of 

analysis of the data. Part of the reason why most of the data collected is qualitative in nature is due to the 

use of netnography as a guiding tool of the research process, as qualitative data is often used to gain 

deeper understanding of a topic or cultural phenomena (Trochim et al., 2016; Kozinets, 2015). 

3.2.1.4 Interviews 

Phase 4 as proposed by Kozinets (2015) is an initial interview stage, where an initial investigation is 

conducted through either research or interviews. For this step we chose to conduct interviews with the 

destination companies in Norway to gain preliminary knowledge. The purpose of this step is to inform the 

later steps and add to the informational phase 3 (Kozinets, 2015). Throughout this step we also made 

considerations about which sites and sources we would use to gain the information needed. Therefore, we 

were able to use the knowledge acquired through the interviews to guide the later research. The ways the 

interviews were considered and conducted are outlined below. 
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Due to strict rules for conducting interviews are absent, in this thesis the concept of the 7 stages of 

interview inquiry by Brinkmann and Kvale (2015) is followed. The reason for choosing this approach is 

to ensure quality of the collected data, implement a clear structure as well as taking logical decisions 

throughout the process. Because the approach to research is pragmatism we are choosing the 7 stages as it 

is the most applicable for our research process. Interviews, in netnography, are used when the necessary 

data is not found through online interaction that occur naturally, or to gain sufficient depth or insight into 

a topic. The interviews can be conducted using voice only, video images or in person, they can also be in 

text form (Kozinets, 2015). Kozinets (2015) notes that it is important to consider the potential impact that 

an online interview, such as through Skype, has on the participant, as this might be shaped by their 

previous experiences with the method. 

1. Thematizing 

In this section the purpose and the subject of the interviews are examined. This means that the “why“ as 

well as the “what” will be answered. First of all, it is crucial to elaborate on the purpose and set goals 

(Brinkmann & Kvale, 2015). The motivation behind the interviews is to gain knowledge about Norway as 

a brand and Norwegian city brands. The information that should be obtained focus on strategies, how city 

brands fit into the overall Norway brand, their implementation of social media together with their social 

media strategies and their tourism industry. The interviews will therefore be exploratory. To make sure 

that knowledge is gathered effectively, the relevant subjects, like destination branding, have been 

previously explored through the literature review in order to create an understanding about the topic and 

to ensure that the questions asked are relevant (Brinkmann & Kvale, 2015). For this thesis it is important 

to gain an understanding about the official brand in order to lay the foundation for the next steps of our 

research process and find out what needs to be observed in the netnographic research and the 

questionnaires. 

 

2. Designing 

The next step involves the question “how”. How the interviews are conducted and what techniques are 

used needs to be clarified prior to conducting interviews. With regards to the exploratory interview a 

semi-structured approach is chosen (Bryman, 2016). The approach leaves room for the interviewee to 

engage freely without following a strict set of predefined questions and thus allow for the interviewer to 

obtain new insights. Moreover, the interviewers can follow up on the answers they received, and thus gain 

clarification or richer data (Brinkmann & Kvale, 2015). The branding professionals we chose to approach 

for interviews are representatives within the branding field of Norway. Sunniva Evjen, Marketing 

Manager of Visit Trondheim, and Lone Helle, Marketing Manager for Visit Tromso, Roger Johansen 
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from Northern Norway Tourism Board (NNTB). These experts could provide insights about different 

brands within Norway that we could not achieve through other online research platforms. This knowledge 

contributes to the overall research goal, by giving us an understanding which aided in the formulation of 

the later research methods. This group of interviewees constitutes our sample, as we reached out to more 

organizations, but we were only able to interview the ones mentioned above within the given time 

restraints. We are mitigating this limited sample size by supplementing our knowledge with secondary 

research from official websites of the organizations that we did not reach. 

 

3. Interviewing 

Prior to the interviewing stage, participants received an email with topics, so that the participants could 

consider their responses in advance (See Appendix 9.1.1). This decision was made due to time restrictions 

during the interview and to prevent loss of possible valuable information. It also served as guide 

throughout the interview, but left enough room for unplanned and open interactions. The questions were 

therefore also simply and broadly formulated. After every interview, it was possible to adapt the interview 

guide for the following interview, as new insights could be implemented and might offer a new 

perspective on the topic. However, we did not make any significant changes to the interview questions or 

approach throughout the process. Due to the independence of each stage, is was possible to conduct 

further interviews after starting the transcription process (Brinkmann & Kvale, 2015). 

  

Before the interview, the participants were briefed about the objectives, process and the recorder to ensure 

a transparent process (Brinkmann & Kvale, 2015). A face-to-face interview offers the advantage of 

observing bodily as well as facial expressions, which allows deeper insights in the interviewee’s thoughts 

(Brinkmann & Kvale, 2015). However, due to resource constraints, only one interview was conducted in 

person, while the others were held over Skype. Kozinets (2015) claims that also Skype interviews offer 

similar advantages. The main language was English, but if needed participants had the chance to clarify or 

comment in their native language in order to express themselves more precisely. Therefore, one interview 

was conducted in Norwegian, and later translated as needed. A broad variety of question types such as 

introductory, follow-up, probing, specifying and direct were applied (see Table 2). 

A debriefing took place after the interview to sum up the main points and offer the interviewee the option 

of making additional comments (Brinkmann & Kvale, 2015). To ensure the best quality possible for a 

semi-structured approach, the interviewers are aware of six criteria defined by Brinkmann and Kvale 

(2015): the variety of answers, long answers to short questions, the extent of following up and clarifying 

about relevant elements, interpretations during the interview, verification of answers over the general 
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purpose and self-reliance of outcome. Moreover, the interviewers could then apply the techniques and 

guide the interaction in a proper manner (Brinkmann & Kvale, 2015). 

 

 
Table 2. Own creation, adapted from Brinkmann & Kvale, 2015 

4. Transcribing 

The fourth step in the interview inquiry is transcribing. As the interviews were recorded, it enabled us to 

focus on the subject during the interview and translate the oral dialogue into a written text afterwards 

(Brinkmann & Kvale, 2015). The outcome was used as a base for analysis and therefore needs to be of 

high quality. In the process of transcribing we had to make certain choices. We decided to adapt the 

spoken interview into a more formal text, as this is more legible and therefore provides ease in analysing. 

Because we conducted expert interviews and focused more on facts than on hidden meanings, emotional 

expressions as well as tone of voice were ignored when transcribing (Brinkmann & Kvale, 2015). We 

used a combination of manual transcription and the software “Descript” to support the interviewers during 

the process of transcribing, due to time restrictions. However, it was manually edited to ensure coherence 

and completeness. As most of the interviews were conducted in English, translation was only necessary 

for the interview where the participant preferred to speak their native language, as well as for clarification 

during the other interviews. 

5. Analysing 

The type of analysis chosen should arise from the purpose and content of the research conducted 

(Brinkmann & Kvale, 2015). The analysis of the interviews will aim to enhance insight into the brand of 

Norway, Norwegian city brands, strategies and tourism. Therefore “meaning coding” was used in order to 

highlight important sections and structure the information gathered in the interview (Brinkmann & Kvale, 

2015). This means that the transcript will be divided into several categories related to the overall 
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objectives by using different colours in order to distinguish different topics that are relevant for our 

research (see Appendix 9.1.2). The information was coded according to the strategy of a certain city or 

region, sections about the overall strategy of Norway, social media related aspects, paragraphs about 

personas and general marketing communication tools. Due to our pragmatic perspective, this coding 

method is goal oriented and helps us to simplify the process of analysing. 

6. Verifying 

As mentioned at the start of the research method point 3.2 we will discuss reliability and validity with 

regards to the whole methodological section at point 3.2.2, and therefore we do not expand on it in this 

section.  

 

 7. Reporting 

Reporting is seen as the last step in the process of interview inquiry. The knowledge obtained in the 

interviews was used to enhance the understand of destination branding in terms of strategies, challenges 

and target audiences. We then based the netnographic analysis on insights about the image that should be 

communicated, including the official brand associations, tourism and the social media strategy. Lastly, the 

questionnaire was created in a similar manner implementing the results from both the interviews and the 

netnographic analysis. In regards to the ethics of reporting, a few considerations were made. The 

interview participants had a clear understanding of how information was used in this thesis. Generally 

speaking, the findings should be communicated in an ethically sound and scientifically adequate manner 

(Brinkmann & Kvale, 2015). 

 

3.2.1.5 Netnographic Analysis 

Phase 5, inspection, surrounds the choice of sites, such as websites, topics or persons, to be used for 

evaluation (Kozinets, 2015). In this step, we chose which social media platform to analyse and used the 

previous steps to inform this decision. In phase 6, interaction, the researchers’ participation on the online 

social interactions were considered. The interview includes researcher participation whereas the 

netnographic analysis does not. Additionally, in order to interact directly with and gain direct insights 

from millennial travellers, we also decided to conduct a questionnaire. 

 

A netnographer should work to “chronicle living in these times, in these particular contexts, and then to 

analyse it to understand key questions about our humanity” (Kozinets, 2015, p.83). The research therefore 

explores the ever shifting technoculture and how we belong to many social networks and communities, 
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and in turn how these liberate or constrain us. In the netnographic analysis section we conduct an 

investigation of the images found on social media which create a representation of the brand of Norway. 

The purpose of conducting the netnographic research on social media is to understand how the brand of 

Norway is presented through posts, comments and likes on the internet. In a netnographic social network 

analysis one must define the boundaries for the social network analysed. The boundary of a network can 

be broad, such as an online site like Facebook which contains social experiences and interactions, or it 

can be more narrow and focused on an interest, activity or goal (Kozinets, 2015). A social network 

analysis can identify the boundaries of a social network which then the netnographers can engage with or 

investigate. In the social network, each tie belongs to the ‘dyad’ between two people, and the resources 

shared are referred to as the relations (Kozinets, 2015). Online social exchanges can take many forms, one 

of these is the sharing of a picture or the answering of a question. Actors within these networks can 

exhibit strong or weak ties, depending on their contact and context (Kozinets, 2015). The analysis we 

conduct is not strictly a social network analysis according to Kozinets (2015), as it does not seek to go as 

in depth on the structure of communication and the connections between each individual. However, the 

goal is the understanding of the structure of this particular community's communications and the patterns 

of the online communication as well as interaction when it comes to travel (Kozinets, 2015). A symbolic 

netnography looks at images to find common cultural themes. This ensures the study of topics to gain 

insight into the popular themes shared amongst a community online. For symbolic netnography 

representative sampling is not crucial, but the skill of the netnographer-as-instrument is relied upon. 

Moreover, the images chosen and excluded must be considered and inflected in the analysis (Kozinets, 

2015). Therefore, as both netnography and pragmatism allows the researcher to choose methods 

according to the research question and the topic studied, we are conducting our own type of “symbolic 

social network netnography” (Saunders et al, 2016; Kozinets, 2015). In this section we are working to 

understand the imagery of the brand of Norway available online, as well as the interactions that these 

images promote. The netnographic analysis is in effect an analysis of the combined official and unofficial 

brand promoted through the use of social media, and how the network interacts with the brand presented. 

  

For the purpose of study, we chose to make the network analysed quite narrow, in order to get an amount 

of insights into the brand of Norway accessible on social media. Therefore, we chose to use only one 

social network, Instagram, and use three hashtags that are open to the public on the platform. We chose 

Instagram because it is a platform that all the interviewed destination companies use in their marketing 

(see Appendix 9.1.2). Additionally, as we were interested in analysing the image of Norway, Instagram is 

a very photo-centric app which therefore allows for a snapshot of the imagery shared from the country, 

which might therefore influence consumers’ perception of the destination. Lastly, it is also a very popular 
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application amongst millennials in Europe (Statista, 2019e)). To further specify the sample that we will 

analyse, we are using three hashtags. These are #Norway, #Trondheim and #Tromsø, using the 

Norwegian spelling of the latter, including the ø, as this had more posts. Using these tags we are able to 

get a picture of Norway as a whole, as well as the two cities in which we had spoken to the destination 

company. Thus, allowing for a comparison between desired imagery and actual imagery. The information 

gathered from this research is both in picture and text form, and will be quantified through a coding 

process. From each tag, we took a selection of pictures, 60 from each. These are then coded according to 

the imagery in the pictures, such as mountains, northern lights or architecture. This gives an insight into 

the most common pictures and imagery tagged with each of these locations.  

 

As the central source of data in netnography should focus on the artefactual and communicative realities 

of online social exchange (Kozinets, 2015), we also chose to analyse the social interactions promoted and 

achieved through these images. Then in order to achieve this understanding we used the three categories 

from each tag that had the most posts, and then the post with the most likes from each category. This 

resulted in nine images, from which we analysed the contents of the comment section. These comments 

were made quantitative by coding the content within each comment section. In analysing the content of 

the data, it is important to know what one is looking for, such as what the pattern is in the dataset. We 

conducted a manual coding of the comments to the images, and looked for, as suggested by Kozinets 

(2015), common elements and patterns in the interactions. Through coding the frequency of words, 

phrases, and incidents, a theme might be identified depending on the coding frequency of the phenomena 

these coding categories denote (Bryman, 2016). By coding and therefore being able to quantify the 

occurrence of a word or trend it is possible to bolster the argument being made, as opposed to simply 

stating that something was frequently mentioned by participants (Bryman, 2016). 

 

There are some limitations to the method used that should be mentioned. The characterisation and coding 

of our findings are subjective, and could differ depending on the researcher or the person viewing an 

image or comment. Because we conducted a limited analysis of the content on Instagram hashtags, the 

images are likely to be influenced by the season and might therefore, not prove to be an accurate 

representation of popular imagery about Norway on Instagram. A larger sample size, or an analysis of the 

full network could have been beneficial, however, limitations in resources prevented this.  

 

3.2.1.6 Questionnaire 

A questionnaire was created as the last step of the research to gather mixed method primary data. It can be 

defined as “a structured technique for data collection consisting of a series of questions, written or verbal, 
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that a participant answers” (Malhotra et al., 2017, p. 374). It can be said that questionnaires have three 

goals. First of all, the information desired needs to be transformed into a question that the participant is 

willing to answer. Secondly, it needs to enhance motivation for participation. The last objective concerns 

the minimization of errors that could occur throughout the questionnaire (Malhotra et al., 2017). While 

surveys are rarely used in netnographic research, online surveys can be an excellent tool to ‘’inform 

relevant questions about online social experience’’ (Kozinets, 2015, p.57). One use of online surveys can 

be to draw conclusions regarding the correlations between factors such as online social interaction and 

usage and demographics and attitudes (Kozinets, 2015). The aim of the questionnaire is gaining insight 

about social media and travel behaviour of European millennials as well as their perception of Norway. 

Our target group consist of millennials born between 1977 and 1999, we are using a broad definition due 

to the reasons explained in section 2.3.1. Moreover, we limited the geographical reach and only observe 

millennials with european citizenship. This is because the target group is more likely to travel to Norway, 

as Norway is also located in Europe. This information then allows us to work towards an answer for the 

research question. Prior to creating the questionnaire, knowledge about the topic was gathered in order to 

ask relevant questions. This was done by analysing expert interviews, conducting a netnographic research 

as well as a review of literature. The questions asked were divided into topics about general information, 

brand recall, travel and social media, and Norway. We chose an online questionnaire as this allow 

generation of data in a short period of time and help to reach a diverse group of participants by 

overcoming physical distance. Moreover, no costs arise with this method and efficiency is enhanced. In 

terms of speed, an online survey is less time consuming compared to other methods. The quality of the 

obtained data is seen as high, as the questions can be formulated specifically. However, a disadvantage of 

questionnaires compared to interviews is the inability to clarify questions which might lead to 

misunderstandings and could result in a biased answer (Malhotra et al., 2017). Other problems of this 

method include possible technical problems  (Hellwig & Wirth, 2008 as cited in Malhotra et al., 2017) or 

issues related to internet access in general (Malhotra et al., 2017). Even though there are some negative 

aspects of the chosen method, the advantages outweigh the disadvantages. The design of the questionnaire 

must be chosen carefully as it will affect the outcome.  

 

Therefore the guidelines suggested by Malhotra et al. (2017) was followed. First of all, the information 

required needed to be specified. This includes all factors of the problem and the research question. Before 

deciding on the formulation of the questionnaire, an analysis of the expert interviews as well as the 

netnographic research took place to determine relevant topics. Furthermore, the participants needed to be 

chosen. As this thesis focuses on European millennials, defined through citizenship or nationality, they 

will serve as the target audience for the survey. The diversity between the participants could be a potential 
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obstacle, as Europe includes various nationalities with different cultures and languages. It would be 

optimal to adapt the questionnaire to specific environments, however due to limited resources, the 

questionnaire will be standardized and only be available in English language. This means that only 

millennials with a certain level of English will be able to participate, which is previously mentioned in the 

limitations section 1.4. Additionally, only consumers with access to social media could be reached for the 

survey. The second stage of design concerns the type of questionnaire (Malhotra et al., 2017). Due to the 

observation of advantages and disadvantages listed in the beginning of this section, an online survey is 

chosen. Specifying the content of each question is the third step in the designing process.  It needed to be 

ensured that every question serves a purpose, which means that every question should contribute to the 

overall goal of answering the research question. However neutral questions can be included to enhance 

involvement (Malhotra et al., 2017). Questions serving the overall purpose, must be formulated 

sufficiently. This means, that it might be required to have several questions about a certain topic in order 

to gain the information necessary (Malhotra et al., 2017). 

  

After the questions were determined, we ensured that participants were within the target audience. 

Therefore, filter questions were implemented. These types of questions can be defined as “an initial 

question in a questionnaire that screens potential participants to ensure they meet the requirements of the 

sample” (Malhotra et al., 2017, p.382). The requirements for this specific questionnaire are the age of the 

participant as well as the nationality. Various difficulties can be faced in the interaction with participants. 

First of all, the participant could not remember correctly and therefore gives a wrong answer by accident. 

Secondly, it is possible that someone might be unable to express their answer. This will also lead to a 

biased response or the participant will even leave the question unanswered. Another obstacle could be the 

willingness to fill in the survey, as it requires effort. If the questions are perceived as inappropriate, 

people will also be less likely to answer (Malhotra et al., 2017). To limit biases and enhance willingness 

of participants, instead of specific numbers, a range of categories are provided when it come to the 

amount of travel times (Malhotra et al., 2017). After specifying the questions, the next step was to give 

them a structure. There are different methods to choose from. Moreover, the way of analysing data also 

needs to be taken into consideration from the beginning. By considering the methods of data analysis, this 

will also ensure accurately formulated questions which is useful in reaching conclusions (Malhotra et al., 

2017). Unstructured questions were included as they offer broader insight, because they can be answered 

in participants’ own words. Also structured questions are implemented in the questionnaire, as they are 

less time consuming in their design and analysis. Furthermore, the participant can answer these questions 

more easily compared to unstructured questions. Multiple-choice questions are one type of structured 

questions in the survey.  A set of answers were given and the participants could select one or more 
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options. Another type is be dichotomous questions, where only two answers like no or yes can be selected 

(Herriges & Shogren, 1996). Even though this is seen as the most simple method, the questions had to be 

formulated carefully in order to prevent biases that arise from the wording (McBurnett, 1997). Different 

types of scales are included in this thesis. Semantic rating scales have “endpoints associated with bipolar 

labels” (Malhotra et al., 2017, page 351) Therefore, participants were asked to rank their behaviour 

between two extremes in regards to travels and importance of social media. We chose an even number of 

options and did not add a no opinion or neutral choice, in order for the participant to express a tendency. 

We are aware that this decision has an impact on the outcome, because it forces participants to make a 

decision about which pole they are leaning more towards (Albaum, Roster, Yu & Rogers, 2007). The 

questions using scales without a neutral option are crucial for the analysis because they show perceived 

behaviour and therefore require a tendency. Also we do expect participants to be able to judge their 

behaviour and show this through a non-neutral choice (Malhotra et al., 2017). A ratio scale was used to 

determine the age of  participants and compare them. Moreover, ratio scales are also used to compare the 

amount of travel profiles and hashtags that participants follow as well as the average frequency of travels 

per year. Both consist of ranges that the participant can choose from (Malhotra et al., 2017).  

  

The choice of wording, is the next step in the process. It is crucial that the content is easily understandable 

as legibility can have an impact on the answers (Malhotra et al., 2017). To define the questions, the six 

W’s will be implemented as needed. This means that why, way, what, when, where and who will be 

specified when asking a question, to make it as clear as possible for the participant (Citroen Saltz, 1996; 

Malhotra et al., 2017). For the questionnaire, we considered and used the six W’s as appropriate but it was 

not necessary to implement every “W” in the survey. The language used is tailored to millennials in 

Europe and therefore will be easy to understand. Furthermore, questions that nudge towards a specific 

answer as well as generalizations and estimates will also not be included in the questionnaire (Malhotra et 

al., 2017). The seventh step concerns the order of questions. Opening questions were used to involve 

participants and gather insights about the individual and offer the chance to classify them according to age 

and nationality. These also served as filter questions, to see if the participant fits in the target audience. 

The questionnaire starts with simple questions and progresses to more complex inquiries. Furthermore, a 

funnel approach was used, which means that general questions will be asked before making it more 

specific. This ensures that the general aspects won’t be biased. Moreover, the general structure is divided 

into previously discussed topics to give the questionnaire a logical order (Malhotra et al., 2017). The 

overall layout is said to also impact the outcome of the questionnaire (Puleston & Sleep, 2008, as cited in 

Malhotra et al., 2017). Therefore the design was considered and images were added. The questionnaire 

should be perceived as professional as opposed to irrelevant or boring (Malhotra et al., 2017). In the last 
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step of the design process, pilot testing helps improve the quality of the survey, because we could then 

apply any feedback given by the test participants (Malhotra et al., 2017). Due to limited resources, we 

only consulted with 3 test participants to see the response to the questions. 

  

The final stages of Kozinets’ (2016) 12 phases are around the analysis of data and forming of conclusions. 

Phase 9 is interpretation, and strives to gain a depth of understanding from the data collected. The final 

phase 12, is where the research answers and questions should be integrated, and result in a conclusion to 

our research question (Kozinets, 2015). The last steps will be considered throughout the next sections of 

this thesis, such as the research (4), analysis (5) and discussion (6). All the steps by Kozinets were at 

times overlapping and the order varies, however the 12 phases were a useful tool for us to make sure that 

we are considering the steps Kozinets deem as necessary for netnographic research and provided structure 

to the research. Therefore the presentation of our research methods appear linear, and was to some degree 

conducted in sequence in order to gain insight for the next section, however, our research is considered 

one piece of work and therefore necessitates a certain amount of overlap. This was in order to be able to 

expand upon previously considered and initiated research throughout the process and therefore allow us to 

fill the gaps of knowledge whenever necessary. These choices were taken because we are following a 

pragmatist approach, and our main focus is on the practical outcome of the research. The pragmatist 

approach to our research permits the freedom to choose and tailor research methods and approaches 

depending on their validity and applicability to the topic investigated. Lastly, we will discuss any ethical 

considerations as well as the validity and reliability considerations of the research methods presented. 

3.2.1.7 Ethics 

In the realms of netnography and ethnography it is very important to consider morals and ethics, as the 

research often involves observing people and the discussion of potentially sensitive matters (Kozinets, 

2015). However for the research we are conducting this is less important to elaborate greatly upon, but 

should be considered as an integrated part of our thesis and not simply thought about in an ad hoc manner 

(Kozinets, 2015). The reasoning why this is less important for our research, is because both the 

interviewees and the questionnaire participants are well informed about the purpose of the data. The only 

section which does not explicitly ask for the participants’ consent is the netnographic analysis, however 

the information and data used here is posted publicly on social media, and the users are aware that anyone 

can see the content. Additionally we neither use any information that is not already publicly available, nor 

do we analyse the individual posters or their profiles. The information we are gathering and the topic of 

research are not sensitive or personal in nature. This means that there were relatively few moral or ethical 

issues that needed to be considered and discussed. 
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3.2.2 Reliability and Validity 

Reliability means to ensure that the results are as independent from unintentional circumstances of the 

research, as well as its replicability, whereas validity is the level to which the results are interpreted and 

presumed to be correct (Kirk & Miller, 1986). What constitutes as reliability and validity can differ for 

qualitative and quantitative research and must therefore be understood in the context of the research 

conducted (Trochim et al., 2016; Bryman, 2016). Reliability is connected to the quality of measurement, 

such as the consistency and stability of a research findings or observations (Trochim et al., 2016). The 

question of reliability is particularly important for quantitative research. For social sciences reliability is 

concerned with regards to whether measurements for the concepts considered are consistent (Bryman, 

2016). As a part of reliability, it is often also important to consider replicability and generalisability of the 

results (Bryman, 2016). However, we are not designing the research in such a way that we are expecting 

the results to be completely replicable, as this is not common for research in the social sciences or 

ethnographic/netnographic study. This is also the case for semi-structured research as these result in 

unique interactions between the researcher and participant, that can therefore not be expected to be 

replicated. Our research focuses on social phenomena and subjective topics such as opinions and is 

therefore subject to change over time or depend on the researcher. For generalisability there are some 

limitations, as we are choosing a very specific target group for the consumer opinions, the results of the 

study will not necessary apply for consumers outside the target group, either in age or nationality. 

Furthermore, the results might not be generalisable to every destination and the efforts of their official 

destination companies. 

 

In some ways validity can be considered more important, as this relates to the integrity of conclusions 

reached and the quality of the different research method sections (Bryman, 2016; Trochim et al., 2016). 

Validity is, therefore, important for the propositions and conclusions that are made on the bases of the 

research (Trochim, et al. 2016). Technically defined: “the best available approximation to the truth or 

falsity of propositions, including propositions about cause” (Cook & Campbell, 1979, p.37 as cited in 

Trochim et al. 2016). The most common source of validity errors is asking the wrong questions, therefore 

making it vital to implement steps to prevent this type of error (Kirk & Miller, 1986). For the interviews 

conducted, the 7 steps were followed, therefore ensuring that a deeper understanding of the information 

required was achieved before the questions were formulated. To ensure that the right questions were 

posed in the questionnaire, both the netnographic analysis and the interviews conducted beforehand to 

ensure that the insight achieved through these could educate the questions posed in the questionnaire. 

There are considered to be several distinguished types of validity; measurement validity, internal validity, 

external validity, ecological validity and inferential validity (Bryman, 2016). For our research we are 
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particularly concerned with external validity, ecological validity and inferential validity. This is as 

measurement validity is most important in quantitative research, and concerns whether the measure of a 

concept actually reflects the concept. Moreover, internal validity is mostly considering the issue of 

causality, which is not something we are intending to make conclusions about (Bryman, 2016).  For these 

types of validity, we need to make considerations about the generalisability of our study, for external 

validity. Additionally, we need to consider the applicability of research finding to people’s natural social 

settings and everyday life. Lastly, inferential validity requires consideration about whether the inferences 

made are appropriate based on the research design, or if the research is designed so that those inferences 

can be made (Bryman, 2016). One way to increase the likelihood of validity is to implement several 

exposures of various natures to the problem area (Kirk & Miller, 1986). Through conducting three 

different types of research, the findings allowed the exploration of the research question from both the 

intended, experienced and observed brand of Norway. Therefore, increasing the validity of the findings, 

as the research does not rely upon one perspective to answer a complex question. 

 

4. Research 

4.1 Interview 

The semi-structured interviews were conducted with experts of the destination branding field in Norway. 

We reached out to several organisations and it was possible to interview representatives from Visit 

Trondheim, Visit Tromsø and the Northern Norway Tourism Board (NNTB). A list of topics was sent out 

beforehand, so that the interviewees could prepare their responses. Within each specified theme, several 

questions were preformulated in order to gain in-depth insight on every topic. Every representative was 

asked the same questions, however each interview developed differently due to the interactions between 

interviewers and interviewees.  

 

In order to ask relevant questions, the review of literature was conducted beforehand, to find out what 

information was needed for the models that will be applied later on. Our aim was to gain knowledge for 

further research as well as a deeper understanding for the topic. This helped to with conducting the 

netnographic research in terms of what platform to look at and also what features to focus on when 

creating the surveys. In the analysis the results of the interviews will be linked to the outcome of the 

netnographic research and the responses of our target audience.  
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The interview guide (see Appendix 9.1.1) therefore includes questions about place branding, strategies in 

terms of target audiences, channels and overall goals for the city, region or Norway in general, social 

media usage, the place’s image and information regarding tourism. Colour coding was used in order to 

classify the relevant sections of the interviews. After transcribing them, we used five colours to highlight 

the different categories: information about the strategy of the city/region, information about the overall 

strategy of Norway, information about social media, information about personas and target audiences and 

information about marketing communication other than social media. An overview in excel (see 

Appendix 9.1.2) was created which only contains the categorized information that is used, while the 

whole interviews (see Appendix 9.1.3) also include additional information that was not considered 

relevant for our thesis. 

 

Visit Tromsø and Visit Trondheim elaborated on their city strategy, while the NNTB is concerned with 

whole region. This also means that Tromsø is closely connected to the NNTB due to its location, which 

explains overlapping strategies. There are differences related to strategy and focus between Trondheim 

and Tromsø, as both places do not have similar conditions and also differ in their offerings. Tromsø is 

mostly associated with its nature like fjords but also with northern lights, husky rides, sami people and the 

dark and light season. However, it also offers cultural aspects and university with arctic research. The 

target audience is divided into segments according to the motivation of travels (see Appendix 9.1.3 

Tromsø). This includes travelers that want to spend time with friends or family, outdoor enthusiasts, 

tourists who want to find inner peace, people with interest in culture and tourist that look for a special 

experience (see Appendix 9.1.3 NNTB). Trondheim on the other hand focuses on the high-end segment of 

tourists from Asia and America that are rather interested in culture, food, concerts and history (see 

Appendix 9.1.3 Trondheim). All the organizations use similar channels for communication, mostly 

focusing on Instagram due to its visual aspect. Facebook, Youtube, Google Ads, websites, corporations 

with travel fairs and agencies are also commonly used (see Appendix 9.1.2) 

 

As previously discussed, each city or region has their own strategy and objectives, however Innovation 

Norway is implementing a strategy to combine all destinations under the theme “hele norge, hele året” 

which means “all of Norway, all year round” (see Appendix 9.1.3 Tromsø). This also leads to a shift from 

the nature focus towards a broader image including culture, arts, food and history (see Appendix 9.1.3 

Trondheim). Furthermore, an overall trend towards sustainability within certain cities but also the country 

as a whole is highlighted (see Appendix 9.1.3 Tromsø). 
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4.2 Netnography 

The social network that we chose to define for analyses was three different hashtags on Instagram. The 

reason behind choosing these were that the interviews we conducted were with the destination companies 

for both Tromsø, Trondheim and the Northern Norwegian region, meaning that we have an indication of 

the desired imagery, and what the destinations themselves are fronting on social media to compare. 

Furthermore, Norway was chosen because this will give an indication of the type of content published and 

then seen about Norway as a whole and the greater destination brand for Norway. All the information in 

this section was valid per the 3rd of April 2019, as the data was collected on that day. The total amounts 

of posts for the destinations were 774k for Tromsø, 1.1 M for Trondheim and 19.5 M for Norway. 

 

4.2.1 Content Analysis 

We chose the first 30 pictures that were shown under each hashtag on each of our phones and users. This 

is because both researchers found different posts in the list of most popular photos for each hashtags. 

Reasons behind this could be an algorithm targeting us, or chance. Therefore, we chose to use 30 pictures 

from each researchers account to get a larger spread of images (see Appendix 9.2.3). Then, each image 

was classified under the categories seen below, and for each of the tags. Each category is also defined in 

Appendix 9.2.1 and the images were categorised in Table 3. Images that showed up twice, for either one 

or both of our accounts are listed with a plus sign and in the duplicates category. Due to us using pictures 

from both accounts, there was likely to be several duplicates and these are therefore accounted for. Each 

image is classified according to the main focus of the image. Some images are tagged as non relevant 

either as a person or as a landscape which is not in Norway. The reasoning behind choosing the first 30 

pictures on each account is because these images were listed as the top images for that hashtag. This also 

means that these categories are not necessarily the most posted in the hashtag, but that they are the most 

popular recent posts. Due to this, there might be some bias based on the season and the pictures that relate 

to late winter early spring. It is therefore a partially random sample, which will indicate that these are the 

types of images someone might see when searching for these hashtags. The intention behind the 

classification of the images is to see which motifs are the most common for people to post, but also which 

ones become the most popular out of the hashtag. The content of the images are classified into 16 

categories: People with relevant background, northern lights, fjords, buildings, buildings and water, 

architecture and infrastructure, boats, animals, mountains, mountains and water landscape, water 

landscape, other landscape, food, non relevant people, non relevant destinations and other Norwegian 

destinations. In addition, we count duplicates and videos. Duplicates are shown with the plus sign, and the 

“X” signifies the categories chosen for comment analysis in section 4.2.2. The diagram (see Figure 6) 
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 below shows the frequency of each category. The most frequent categories will be used for comment 

analysis in section 4.2.2. 

 

Table 3. Image content coding, own creation 

Each picture was categorized according to the main focus of the picture. For the pictures with more than 

one focus, where the images fit in more than one category, such as ‘mountains and water landscape’ 
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categories with more elements were created.  Additionally some images had too many different elements 

to be sorted into one category, these are listed as “Other landscape”. There were some images of 

destinations in Norway that are not the tagged destination or close to the tagged destination (Trondheim 

or Tromsø), these are categorised according to motif but are also listed as “Other Norwegian destination” 

to see their frequency.  This is not applicable to the Norway tag, as all Norwegian destinations are 

relevant. Pictures taken outside of Norway tagged with one of our three hashtags are counted in “Non 

relevant destinations”. The images categorised as “Non relevant people” include pictures that have no 

discernable background that is relevant for Norway, therefore content like indoor selfies or gymphotos. 

There are a few duplicates between the hashtags as well, meaning that some of the same photos could be 

found under both Norway and Tromsø for example, these are not counted as duplicates as we consider the 

tags to be separate. Further definitions of each category can be found in Appendix 9.2.1. For any videos 

or posts with several pictures, the first image is chosen, because this is what a person would see if simply 

scrolling down the feed with all the tags without opening the individual posts. In the diagram below (see 

Figure 7) the overall percentages for all categories are shown. An additional visual representation of the 

content percentages for each destination can be found in Appendix 9.2.2. 

 

Figure 6. Image content, own creation 
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Figure 7. Image content percentages, own creation 

 

4.2.2 Comment Analysis 

For the analysis of comments to the pictures, we decided to use 3 pictures from each hashtag. We 

therefore chose to use the picture with the most likes for each of the 3 categories with the most pictures in 

them. Additionally, for each category we decided not to use more than two pictures, thus for the category 

“people with relevant background”, we only used the pictures from the tags Trondheim and Tromsø. This 

is as these tags had more pictures in the category than the Norway tag. Therefore for #Norway, we took 

one picture from northern lights, architecture/infrastructure, and mountains and water respectively. We 

made these limitations to the categories in which we chose pictures, in order to get a larger variety of 

images where we analyse the comments. Then for each category we analysed the comments of the post 

with the most likes. However, if the most popular image was a part of a slideshow or a video, we chose 

the second most liked. This was to ensure that the comments were about and for the image that was used 

for the category, not any other potential images. Moreover, if most of the comments on the picture were 

in a foreign language that neither of us could read, then we chose second most liked picture. Lastly, we 

only counted the original comments from other users than the poster. Therefore, we did not count replies 

to any of the comments and no comments by the original poster.   

 

For each comment the meaning and content was analysed and coded, therefore one comment might be 

coded into several categories. Also some of the online language requires a subjective analysis, such as the 

context of emojis will influence whether it is positive or negative. The use of emoji provides imagery 
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which allows emotional tone and semantic nuances to be understood by the reader, in effect adding the 

emotive features found in oral conversations to be conveyed in text (Danesi, 2017). This is because an 

emoji like the “crying face emoji” is usually negative, but can also be interpreted in a positive manner if 

set in a content of “look how cute this is”. The total of the comment adds up to the tone of voice, and 

therefore influences how the emoji is interpreted. The categories for coding and what falls under each 

category is seen in the table below. 

 

 

Table 4. Comment coding definition, own creation 

 

In the table below the comments are coded according to the meaning and content of the comment. The 

pictures for which the comments are analysed are written as e.g. #N2, which signifies #Norway category 

2. The categories are found in Table 4. The images and comments chosen for each category and their 
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posters can be found in Appendix 9.2.3 - 9.2.5. The bar chart (Figure 8) shows the total amount of 

comments coded in each category. A visual representation of the comment content coding percentage per 

hashtag can be found in Appendix 9.2.6, it will be further elaborated on in section 5.3.1. 

 

Table 5. Comment content coding, own creation 

 

Figure 8. Comment coding, own creation 
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4.3 Questionnaire 

For the questionnaire we specified what the target audience was, both when the link to the survey was 

posted and in the first page of the questionnaire. That way we would be able to limit the amount of 

responses by participants outside of the specification: European citizens born between 1977 and 1999. 

This age bracket was chosen because it provides a broad understanding of the millennial generation. 

Additionally, we also specify that the answers provided will be used for our master thesis at Copenhagen 

Business School. Lastly, we explain that the survey is about destination branding and consumer travel 

behaviour. This is to ensure that the respondents are aware of the purpose of the survey and the manner in 

which their responses will be used. We divided the questionnaire into section based on the topic of 

investigation. Thus, our sections are general information, recognition, social media and travel, and 

Norway specific questions. The data shows the overall results from 116 survey answers (see Appendix 

9.3.1), which will be analyzed in section 5. 

 

4.3.1 General Information  

Question 1. How old are you? 

This shows that 88.8% of participants are under the age of 30, with the majority of respondents being 

between 23 and 26 years old. 

 

 

Figure 9. Age of participants, own creation 
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Question 2: Gender 

58% of the participants are female and 42% are male. No other option was chosen. 

 

 

Figure 10. Gender, own creation 

Questions 3: What is your nationality? 

Here the respondents filled out their own nationality, most only filled in one and two people responded 

with more than one nationality. 59% of the respondents were either German or Danish. 

 

Figure 11. Nationalities, own creation 
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Question 4: How often do you travel per year? Staying 2 nights.  

For question 4 we did not provide an option for 0 or none, as we assume that the respondents will travel 

on average at least once per year. This is because our research is specific to the travel industry and 

destination branding, and responses by people who do not travel are less relevant. The majority of 

responses travel 3-5 times per year.  

 

Figure 12. Travels per year, own creation 

 

4.3.2 Recognition 

Question 5: Do you recognise this country?  

In this question we showed less stereotypical pictures (see Appendix 9.3.2) like islands, cabins and a city. 

88% of yes respondents responded Norway. Other answers were Denmark (3%), Iceland (6%) and 

Sweden (3%). 

 

 

Figure 13. Recognition 1, own creation 
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Question 6: If you didn’t recognise the country before, do you recognise it now? Please also name the 

country if you recognised it before. 

For this, the pictures we used more stereotypical images of Norway, like fjords, northern lights and 

coloured houses (see Appendix 9.3.3). Most of the respondents 84% now believe they recognise the 

country. 90% of the Yes answers, replied Norway as the destination. Other responses were Iceland (6%), 

Denmark (1%), Sweden (1%) and Greenland (2%). 

This section works to ascertain the respondents ability to recognise the destination. It was based on the 

Consumer Based Brand Equity model (Keller, 1993), as this considers brand recognition and recall to be a 

part of brand awareness and in turn brand knowledge. We therefore wanted to gain data about whether the 

respondents would recognise the brand of Norway on the basis of images. We divided this into two 

questions, the first presenting images that we consider to be less obvious or stereotypical imagery from 

Norway. We based this also on the interviews with the destination companies and the imagery they 

mention as common, desirable and usually associated with Norway. This information was also used to 

determine the pictures used for the second question, as this contains more stereotypical pictures, such as 

northern lights and fjords.    

 

Figure 14. Recognition 2, own creation 

 

4.3.3 Travel and social media 

In this section we gained more information about the respondents social media usage and how this relates 

to their travel habits. 

 

Question 7: How often have you used social media for travel inspiration when  planning a journey? 

For this question, the participants had to rank their social media usage for travelling purposes from 1 to 6. 

Therefore, 1 is considered never and 6 represents always. It was not possible for participants to enter a 

neutral option, due to reasons explained in 3.2.1.6. 72% of respondents selected 1-3, therefore do not at 

all or a use social media a limited amount for inspiration.  
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Figure 15. Social media usage for travel inspiration, own creation 

Question 8: What are the platforms that you look at for inspiration? Check all that apply. 

The order was randomised for each participant. Most respondents indicated that they use Tripadvisor, 

Instagram or do not use social media at all for travel inspiration. 5 % included other options, such as 

Google or books.  

 

 

Figure 16. Social media platforms, own creation 
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Question 9: Have you decided to travel somewhere because you saw pictures/ content on social media? If 

yes, please tell us where. 

The results of this questions show, that 72% of the target group have not been choosing a destination due 

to content seen on social media. However, 28 % indicated that social media content has previously 

influenced their choices. Some of the mentioned countries are Sweden, Canada, Iceland and Norway, 

however a broader variety of destinations have been named. 

 

Figure 17. Travel decision, own creation 

Question 10: Do you look for inspiration on social media after or before deciding on a destination? 

For this question it was possible to choose multiple options. The question aimed at identifying at what 

stage of the travel process social media is most relevant. As the results show, it seems to be equally 

important throughout the whole process. The bar chart shows the percentage of the respondents that chose 

each option, it was possible to choose more than one, and therefore the percentages reflect this. The pie 

chart shows the percentage of each answer as a portion of the total answers to this question. Therefore, 

these do add up to 100%.  

 

 

Figure 18. Social media usage during the travel process, own creation 
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Figure 19. Social media usage during the travel process, own creation 

Question 11: Does social media content influence your perception of countries?  

This question was to identify whether the participants are aware of any influence on their own perception 

of different countries by social media. 66% said that it does have an impact, however the reason behind it 

was not specified. 

 

 

Figure 20 Social media influence on perceptions, own creation 
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Question 12: How important is it for you to share your travel experiences online? 

For this question, participants were asked to rank the importance of sharing their experiences online on a 

scale from 1 to 6. Therefore, 1 represents the option not at all, while 6 signifies it as being extremely 

important for the participant. Again, participants were not able to select a neutral option, so that they 

show a tendency towards more or less important, which is expanded on in section 3.2.1.6. 

The majority of responses said that this was not particularly to not at all important, only 20% of responses 

were in the upper half of the scale. 

 

 

Figure 21. Importance of content sharing, own creation 

Question 13: Who or what do you mainly look to for travel information or inspiration? (max 3) 

In order to respond to this question, participants were asked to choose their main source of travel 

inspiration, not only limited to platforms. Respondents were only allowed to select three options, 

therefore they had to choose the most important ones. The most commonly used source is Google with 

74% and is followed by friends and family with 72%. The less used options include travel agencies, social 

media and official destination companies. Only 3% indicated the importance of influencers. Other sources 

that were mentioned by a minority, include websites like lonely planet and travel guides. 
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Figure 22. Travel information, own creation 

Question 14: What are the main features you seek in a destination?  

This unstructured question left room for participants’ own words. The mentioned topics were then 

classified into categories seen in the diagram below. The most commonly mentioned features that the 

millennials look for in a destination are nature, culture, food and sightseeing (see Appendix 9.3.4).  

 

 

Figure 23. Features of a destination, own creation 
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Question 15: What motivates you to travel? So, what do you seek to gain from your travels? 

In terms of general travel motivation, an unstructured question allowed participants to specify their key 

drivers. The observed responses could be grouped together in 14 categories, seen in the diagram below. 

Participants mostly mentioned motivations with regards to relaxation, seeing the world, new cultures and 

new experiences. The full answers and coding can be found in Appendix 9.3.5.   

 

 

Figure 24. Motivations, own creation 

Question 16: How many travel profiles or hashtags do you follow on social media? 

For this questions, five ranges about the amount of travel profiles or hashtags were proposed as well as a 

noone option. The respondents reported not to follow many profiles or hashtags on social media, and 53% 

do not follow any. Only 6% of respondents follow either between 8-12 or 21+ profiles or hashtags. There 

were no respondents answering 13-20.  

 

Figure 25. Travel profiles and hashtags, own creation 
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4.3.4 Norway 

This section was used to gather information about attitudes and associations specifically about Norway. It 

was placed last so that the respondents would not be biased towards Norway or Norway specific 

motivations, attitudes and features. Furthermore, it was also purposefully divided from the recognition 

section, so that we could limit the impact that the images chosen would have on the answers for this 

section. However, we recognise that because the images are likely to be very present in the participants’ 

mind this might impact their answers with regards to motivation and associations. 

 

Question 17: Have you ever visited Norway? 

When asked if participants had been to Norway previously, about half of the respondents said yes and 

also provided answers about where they have been in the country. The respondents mainly stated to have 

been to Oslo, Stavanger, Bergen as well as popular skiing destinations like Hafjell. There were also 

smaller places mentioned, but less frequently. Regarding the north of Norway, Nordkapp, Tromsø, Bodø 

and Narvik were mentioned. 

 

Figure 26. Participants having been to Norway previously, own creation 

Question 18: What was/would be your motivation to go to Norway? 

This question was to understand what would motivate the millennial respondents to travel to Norway. 

Therefore, an unstructured question was used. Responses provided by our target group could be classified 

in 17 categories, including an option for “none”. The respondents mainly listed nature, Norway specific 

phenomena, activities and people. See Appendix 9.3.6 for full coding. 
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Figure 27. Participant motivations to go to Norway, own creation 

Question 19: What are your associations with Norway? List all your associations.  

For this question we wanted the participants to think of their associations to the country of Norway. We 

did not provide any particular prompts for the participants and therefore they would just answer with 

anything that comes to mind. The responses could be classified in the same categories as the motivations 

in the previous question. Most participants mention nature (102), Norway specific phenomena (54) like 

fjords and northern lights, economic factors (59) like the expensiveness of the country and the climate 

(49). See Appendix 9.3.7 for coding. 

 

Figure 28. Participant associations with Norway, own creation 
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Question 20: How do you perceive Norwegian citizens? (In terms of openness, friendliness, 

approachability ...) 

For this question we wanted to gain information about other Europeans’ perceptions of Norwegian 

citizens, and therefore how they see them in terms of factors like openness and friendliness. The 

respondents were mixed. Most respondent had a positive image of Norwegians (60), some also compared 

Norwegians to other Scandinavian citizens. 16 respondents had a mixed answer, such as saying that they 

might initially be cold and distant, but very friendly when you get to know them. 9 people said that 

Norwegians were not open or approachable. There were also 24 respondents who did not know enough 

about Norwegians to answer the question. If applicable responses were classified under several 

categories. The full answers and coding can be found in Appendix 9.3.8. 

 

 

Figure 29. Participant perception of Norwegian citizens, own creation 
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Question 21: Have you ever noticed any bad press about Norway?  

Most participants (76%) could not remember to have noticed any bad press about Norway. The ones who 

said yes mentioned this bad press as being about, Utøya (55%), Right wing politics (12%) and Whale 

hunting (15%).  

 

 

 

Figure 30. Participants having noticed bad press about Norway, own creation 

 

Figure 31. Bad press topics, own creation 
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4.4 Secondary Data 

The secondary data was collected in order to support the information that we received in the interviews 

and offer further insights about strategies of places that we did not reach in person. Moreover, these 

additional information were used for the analysis of Norway. 

 

4.4.1 Northern Norway Tourism Board  

The NNTB works to promote tourism for the whole of northern Norway  

(NordNorsk reiseliv AS, 2019a). They have developed the strategic compass for northern Norway as well 

as the target groups and personas talked about by both Visit Tromsø and NNTB during the interviews. 

For these 5 groups of personas and target audiences they have created core stories to target each group 

through. Such as for the group “your time” they talk about northern Norway being a good place to find 

peace/calm and inner strength (NordNorsk reiseliv AS, 2019b). Under this there are several ideas for the 

stories that can be used, such as sitting inside a cabin with a hot cup of something to drink by the fireplace 

while watching the storm outside. There are similar stories presented for all the 5 groups; togetherness, 

outdoors, your time, culture, and icons (NordNorsk reiseliv AS, 2019c). This is a way of segmenting the 

market on the basis of motivation for travel. The group has also created an “annual wheel” where they 

prioritise the personas or groups based on the season and month. This is so that they have a more targeted 

focus on certain groups for certain parts of the year (see Appendix 9.1.4). For each group, the tourists are 

also broken down into individual personas or members of the target group, such as for togetherness there 

are team builders, family memory maker and other personas described (NordNorsk reiseliv AS, 2019d). 

For each group there are then presented ways to target these personas, based on needs, settings, 

experiences, seasons for travel et cetera. They also present suggestions for pictures, hashtags and 

wordings to reach the individual persona (NordNorsk reiseliv AS, 2019e). 

In addition, the company provides key trends for the travel industry in the region, and highlighting where 

the focus should be. 

List of key trends translated from Norwegian: 

-       From a service economy to an experience economy 

-       From a product focus to a customer focus 

-       From marketing to management 

-       From more to better 

-       From development (utviklingstiltak) to an innovative culture (innovasjonskultur) 
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Overall the NNTB provides information about the brand of the region, as well as how to target the desired 

target groups for a specific location or season. Additionally more information about the personas and 

seasonal priority is found in Appendix 9.1.4. 

 

4.4.2 Regjeringen - Norwegian government  

Norway’s government produced a white paper about the travel industry in Norway in 2017, in this 

outlining and analysing the factors of the Norwegian travel industry. The weaker currency of the 

Norwegian krone, long term branding promotion and the industry’s efforts for development, cooperation 

and training are cited in the report as some of the most important factors for the record breaking growth of 

the Norwegian tourism industry. The government has identified the tourism industry as having one of the 

greatest potentials for creating jobs and income in the coming decade. The outline shows that there will be 

a strategy for culture and tourism, and therefore an increased focus on the sustainable development of 

cultural heritage sites. There was also identified a clear need for focus on sustainability and coordination 

within the industry, to keep the growth and development of Norway’s tourist industry beneficial to all 

stakeholders (Ministry of Trade, Industry and Fisheries, 2017; Viken & Myge, 2017). The government's 

‘future in the north’ report highlights the fact that the nature is the most important resource for northern 

Norway's tourism industry. However, there is also the recognition of the importance of the local 

community and the culture; arctic, coast and Samisk culture. The combination of nature and culture works 

to create a frame for the northern Norway experience. The tourism sector is a key revenue and job creator 

in northern Norway (Nærings- og fiskeridepartementet, Kommunal- og moderniseringsdepartementet & 

Klima- og miljødepartemente, 2014). 

 

4.4.3 Visit Norway and Innovation Norway 

As no representative from VisitNorway or Innovation Norway could be reached, the information about 

the overall brand was gathered through the official websites of those institutions. Innovation Norway is 

responsible for developing Norway as a tourist destination (Innovation Norway, 2015)) and is therefore in 

charge of Visit Norway. In the past years, the amount of overnight stays went from 29 million in 2013 to 

33 million in 2017, with the highest increase between May and August (Innovation Norway, 2017a). This 

implies a general rise of the importance of tourism and also a change in tourism over the years.  

Innovation Norway defined their mission, which includes a focus on sustainability and tourists that value 

nature, experiences and accessibility (Innovation Norway, 2012).  The strategy should highlight 

experiences which could be perceived as unique adventures (Innovation Norway, 2017b). Furthermore, an 

initiative was implemented to raise awareness of Norway as destination all year round and not only during 
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certain periods. Moreover, Norway wants to strengthen their image with regards to the cultural aspect and 

sustainability (Innovation Norway, 2017a). In terms of sustainability, not only tourists should be targeted 

but also other stakeholders like businesses and investments would benefit from the new focus (Innovation 

Norway, 2017c). Norway can already implement certified sustainable destinations and is currently 

working on expanding (Innovation Norway, 2019b) On the official Visit Norway website, the top 10 

destinations for visitors are listed. These include natural aspects like the Geirangerfjord, Tromsø, the 

Sognefjord area and the Stavanger region as well as cultural suggestions like Bergen, Oslo, Trondheim 

and the Lofoten Islands (Innovation Norway, 2019c). 

 

5. Data Analysis 

5.1 Consumer Based Brand Equity model 

For the analysis of the collected data, we are using an adapted version of the CBBE model (Keller, 1993). 

We decided to use the model because it is a starting point for us to build the analysis in order to 

understand the potential strength of the brand of Norway. While the model was built for a different 

purpose and time, compared to the issues we are analysing throughout this thesis, the model still provides 

a framework for how we understand brand knowledge with relation to Norway as a destination brand. In 

order to adapt this model to the context of destination branding, it is expanded by the addition of a 

simplified version of the network of associations analysis which has a travel specific context. In 

destination branding literature, it has also been argued that the CBBE model can be used with regards to a 

brand-centric perspective (Zenker & Martin, 2011). Additionally, the creation of this model was inspired 

by the division between internal and external aspect of brand identity as seen in the brand identity prism 

(Kapferer, 2012) in section 2.1.2 . This was discussed in section 2.2.8. It is applied in order to measure 

effectiveness of the Norway brand. These changes allow the model to be applied for analysis (see Figure 

32). 
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Figure 32. Adapted CBBE model, own creation (adapted from Keller, 1993) 

 

5.1.1 Brand Awareness 

5.1.1.1 Brand Recall 

Brand recall is not considered applicable to the analysis that we are making, because it mostly concerns 

products and the ability to recall a brand when prompted and is therefore not what we are investigating. 

Exploring brand recall in the context of destination management could be proposed as a topic for future 

research as it could give valuable details to the study of destination branding, however falls outside the 

scope of the thesis. 

 

5.1.1.2 Brand Recognition 

For the understanding of the sheer recognisability of Norway in the context of social media and image 

sharing, we asked the participants if they could recognise the location presented by showing three pictures 

two times. The initial question used less stereotypical images (see Appendix 9.3.2) of Norway, such as 

islands, cabins and a city by the water. For this question over half the respondents (59%) still claimed to 

recognise the location, and 88% of those who answered yes, actually identified Norway as the location. 

When the more stereotypical images were added, such as northern lights, fjords and distinctive colourful 

houses (see Appendix 9.3.3), 84% of respondents claimed to recognise the destination. 90% of the “yes” 

responses, correctly identified Norway as the country. This means that from 62 to 89 participants could 

identify Norway as the destination presented in the pictures, this was an increase of 27 respondents. 



 

78 
 

Showing that participants show relatively high levels of recognition when presented with images of 

Norway. Meaning, that we can assume there would be a certain amount of recognition if the participants 

came across an image of Norway on social media, or in other settings. The likelihood is then also likely to 

be higher when presented with images that are classified as more stereotypical. This is also supported by 

the findings of the association analysis, further discussed below in 5.1.2 “Brand image”.  

 

5.1.2 Brand Image 

Our modified version of the CBBE model is adapted for millennials and the context of destination 

branding and therefore we divided brand image into two different sections: the netnographic analysis and 

the surveys, both linked with the expert interviews. Regarding brand associations, the answers from the 

open-ended-questions of the survey are analysed according to strength, favorability, and uniqueness of 

brand associations. The different types of brand associations, attributes, attitudes and benefits, are 

removed from the original model, as this aspect is seen as more product related. 

 

5.1.2.1 Associations 

Strength and uniqueness 

The strength of associations is seen by the strongest associations identified by the participants. This 

means that aspects that are mentioned most often reflect the most important associations of the target 

group, which can be seen in the “wordcloud” below (see Figure 33).  In place branding, a network 

analysis is used to determine importance of perceptions, however instead of looking at relations between 

the different factors, we limit ourselves to the overall amount and rank the importance of each association 

according to how often it was mentioned by the target audience. We argue that the associations mentioned 

in our questionnaire shape the perception of the place brand for our target group. This is because we 

follow the place brand definition provided by Zenker and Braun  (2017, p.275):  “a network of 

associations in the place consumers’ mind based on the visual, verbal, and behavioural expression of a 

place and its’ stakeholders. These associations differ in their influence within the network and in 

importance for the place consumers’ attitude and behaviour”. 
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Abbildung 33. Wordcloud, own creation 

All the associations were divided into 16 categories, not counting an additional option for people without 

any associations. We combine strength and uniqueness, because one of the categories “Norway specific 

phenomena” includes fjords and northern lights, representing the mostly unique selling points of the 

country. We are aware that other countries also have these attributes, however the number of countries is 

very limited. Moreover, competitors like Canada and New Zealand (see Appendix 9.1.3 NNTB) are 

located outside of Europe. The most commonly mentioned associations were with regards to nature. This 

includes associations like “mountains”, “lakes”, “forests” and “landscapes”. In addition, adjectives like 

“breathtaking”, “beautiful” and “incredible” were used that emphasize a positive characteristic (see 

Appendix 9.3.7). This means that Norway is most commonly associated with its nature, even if the nature 

experience is different and might be more limited across various places within Norway. The second 

category of associations is related to the country’s economy. Associations like “expensive” and “oil” were 

the most commonly mentioned. While “oil” is classified as rather neutral, “expensive” is a negative 
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association of Norway. Phenomena that cannot be found in many places, like the northern lights and 

fjords, were mentioned 54 times, with a total of 443 associations. The climate of Norway was also a 

relevant topic, it is perceived as “cold” and “dark”. Moreover, “snow” belongs to the main associations of 

this category. These four categories, out of 16 in total, include more than half of all mentioned 

associations. We therefore, conclude that for our target group these perceptions are the strongest ones for 

Norway.  

 

The associations can be linked to the motivation to travel (see Appendix 9.3.6), as it can be seen that 

nature is not only the main association, but also the main motivation to travel to Norway. The fact that 

Norway is perceived as “expensive” might keep millennials from travelling to Norway. Even though 

climate was often mentioned, only three people counted it as travel motivation. This implies that the 

perceived climate of Norway is not favourable to most of the target group. Phenomena like fjords and 

northern lights also belong to the main motivations to visit Norway. This shows an interconnectedness 

between main associations and travel motivation, whereas positive associations enhance travel motivation 

and negative associations either reduce motivation or do not affect it. Furthermore, this also holds for all 

other categories. Various uniquely mentioned associations could not be classified and were therefore 

grouped together as “other”. This group includes rarely mentioned or very specific associations like “Jan 

Teigen”, “rock music” or “sauna”. This category is not seen as relevant for our studies, as the majority did 

not share those associations. Moreover, no motivation to travel can be linked to any of these associations. 

The terrorist attack in 2011 was mentioned once for associations as well as in the final question about bad 

press, which will be included in the analysis of the news media image in section 5.3. 

 

“Hiking”, “skiing” and “fishing” were the most mentioned activities that are associated with Norway, 

which also matches with the motivation to go to Norway with regards to experiences. 23 attributes that 

describe Norway according to our target group include “beautiful”, “peaceful” and “calm”. Even though 

those are mentioned quite regularly, it does not seemingly impact the travel motivation. Norway is 

associated with “friendly” and “nice” citizens, while some participants also associated their family and 

friends with Norway. This influences the willingness to travel to Norway, as participants mostly indicate 

the desire to visit someone specific, while the minority mentions “nice people” as an actual travel 

motivation. Literature has suggested that tourists include attributes of residents in their decision making 

when traveling (Datzira-Masip & Poluzzi, 2014), however the outcome of our questionnaire shows that 

this does not hold for millennials with regards to Norway. The rest of the categories show a limited 

number of associations, which are also not connected to any motivation to travel to Norway. Food and 

beverages were mentioned 13 times, architecture as well as specific places within the country contain nine 
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associations. Furthermore, cultural associations and geographical aspects were mentioned eight times 

respectively, sustainability was mentioned six times, animals include five associations and university 

shows the lowest amount associations with three responses. Lastly, three participants claim to not have 

any associations related to Norway, these are not the same as the two people stating that they do not have 

any motivation to visit the country. 

 

Favourability of brand association 

Favourability in our thesis relates to positive associations of the destination brand which impact the 

motivation to travel. Therefore, it can be measured by comparing the number of associations in a category 

and the related category in the motivation section. As previously mentioned, some groups are more 

favourable than others. Briefly summarizing what has been touched up on before, the study shows that a 

high number of positive associations is related to a higher motivation to travel to Norway. Negative 

perceptions like expensiveness and high prices in the economy category, are not mentioned as an 

influencer of reasons to travel. The connection between association, motivations and positive or negative 

inclination can be seen in Table 6 and for all categories in (see Appendix 9.4.1). We classified the 

weather as neutral, however it is not seen as motivating factor and therefore could show a tendency 

towards a negative perception of Norway for our target group. Associations that were not mentioned 

regularly also do not reflect travel motivations. This study only elaborates on motivation to travel to 

Norway, it does not make assumptions about why people do not visit the country. For these reasons, we 

can conclude that the most favourable categories for our target group are nature, Norway specific 

phenomena and activities (see Appendix 9.4.1).Keller (1993) suggests that favourable associations reflect 

marketing success and his model is commonly used in destination branding in order to measure 

effectiveness (Zenker & Martin, 2011), therefore we consider Norway as a strong destination brand with 

regards to our target group. 

 

 

Table 6. Link between number of associations and Norway specific travel motivations, own creation 
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We also link those findings with the expert interviews in order to analyse if the perceived associations are 

equal to the associations that were intended by the DMOs. It has to be pointed out that our understanding 

of Norway as brand consists of the overall picture of all cities as well as the Visit Norway specific 

strategy. This means that our analysis also counts the associations of the specific cities towards 

associations of the Norway brand (see Appendix 9.4.2). The representative of Visit Tromsø mentioned a 

broad variety of intended associations with regards to nature, Norway specific phenomena, animals, 

people, attributes, university, climate and activities. Especially the categories about nature, activities and 

Norway specific phenomena were previously evaluated as the most favourable associations among our 

focus group. Due to the high popularity of these topics under motivation and association, and the fact that 

Visit Tromsø communicates these features as a key for the destination, the correlation between these 

indicate a successful focus of Tromsø’s marketing strategy. In addition, most other associations were also 

mentioned by the survey respondents as well, however it did not influence the willingness to travel. In 

section 5.1.2.2 the netnographic analysis will be shown to support these findings. As most shared images 

fit in the category of nature and phenomena that are almost unique to Norway with positive comments 

and positive emojis. The brand of Tromsø is therefore well aligned with the current brand of Norway.  

 

Visit Trondheim’s desired associations focus on culture, people, food and activities. While Norway was 

associated with citizens, it was less associated with culture, food and activities like concerts. Moreover, 

the motivation to travel to Norway in order to experience any of these aspects were relatively low. This 

implies that the perception of Norway is not well aligned with the intended brand of Trondheim, as the 

aspired associations are not perceived by our focus group. However, the interviewee already mentioned 

the low interest of millennials in Trondheim due to their motivation of 

travel, which can be related to the low associations of these specific 

categories. In terms of the netnographic research discussed in section 

5.1.2.2, cultural aspects could not be found online, therefore meaning 

that cultural associations are less likely to be shared on social media. 

The NNTB elaborated on their new strategy. The preferred associations 

differ between the five predefined target groups (see Appendix 9.1.4 and 

figure 34). This means that the green group “togetherness” is meant to 

see Norway as place to spend time with their family and friends. The 

blue group “outdoors” focuses on nature and outdoor activities, and 

travellers belonging to the yellow group “your time” should 

acknowledge the destination with regards to the country’s attributes like 

peaceful and quiet in order to find inner peace. The “cultural” focused 

Figure 34. NNTB target groups, 

own creation 
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group should perceive Norway as destination to experience history and art, while the “Icon” group hunts 

attractions and bucket list points that include Norway specific phenomena and experiences. Due to the 

answers of the questionnaire, it can be said that millennials, represented by our focus group, share most 

associations with the “outdoors” and “icon” group. On Instagram, mostly pictures correlating with the 

associations for those two groups were found, and will be expanded on in section 5.1.2.2. This already 

implies an integration of the two personas in the overall brand of Norway.  Regarding the green group, 

our focus group associates Norway with their friends and family, however it is not seen as a main reason 

to travel to Norway.  

 

With regards to the strategy of Innovation Norway, the original focus, nature, is reflected in the 

associations and assessed as the strongest category of associations. However, the interviewed 

representatives talked about a strategic change towards “All of Norway, all year round”, to also enhance 

cultural related associations and motivations (see Appendix 9.1.3 Tromsø). It can be seen that the cultural 

aspect is not yet well integrated in consumers minds and it is also not seen as a reason for travelling to 

Norway. Furthermore, sustainability is a new focus in the overall strategy, as shown in section 4.4.3. 

Norway is only perceived as sustainable to a small extend, which is also reflected in the low motivation of 

travelling.  

 

5.1.2.2 Brand Imagery 

Interestingly, these findings are mostly supported by our netnographic analysis. In order to examine the 

types of imagery that exist online when a consumer is looking for travel content, or specifically content 

about Norway, the images found in the netnographic analysis were categorised according to content. The 

most common images differ depending on the hashtag that was analysed, such as #Tromsø having a 

higher amount of northern lights content, and #Trondheim having more content with a combination of 

buildings and water. These differences are explained by the differing locations and the attractions and 

imagery that they offer, which might be obvious to someone who is familiar with the country. However, 

there were also commonalities between all the tags across the cities, such as photographs including 

people. 

 

Overall, if one looks at these hashtags as a part of the greater brand of Norway then it is clear that the 

tourist gaze is focused mostly on northern lights (9%), mountain and water landscapes (9%), buildings 

both with (7%) or without (6%) water elements, as well as people with either a relevant (14%) or non-

relevant (14%) background (see Figure 7). These are also some of the main associations that people have 

with Norway, nature landscapes and northern lights. Regarding the classification, most images fit in the 
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“nature” or the “Norway specific phenomena” categories. Moreover, people with relevant backgrounds 

mostly include nature or Norway specific occurrences. Therefore, it supports our findings of those two 

categories being the strongest and most favourable associations. In addition, the high amount of positive 

comments as well as the high amount of positive emojis for the analysed images show a positive image of 

the Norwegian destination brand online. This will be further discussed in a social media section 5.3 

below. What is important to note is the high percentage of people-centric pictures in total across the 

destination hashtags. This shows that some of the most popular images are in fact those where people are 

sharing their own experiences, or images of themselves at a particular destination, highlighting that 

people might want to engage with other users. 

 

So far it can be said, with regards to the overall brand image, that Norway is still mostly associated with 

its nature, Norway specific phenomena and activities as these all belong to the most favourable 

associations. The netnographic analysis also showed a positive relation between the groups “nature” and 

“Norway specific phenomena” and the amount of pictures that are shared online together with the amount 

of positive comments and emojis. Another main finding is the close connection between associations and 

the motivation to travel to Norway.  

 

5.2 Motivations and Consumer Decision Making 

Crompton (1979) has outlined 7 socio-psychological and 2 cultural motives to travel, these are then 

interesting to consider because of the time and societal changes that have occurred since these 

motivations were presented. This also relates to the perceived benefits and the aspired relevant 

environment which will be discussed below. When coding the responses to our questions about what the 

participants’ motivation is to travel, these motivations line up with several of the categories suggested by 

Crompton (1979), such as escape, relaxation, novelty, self-exploration/evaluation, kinship and 

relationships, culture and education. We categorised the most frequent responses out of 190 total 

mentioned motivations under the following categories: new experiences, see the world, experience new 

cultures, relax/take a break, learning about the world/development, and friends/family/people. While 

Crompton has separate categories for escape and relaxation, we combined these as they were often 

mentioned together by the respondents, one respondent described travel as a way of ‘’recharging my 

batteries and taking a break from work’’. This was the most popular category of responses, with 37 

mentions. For new experiences or novelty there were 26 mentions, one respondent said that they want to 

‘’get an experience that I can’t get at home’’ (see Appendix 9.3.1). Showing that 22% of respondents 

mentioned experiencing something new as a main factor for why they travel. In addition, in this category 

participants highlight the desire to see the world and experience new places. Furthermore, another popular 
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category is what we labelled as learning about the world/development, with 20 responses. While these are 

both seemingly mentioned by Crompton (1979), they are fitted into separate categories, where self-

exploration/evaluation is socio-psychological and education is more towards cultural motivations. 

Mentions here include phrases like “learning about the world” or “broadening my horizon” (see Appendix 

9.3.1). We therefore consider this as an internal as well as cultural category, as the respondents talk about 

expanding their view of the world, and increase their knowledge. The responses to our survey did not 

show the clear distinction between the socio-psychological “self exploration” or the cultural “education” 

therefore we consider these together in the “learning and development” category. Kinship and 

relationships, is placed under the category of friends/family/people. In this category there were 18 

mentions, this includes wanting to spend time with existing friends or family as well as meeting new 

people. While our responses might have yielded a more simplistic understanding of travel motivations 

than the one proposed by Crompton, it nonetheless shows that the understandings of travel motivations in 

the pre-existing model still show validity, despite having been created 40 year ago. How we travel, where 

we travel and how much we travel might have changed a lot since 1979, but the reasons behind and 

motivations for why we travel remain similar despite the rise of social media, as we achieved similar 

results as Crompton.  

 

These overall motivations to travel can then be compared to the reasons why someone would travel to 

Norway. From the 219 motivations identified by respondents of the survey to go to Norway there were 

three clear category winners, nature, to see Norway specific phenomena like northern lights and fjords, as 

well as activities. Fourth is tied between people and other. Motivations in general to travel are more 

general, like to relax, see the world or gain new experiences. Whereas the reasons why one would go to 

Norway are linked to what the travellers perceive are the features of or that they can gain from Norway. 

74 participants mentioned beautiful or untouched nature, as well as the ocean, mountains and landscape in 

general. For the 31 participants who mentioned Norway specific phenomena this was quite evenly divided 

between northern lights and fjords, with one mention of the midnight sun. There were 36 mentions of 

activities, with 12 mentions of hiking and skiing each, additionally fishing, whale watching and dog 

sledding were mentioned. The 18 comments under people, were mostly about visiting someone that the 

person already knows in Norway, only a few people wanted to go there to meet nice people. Under other, 

there were mentions of sightseeing, not having been to Norway before and having Norway as a bucket list 

point.   

 

Lastly, when observing desired features of a destination, we see culture, nature, food, sightseeing and 

activities as being the most important to the participants of the survey (see Appendix 9.3.4). Culture was 
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mentioned by 67 participants, where also history and museums were desired features. Nature was 

mentioned 76 times, with beaches, mountains and water being some subcategories. 63 participants found 

food or cuisine to be important. Sightseeing was mentioned 51 times, where also seeing a city was 

mentioned.  

 

Figure 35. “City marketing influencing the city’s customer behaviour “ (Braun, 2008 p.68) 

To understand this in the setting of how it might impact a consumer’s decision making, we are looking at 

the model by Braun (2008, see Figure 35). Through the model we are considering what is the aspired 

relevant environment for the consumer, the perceived benefits or sacrifices, as well as what is the 

perceived relevant environment up for consideration. Therefore, we will consider the role of the 

aspirational level and perception to a certain degree. This model is not applied in full, and all levels are 

not implemented, however, it does provide a guide to the discussion of consumer decision making in the 

setting of travel. What is outlined by the model is that the aspirational level assumes that the consumer 

assesses all known factors related to the environment they consider, meaning that their needs and wants 

add up to an aspired relevant environment. This can for simplicity in our analysis be understood as the 

desired features of a destination and the motivations to travel to Norway. This is because the consumer 

then evaluates which features they want and need out of the destination that they are considering, they can 

then compare this to the reasons to go to Norway. Characteristics of the consumer relates to market 

segment, such as millennials, as well as their preferences for destinations and travel. Therefore, we view 

this as the motivations to general travel motivations. Lastly is the role of perception, where a consumer’s 
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previous experiences and attitudes add up to a perceptual set. For this specific analysis we can consider 

this as the specific motivations to go to Norway. This is then a complex mix between associations, 

motivations and what are the assumed characteristics of the destinations, adding up to the perceived 

relevant environments under consideration. 

  

To start, we can compare the differences between the desired features of a destination and the motivations 

to go to Norway. While these are questions that yield answers of a different nature, they are still important 

to consider in conjunction with each other.  Nature is the most common response for both these questions. 

In the context of Norway, sightseeing can also be considered under the same need and want, as many 

popular sights in Norway are natural phenomena, such as also Norway specific motivations, like the 

northern lights. Activities is also a moderately popular mention for both motivations to go to Norway, and 

desired features of a destination. This shows that Norway does posses features that are desired by 

millennial travellers, and this lines up with the motivations to go to Norway. However, there are also 

several popular features that are not mentioned by many participants as reasons to go to Norway, such as 

culture, food and architecture. These are identified as being wanted features but are not seen to be part of 

the reason to travel to Norway. This might be because Norway is not perceived to offer these qualities, or 

simply because they are not considered particularly important for the decision to go to Norway. This does 

however, mean that depending on the type of travel a consumer is planning and what the most important 

features for that trip are, Norway might not end up in the aspired relevant environment. 

  

When further comparing these to intrinsic motivations to travel, there are also important disparities 

between these motivations and the motivations to go to Norway. Because “gaining a new experience”, 

“seeing the world” and “relaxing or taking a break from everyday life” can apply to anywhere these are 

not the most important factors to analyse. However, this does not mean that they should be ignored, as 

they are very important motivating factors, but this can be argued to apply to almost any destination or 

location. Friends, family and people is one of the only motivations that is highly present amongst both 

motivation to travel and motivation for travelling to Norway. Suggesting that many people are interested 

in visiting Norway because they know someone from the country, and millennials also like to travel to 

make connections with people. Activities is the second most important for Norway, but only gets 

mentioned by 5 participants for general motivations. Similar tendencies are seen for nature, this is the 

main reason to go to Norway, however only 8 people have this as a general travel motivation. Culture is 

on the other side, being one of the most important motivations for travel, is only mentioned by 4 people 

with regards to Norway. This shows that certain key motivations for travel do not align between Norway 

and general motivations to travel, which can be recognised as both a weakness of the destination but also 
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an opportunity. For the strategy of Norway, culture travellers is one of the target groups that the country is 

increasingly interested in exploring (see Appendix 9.1.2), and our results suggest that there is a high 

potential for reaching these travellers. Culture is both highly mentioned for features and general 

motivations, suggesting that this is very desirable for millennial travellers, but they do not perceive this as 

being a reason to go to Norway. 

  

However, it is important to note that we can make certain links across certain categories, thus making 

them Norway specific. These categories would then be “gaining new experiences”, “exploring new places 

in the world” and “relaxing or taking a break”. For the latter, Norway is also associated with being calm 

so is also possible to be promoted as a place to relax or take a break. While these motivations can be 

found when travelling to Norway, the competition is also likely to be high, as these categories can apply 

to a much broader set of motivating and influencing factors. The nature and Norway specific phenomena 

motivations to go to Norway can be compared with features of nature and sightseeing, as well as the 

motivation to experience something new or see the world.  Meaning that these motivations and features 

can also be highly applicable to Norway, however it will likely depend on additional consumer related 

factors whether destinations in Norway are considered to suit these desires or features. Nonetheless, this 

does mean that consumers with interest in the mentioned features or motivations can be persuaded to 

decide on Norway as their destination of choice, but this will likely depend on the messaging that they 

see. Therefore, these general motivations to travel should not be discounted, but rather explored in the 

sense of how the destination can offer something new, when the whole world is an option. As also 

mentioned in Braun’s (2008) model it is important to consider customer characteristics and associations, 

as these are likely to have high impact on the decision-making process of the customer. The associations 

are discussed in the section 5.1.2.1 above, but it is worth mentioning that these will be an influencing 

factor to the destinations under consideration. People will build up preconceived perceptions of 

destinations and countries based on their life experiences and content they see online, meaning that 

having positive and appropriate associations will be crucial for the destination to get more travellers. 

  

Lastly, to consider the above section in correlation to the motivations and personas crafted by the 

Northern Norway Tourism Board, for the use of targeting consumers to Northern Norway. They consider 

5 different motivating categories; Icons, Togetherness, Outdoors, Your Time and Culture, under which 

they have multiple different personas (see Appendix 9.1.4). These are in essence a good combination 

between actual reasons for why people travel to Norway and general motivating factors, which can then 

used as goals for influencing the motivations for why people travel to Norway. Culture and Your time 

particularly are reasons why many people would like to travel in general, but not something that is 
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mentioned for Norway. Whereas the other three; icons, togetherness and outdoors, are motivations that 

many millennials do have for Norway.  

 

5.3 Social Media and Communication 

5.3.1 Social Media 

In order to gain deeper understanding into social media usage and consumer habits with relation to travel 

or travel content, we asked several questions to our survey participants as well as analysed the comment 

section for nine different images. Our results to the survey were slightly contradictory, yet insightful 

nonetheless (see Appendix 9.3.1). On the one hand, for how often the participants use social media for 

travel inspiration, 72% of participants, on a scale of 1-6, responded 3 or less, 1 being never. Meaning that 

many never use social media for inspiration, and 42% use it infrequently, responding 2-3. However those 

participants who use social media occasionally for inspiration use Instagram (45%), TripAdvisor (49%) 

and Facebook (25%) the most frequently, with blogs and YouTube sharing fourth place at 24% 

respectively. This shows that our target group uses Instagram more for travel inspiration, despite 

Facebook being the most used social media by millennials (Statista, 2019c). The main sources of travel 

information or inspiration when including other avenues were friends/family (72%) Google (74%), social 

media (27%), and official destination companies (22%). Only 28% reported to have decided to travel 

somewhere because of pictures on social media and only 20% ranked the importance of sharing travel 

experiences online in the upper half of the scale. While these data show that the respondents might not 

use social media very frequently for travel inspiration, there is still the potential to reach millennials 

through these platforms.  This is because despite the previous answers, 77% of respondents did report to 

look at social media for inspiration before, during or after deciding on a destination, with the option to 

select multiple choices. Moreover, 66% of respondents reported that social media does in fact influence 

their perception of countries, this might however not be in a travel context, but does highlight the 

importance of an overall positive image of the country on social media. Lastly, almost half of respondents 

(47%) do follow some types of travel profiles or hashtags on social media, the majority of those (30%) 

following 1-3.  

 

We already outlined above in section 5.1.2.2 the types of imagery that were most prevalent on Instagram, 

of which the main categories included people with either relevant or non-relevant backgrounds. 

Highlighting the fact that many people do use the platform to share their experiences when traveling and 

tag the pictures with the location. When it comes to the comments and therefore interactions with the 

most popular images of the chosen categories there were a few significant trends. Most comments 
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included some type of positive commentary as well as a positive emoji in the context, and most comments 

were classified in at least 2 categories. 66% of the total comments included a positive emoji and 52 % 

contained positive comments. A large majority of the comments were also a combination of positive 

comments and emoji to match the message, but they were also seen separately. This does correspond with 

what was reported by all the people we interviewed (see Appendix 9.1.2), that there is an overwhelmingly 

positive reaction online to these images. Overall we saw only one negative comment, and no negative 

emojis. There was about a 5.5% of neutral comments, but these often expressed something which was not 

directly linked to the post shared.  

 

Almost 14% of commenters also tagged someone else in the image, which would then increase the reach 

of the photo. However, we only saw 2.5% of people expressing in the comments that they would like to 

travel to the destination. This did nonetheless differ for each hashtag as 8 comments under #Tromsø 

expressed this desire, 6 people did so under #Norway, and none for the #Trondheim pictures. This might 

then mean that the publicly expressed desire to travel somewhere depends on the content of the pictures 

as a total of 10 of these comments were on images categories either with northern lights or as a mountain 

and water landscape. Similarly people were mostly tagged in pictures that also show some type of 

impressive landscape, such as northern lights (39 tags), mountain and water landscapes (29 tags) or other 

landscapes (5 in only 1 image) (see Table 5). Therefore, showing that people want to share these images 

with their friends. People with relevant background only got 1 tag total for two images, meaning this is 

not heavily shared. This links to our previous findings regarding travel associations and motivations, 

where the categories “nature” and “Norway specific phenomena” are exceedingly prevalent. This does 

also link with what Roger at NNTB said (see Appendix 9.1.3 NNTB), that images with people, and often 

young women, get more likes than a lot of other imagery, however it might not be the type of images that 

people will share with their friends or that makes them want to travel somewhere.  

 

5.3.2. Place Brand Communication 

The theory of place brand communication suggested by Braun, Eshuis and Klijn (2014) can be applied to 

our analysis in order to evaluate the influence of different communication tools on the brand image 

perceived by millennials with regards to Norway. Therefore, we are looking at the official-, physical place 

communication and WOM. Official place brand communication is said to not impact the image and the 

attraction of tourists, however our study found that 25 participants out of 116 would still use official 

channels for travel information or inspiration. The effect on tourism is therefore still seen as limited, 

however official channels are considered more relevant than travel agencies, influencers and travel 

guides. Furthermore, in comparison to social media, which is mentioned by 31 participants, it can be seen 
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that the importance is ranked almost equally. Regarding physical place communication, we suggest 

looking at Norway from a different perspective than the literature on the built environment. While Lynch 

(1960) suggest that the built environment benefits the place brand’s image, in Norway’s case however we 

focus on nature and the given environment. This can be justified by pointing out the main findings of the 

research. First of all, nature and Norway specific phenomena belong to the most favourable categories in 

terms of associations and travel motivations. Both posts also implied a positive characteristic, which 

supports Lynch’s (1960) finding of the positive influence on brand image. Secondly, through interviews 

and analysis of secondary data, we were able to observe that  the strategy of Norway is focusing on 

nature. Urry (2002) explained the need for sharing pictures online in order to create an image. Our 

interview partners agreed with the need of social media marketing and using hashtags to enhance 

consumer created content. In addition, co-creation takes place by sharing images from users on the 

official destination marketing channels in order to take advantage of word-of-mouth. The majority of 

survey participants indicate that they barely use social media for travel purposes and also do not consider 

influencers. However, 66 % of all respondents say that social media does influence their perception of 

countries. Regarding traditional word of mouth, friends’ as well as family’s opinions are important to 84 

participants. In this thesis, WOM includes offline and online channels, this tool of communication is 

found to impact the image of a place for millennials.  

 

The image of the news media is argued to influence perceptions of countries (Avraham, 2000). Only 24 % 

of participants indicate that they have noticed bad press about Norway, while 76% did not. However, the 

news that were associated with Norway mostly included negative topics related to the terrorist attack. 

Some people also mentioned right wing politics, whale hunting and only few mentions were related to oil, 

alcohol and weapons. The most mentioned association was the terrorist attack, which occurred in 2011 

and there have been no notable attacks before or after. Therefore, Norway is considered rather neutral 

when it comes to their image in the news media. As a result, we do not see any significant impact on 

tourism and the destination brand. 
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6. Discussion 

This section builds on the main findings in the research and analysis to make recommendations on the 

basis of the results. Therefore, it seeks to answer the research question posed at the beginning of this 

thesis: 

How is the perception of a destination brand influenced by Social Media, and how can the millennial 

generation be targeted through their online presence? 

A case study of Norway’s destination brand and social media presence in order to provide 

recommendations for other destinations and to extend upon existing theories.  

 

The first section (6.1) of the discussion will elaborate on issues surrounding the perception of a 

destination brand and the influences of social media on the brand and on millennials. The second part 

(6.2) will provide recommendations and managerial implications for other countries on the basis of our 

analysis of the case of Norway. 

 

6.1 General Findings 

6.1.1 Associations 

For Norway, most participants perceived the brand similarly to how it was intended by the DMOs and 

according to the actual offerings of the country. This is also because of a strategic fit between the image 

that is communicated and the identity of the place. DMO’s only share realistic pictures that can also be 

experienced during that time. Moreover, the netnographic analysis shows that users share images that 

show actual offerings of a place, which are commonly associated with Norway. Similar types of user 

generated content is then also shared on official channels.The new strategy of implementing “All of 

Norway, all year round” as well as the strategy of Trondheim show difficulties. Features like culture and 

food are not yet connected to Norway. This means that the image needs to change for people to associate 

these factors with the country in a positive way. Moreover, the cultural offerings have to be authentic in 

order to still match Norway’s image with its actual identity. If Norway is associated with culture at a later 

point in time but does not offer sufficient cultural experiences, Norway might suffer from bad reputation 

due to disappointed tourists As nature is still perceived as the main feature of Norway, the DMO’s have to 

work on implementing and highlighting other offerings. Negative associations, such as high prices, are 

not seen as motivations to travel. Those could potentially hold people back from travelling to Norway, 

however our study did not focus on that aspect, and further research would be necessary in order to make 

recommendations for how to mediate these. The “other” category contains various associations that were 

not shared among the target audience, however it implies that individuals have their own perceptions 
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which might not be the most common ones. Nevertheless, as these do not show a high motivation to 

travel to Norway, individual associations are seen as less relevant compared to the main categories. 

Overall, it is not possible to track where associations are derived, we can only identify some of the 

potential communication channels that can impact people’s perceptions.  

 

It was seen that positive associations were linked to a high motivation of travel, while negative 

associations did not motivate millennials to travel to Norway. This implies that a match of the 

communicated image and the actual identity benefits Norway and enhances the destination’s reputation. 

Associations that were not mentioned regularly, also do not seem to be a motivation for travel on a larger 

scale. This means that in order to attract a certain target group, relevant associations have to be 

communicated. We propose that if positive associations related to a specific category increase, the 

perception of the destination changes and the desire to travel will increase for the targeted audience. This 

implies the need of careful research on the desired target group and their motivations. To make general 

assumptions, we have to keep in mind that Norway and its nature is unique to some extent, features like 

fjords cannot just be implemented in other countries. Every country has to work with their given 

circumstances and their own selling points.  

 

6.1.2 Motivations 

There are multiple facets of travel motivation and decision making that can be understood through the 

analysis made in section 5.2. The first discovery is that motivations to travel seem to not have changed 

much since the time of Crompton’s writing in 1979. These intrinsic and cultural influencing factors can 

still be seen to some degree amongst the millennials in the survey. These also align to some degree with 

the motivations presented by the NNTB. This shows that similar types of motivation, both internal and 

external, show tendencies to impact how and why we travel. These have not changed much despite the 

rise of social media and the changes in society. The millennial consumer does not travel simply to take 

pictures for their social media, but to gain something in terms of experience, exploration, relaxation or 

other desires. However, we did see that there are a few clear gaps between general travel motivations, 

desired features in a destination and Norway specific motivations to travel. This presents both issues for 

Norway as a travel destination and also opportunities for growth and development of the brand of Norway 

to target potential travellers. The NNTB has already increased the focus and consideration of ‘cultural’ 

and ‘your time’ travellers, which seems to also make up a significant portion of the millennial traveller 

demographic. A high number of respondents signified that new experiences, seeing the world, 

experiencing cultures, and relaxing or taking a break were key motivational factors for travel. New 

experiences and seeing the world can be classified under several different categories, such as presented by 
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the NNTB, or they can simply be classified as an “experience” category. What is however, very 

significant for Norway is the fact that nature and culture do not match with desired features, general travel 

motivations and motivations to go to Norway. Highlighting that while Norway is skilled at promoting the 

country as being wonderful for seeing and experiencing the spectacular nature within the county, this is 

not a key motivating factor for why millennials travel in general. The management then might need to 

align nature with other motivations, such as relaxing, experiencing new things or seeing the world. 

Additionally, cultural elements is seen as a major main motivation to travel in general as well as a key 

wanted feature in a destination. This shows that there is a significant market for cultural experiences, but 

this needs to be perceived as something Norway has to offer. Which correlates with the strategy presented 

through the interviews, where there is an increased focus on culture within Norway (see Appendix 9.1.3). 

Highlighting that if the country successfully manages to position the destination brand as offering cultural 

experiences, there is a large market of millennials with an interest in culture. The cultural offerings can 

potentially also be aligned with activities and sightseeing, both within the cities and in the countryside, in 

order to highlight the connections between sights, Norwegian activities and cultural experiences in the 

country.   

6.1.3 Social Media 

By researching the social media habits of the millennial respondents of our survey we are able to draw 

conclusions about how it influences decision making and how to target potential travellers through the 

media. The results showed that social media is not the platform where most millennials actively go to find 

inspiration for travel and they also don’t consider sharing their travel experiences online as being very 

important for them. The latter question did however, not discover how many of the participants make a 

habit out of sharing pictures from their travels online, it simply finds that they do not consider it 

extremely important. The reported level of importance is regardless, likely to be an indicator of how much 

the participant will post their travels online. Despite millennials reporting that they do not often look at 

social media for travel inspiration, they did report to mainly use Instagram for this purpose and 77% did 

look at social media sometime during their travel process. This does indicate, that while social media is 

not the channel where most of the millennial consumer actively seeks out travel inspiration, it can act as 

an influencing platform nonetheless. This is due to 66% of respondents saying that social media does 

influence their perception of countries. A destinations presence on social media and particularly image 

sharing sites like Instagram can have impact on placing the destination into the group of potential 

destinations under consideration. By having a positive reputation and presence online, and on several 

platforms, the millennial consumer might be influenced by the content when not actively searching for 

travel options and be impacted by this. Overall, this simply means that social media is not the ‘be-all and 
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end-all’ to reaching tourist, but can still play a vital role in influencing the perceptions and association 

people have of a destination, which in turn impacts their travel decisions and enhances motivation. We 

can also consider the fact that most millennial respondents name family and friends as a key source for 

travel inspiration, which can correspond with the idea that the traveller might not want to make that many 

decisions by themselves. It is therefore, important to consider the possibilities to influence more 

‘“friends/family” to share their experiences online as well as in person with their social network. Social 

media can therefore act as an eWOM tool for consumers to share their thoughts and opinions about 

destinations. This also does means that the importance of good experiences is higher, because the 

consumers can share their displeasure with their entire social network. While influencers will reach a 

larger social network, the millennials in our survey did not classify them as an important source of travel 

inspiration. Despite this, the use of influencers might be an effective way of shaping the associations and 

perceptions their followers have of a destination.  

 

Regarding the image presented in the news, Norway is mostly associated with the “terrorist attack”, 

which has been a one-time occurrence and is therefore not seen as a regular target of negative press. This 

also explains why only a few millennials indicate that they ever have perceived bad press about the 

country and almost no one associated Norway with regular incidents. Therefore, Norway as a destination 

brand is not influenced by its current status in the media, however this can change in the future. Other 

destinations can experience a greater impact of their news media image, as it might cause negative 

associations which could then result in a low motivation to travel to this specific country.  

 

6.2 Recommendations for Destination Branding 

This section offers five key recommendations and considerations for a destination manager, on the basis 

of our analysis of the brand of Norway. 

6.2.1 Target Based on Motivation 

In general, it can be said that millennials as a target group offer opportunities for destinations, because of 

their flexibility and their desire to travel. However, there are differences regarding their motivation to 

travel, which have to be taken into consideration. The first recommendation is drawn from the differences 

that we found within the target group and is inspired by the strategy of the NNTB. Therefore, we suggest 

to not segment the market based on age or target the whole group of millennials specifically, but rather 

focus on the different travel motivations and the features that they look for in a destination. More people 

can be attracted by highlighting the different aspects of a country that can appeal to certain target 

segments expressing travel tendencies towards these promoted features. The targeted travel motivations 
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should be individual to each country, however, they can be based on theories such as the motivations 

presented by Crompton (1979), NNTB’s targeted personas, or the motivations our research discovered. 

By communicating attributes of a country connected to consumer motivation to travel, the destination can 

create positive associations with the destination and enhance the motivation to travel to that specific 

country. Prior to establishing a strategy, it is necessary to evaluate what target audience to attract and 

what their motivations are. Additionally, it is essential to consider what features can be offered by the 

country that can match the target audience’s needs, and how the chosen image should be communicated 

to create positive associations through relevant platforms. 

 

6.2.2 Alignment of the F.A.M.M. model 

Features, Associations, general travel Motivations and destination specific Motivations 

The second recommendation is for destinations to be 

particularly aware of the alignment between the consumers’ 

desired features, the general motivations to travel, the 

consumers’ destination specific motivations to travel and their 

associations of the destination in question. There should be a 

certain amount of compatibility between motivations, features 

and associations for the target segments that the destination is 

trying to reach. Based on our findings we constructed the 

F.A.M.M. model (Figure 36) which highlights the equal 

importance of all these aspects for destination branding. A 

destination does not need to focus on all desired features, 

motivations and association but on the ones that will become an 

integral part of the destination branding strategy and these factors 

need to be coherent for the destination in question. 

 

To provide an example, if a destination deciding that culture should be a key focus for the country’s 

tourism industry, it is essential for the destination to have cultural features to offer. Culture is an element 

of travel that can be found both under desired features of a destination and general travel motivations. 

Which means that there is likely to be a target group for the cultural elements of the destination, if these 

consumers can be reached effectively. Moreover, the destination needs to consider what the consumers 

have as motivations to visit the country and what their associations with the destination are. If these are 

not related to the cultural element in any way, the destination companies will have to work to shape the 

Figure 36. The F.A.M.M. model, own 

creation 
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consumers’ perceptions of the destination. This can be done by either creating a whole new 

association/motivation or link an already existing one with the cultural element. There might be 

motivations and associations that can be more easily aligned with the cultural element than others. For 

example typical Norwegian activities, like fishing that could also be linked with culture.  

 

In the process of linking all these factors, it is also important to mention that some might be easier to 

adapt or influence than others. General internal motivations to travel are likely to be harder for a 

destination company to change than influencing the associations a consumer has with the specific 

country. It is also necessary to note that the destination needs to align the associations and destination 

specific motivations, based on the actual offerings of the destination. This is to ensure that the travellers 

are not disappointed or feel like they have been tricked by the destination, as this can lead to negative 

WOM and in turn lead to a negative perception of the country. There are some factors which a destination 

might not be able to influence, which will be further discussed in 6.2.5. 

 

6.2.3 Consider Communication Channels 

There are some important considerations with regards to social media. It is difficult to identify exactly 

where and which platforms create associations or perceptions of a country. Destinations can therefore 

benefit from using a large variety of channels and media to reach a larger percentage of the target 

audience. However, the platforms used should be carefully considered. Facebook is the most used 

platform (Statista, 2019c) but our survey showed that Instagram is the most used for travel inspiration. 

Moreover, our findings also highlight the importance of an official website, as a quarter of the millennials 

indicate that they use these for travel information. Traditional media like radio and magazines are the 

least effective means of reaching millennial consumers (Migacz & Petrick, 2018), meaning that 

destination companies need to have moved on from traditional media. Additionally, social media and the 

communication platforms change quickly, which means that DMOs need to constantly update their 

knowledge of social media platform usage. 

 

For managers of a destination brand it is also key to encourage content sharing as this can influence the 

network of the visitors. DMO should considering the importance of the tourist gaze and promoting 

destinations that are photogenic which consumers want to share with their friends and their whole 

network. This can be compared with the new trend of taking pictures in Notting Hill, UK (O’Brien, 2019) 

or the popularity of pictures of Nyhavn, DK. By highlighting these images people can also begin to 

associate a destination with beautiful images, which might create a desire to travel. Therefore, if possible, 

DMOs should promote images that might become ‘hyped’ or ‘viral’ online as this will result in more 
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attention and popularity. This may not directly cause more travellers to visit a destination, as a majority of 

respondents did say that they have not travelled somewhere because of social media, however it can 

influence their perception of the country in a positive manner. Moreover, it is recommended to pay 

attention to the content that is popular on the different types of social media. This might mean posting the 

kinds of images that get more likes and comments or creating videos and other content that achieve high 

levels of consumer engagement. The netnographic research we conducted clearly showed that some 

categories of image content were more frequent than others within the tags chosen, and these categories 

are likely to differ depending on the destination. The content shared should also align with the previous 

recommendation 6.2.2 about associations, motivation and features. That way the destination companies 

can highlight the content that is linked with the desired target group. 

 

6.2.4 Manage Strategic Fit 

Through literature and expert interviews, we elaborated on different types of brand architectures that can 

be implemented depending on objectives and the level of cooperation within the country. For Norway, a 

hybrid structure has been chosen, which means that the overall brand of Norway offers a framework for 

all its sub brands, such as different cities or regions. However, this might not be a good fit for every other 

destination. Before implementing a strategy, the destination therefore, needs to consider the relationship 

between different brands and how they influence one another. What can be drawn from the new strategy 

of Norway, is the beneficial structure of sub brands that are supported by the overall brand, combining all 

different brands under one image. This provides different destinations appealing to different target 

groups, each consumer can then visit the “sub brand” that reflects their needs the most. The importance of 

considering brand architecture is because, for the brand of Norway the overarching country brand has an 

impact on every single destination within the country, and the individual destination do also to some 

degree influence the country brand. A destination must therefore consider the types and levels of 

interconnectedness between the country brand and the city or region brands within the country before 

implementing a brand architecture. 

6.2.5 Be Aware of the Challenges 

As a last recommendation it is important to consider the challenges that occur in the field of destination 

branding. Success measurement has been topic of discussion in the literature review and has also been 

discussed throughout the expert interviews. No best practice or general methods could be found, therefore 

each DMO has to define its own measurable key performance indicators (KPIs). In terms of social media, 

it is possible to use engagement rate as the KPI. For the industry as a whole the total overnight stays can 

serve a KPI. However, it has to be pointed out that not all outcomes can be directly related to branding 
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efforts. An indicator that can be used to explore the image, is to analyse associations or conduct a network 

analysis for all stakeholders. A place brand also needs to align multiple stakeholders, which would need 

to be taken into consideration in the establishment of a coherent brand. In addition, it is important to note 

that not all factors influencing a destination brand can be fully controlled by the DMO. This mainly 

includes features of the country that cannot be altered and external communication about the brand. These 

could include political image, climate or economy, and the destination company might need to find a way 

to adjust to the factors they cannot change. Regarding features, a country should only advertise attributes 

matching their identity, if image and identity do not match, it might result in negative reputation for the 

brand. Thus, this could enhance negative word-of-mouth, which cannot be controlled. 

 

7. Conclusion 

The purpose of this thesis is to investigate how perceptions of a destination brand might be influenced in 

the social media age as well as how millennials might be targeted through their online media 

consumption. The data collected throughout the case study of Norway is then used to create 

recommendations for other destination companies. In the age of social media there have been a lot of 

changes to the way consumers make travel decisions and how they share experiences with their peers. 

This means that the study of destination branding is influenced by consumers’ online habits. Travellers 

are sharing their photos and experiences through a variety of social media platforms and this can focus 

attention on destinations that have not been previously popular tourist spots. Norway is a destination 

which has gained significant attention in the past years, which can be seen through a growing tourist 

industry. The country is becoming known in the world and on social media as having idyllic nature and 

phenomena, such as fjords and northern lights, which end up on many bucket lists across the world.  

 

We therefore chose to base our research on the case of Norway as it has benefited significantly from the 

rise of image sharing on social media. The thesis is based around theories of branding in general, such as 

brand equity and brand identity, destination branding and consumer behaviour, such as the tourist gaze 

and decision making. Lastly, we also discussed social media through the theory section. The theoretical 

findings then influenced our starting point for the method section. For our philosophical approach we 

were primarily influenced by pragmatism, as our research is practical in the method and outcome. 

Additionally, we used the theory of netnographic study to structure our research, and conduct interviews, 

netnographic analysis and a questionnaire to explore the research question.  
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Our main findings include insights about the brand knowledge of Norway, motivations of millennials in 

terms of decision making and millennials’ social media habits. We found that there are some differences 

between motivations to go to Norway and general travel motivations for millennial consumers. The 

participants largely cited nature and specific phenomena like northern lights or fjords as reason to travel 

to Norway. Whereas the general travel motivations were mostly about experiencing something new, 

seeing a new place or culture and having a break from daily life. The desired features of a destination 

were mainly about cultural elements, nature, food and sightseeing. Lastly, we also considered the main 

associations with Norway, these were nature, Norway specific phenomena, climate and economic factors, 

such as high prices. These different topics were then compared and contrasted to identify opportunities 

and challenges in the branding of Norway as a destination. Associations and travel motivations for 

Norway are closely connected, however, these are not closely linked to general travel motivations.  

 

Based on our research, we provided 5 recommendations for managers of a destination company. Firstly, 

we advice to choose target groups based on motivations, as opposed to generational brackets, like 

millennials. This is as even within a generational group we found a variety of motivations, desired 

features and associations, making this an insufficient group for targeting. Secondly, we highlight the 

importance of aligning features of a destination, associations, general travel motivation and destination 

specific motivation (F.A.M.M.). Thirdly, communication channels have to be carefully considered with 

regards to platforms and content. Fourthly, strategic fit in the brand architecture needs to be managed, 

depending on the desired brand interconnectedness. Lastly, destination managers need to be aware of the 

challenges within destination branding, as this is a complex process that includes many stakeholders and 

pitfalls. Overall, we find that there are many considerations to be made by destinations when creating a 

brand image, but social media can be a useful tool for reaching millennial consumers. 
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9. Appendix 

The online Appendix can be found here: 

https://drive.google.com/drive/folders/1CVJAP-Hgmw8pjjlXeNgAaMdoDy64qDR_?usp=sharing 

 

The relevant documents will also be linked under the appropriate appendix. 

 

9.1 Interview Appendix 

9.1.1 Interview guide 

Why do you market/ brand Tromsø? What is the aim behind your efforts? 

What is the current marketing strategy like? 

 Main channels of advertising 

 Who is the target audience? 

 Do you target different audiences(countries/generations) different? 

 Where are you advertising/ to whom? - tourists, businesses etc? 

 Is / how is the Millennial generation targeted? 

How do you use Social Media in your strategy? 

 Do you face any particular challenges with social media/what are your online efforts? 

 What are the main channels of social media? 

 Do you work with Influencers? 

 How do you deal with content that is not aligned with the official brand? And also destructive 

content/information? 

 How do you encourage positive posts about Norway? Selfie spot at the airport/ Hashtag/…? 

What is the image that you work to present of Tromsø? 

 What associations should people have when they think of Tromsø? 

 What are the main imagery/ features advertised and why? 

How did tourism change in Tromsø over the years? 

 Are you aware of any changes in perception? 

 What kind of tourists/ travelers do you want to/do you attract? 

Are you faced with an overall strategy for norway and does this influence your efforts? 

 How are city brands included in the overall Norway brand? 

Do you consider tromsø to be a successful brand and what are you plans to further improve the brand? 

 How do you measure success? 

https://drive.google.com/drive/folders/1CVJAP-Hgmw8pjjlXeNgAaMdoDy64qDR_?usp=sharing
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What type of data do you have? data related to the above questions? 

 

9.1.2 Coded interview content (excel) 

The coded content of the interviews can be found at: https://docs.google.com/spreadsheets/d/1Ml1CTj-

jeH1uywi17JKrmX-g4dqBUaJkNTMr8563K_M/edit?usp=sharing 

The information was coded according to:  

 the strategy of a certain city or region is marked in blue,  

 sections about the overall strategy of Norway is marked in green,  

 social media related aspects are marked in yellow,  

 paragraphs about personas are highlighted in orange,  

 general marketing communication tools are marked in purple. 

 

9.1.3 Interviews in full 

The interviews can be found in full here: 

Tromsø:  

https://docs.google.com/document/d/11uTN-RtAy8cWrQ1QG_y2hke31TgTT_DOKJOpdThp-

VY/edit?usp=sharing 

Trondheim: 

https://docs.google.com/document/d/1gRZSTI0hMBJwnmvK7gthHUQF1THI7gII2kZYnrkrahU/edit?usp

=sharing 

NNTB English: 

https://docs.google.com/document/d/16eooMGq13l18Xzgc8rTfsOvo1h2fK67JI3sIby2-

Vpc/edit?usp=sharing 

NNTB Norwegian: 

https://docs.google.com/document/d/1XRWrsmLh9LdwNw41gBaKh-

t1iVQD_1x8y2HfRDxgeLI/edit?usp=sharing 

 

9.1.4 NNTB Annual wheel and personas 

Access:  

https://drive.google.com/drive/folders/1JEFp-5U1btV4p6Vg0e7WcX5GgsmLVQrE?usp=sharing 

 

 

https://docs.google.com/spreadsheets/d/1Ml1CTj-jeH1uywi17JKrmX-g4dqBUaJkNTMr8563K_M/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1Ml1CTj-jeH1uywi17JKrmX-g4dqBUaJkNTMr8563K_M/edit?usp=sharing
https://docs.google.com/document/d/11uTN-RtAy8cWrQ1QG_y2hke31TgTT_DOKJOpdThp-VY/edit?usp=sharing
https://docs.google.com/document/d/11uTN-RtAy8cWrQ1QG_y2hke31TgTT_DOKJOpdThp-VY/edit?usp=sharing
https://docs.google.com/document/d/1gRZSTI0hMBJwnmvK7gthHUQF1THI7gII2kZYnrkrahU/edit?usp=sharing
https://docs.google.com/document/d/1gRZSTI0hMBJwnmvK7gthHUQF1THI7gII2kZYnrkrahU/edit?usp=sharing
https://docs.google.com/document/d/16eooMGq13l18Xzgc8rTfsOvo1h2fK67JI3sIby2-Vpc/edit?usp=sharing
https://docs.google.com/document/d/16eooMGq13l18Xzgc8rTfsOvo1h2fK67JI3sIby2-Vpc/edit?usp=sharing
https://docs.google.com/document/d/1XRWrsmLh9LdwNw41gBaKh-t1iVQD_1x8y2HfRDxgeLI/edit?usp=sharing
https://docs.google.com/document/d/1XRWrsmLh9LdwNw41gBaKh-t1iVQD_1x8y2HfRDxgeLI/edit?usp=sharing
https://drive.google.com/drive/folders/1JEFp-5U1btV4p6Vg0e7WcX5GgsmLVQrE?usp=sharing
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9.2 Netnography appendix 
9.2.1 Image content coding classification 
 
 

#Norway 

1.People with 

relevant background 

Images where a person is the main focus, but the background is norway 

specific, such as nature or monuments etc. There needs to be some type of 

relevant background so that one can identify the image as being in norway. 

2. Northern lights Photos where the northern lights are the main object. 

3. Fjords Photographs of and from fjords. 

4. Buildings Different types of buildings, including houses, churches, museums etc. 

5.Buildings and 

water 

These pictures have the focus shared between buildings of some kind (as 

described in 4) as well as water, such as lakes, rivers or the ocean. 

6.Architecture/ 

infrastructure 

Architecture and infrastructure includes bridges, monuments, roads etc. 

7.Boats Main focus being boats, ferries, etc. 

8.Animals Animal pictures that can be from norway, ie. not animal pictures with a non 

norway background. 

9.Mountains Any picture where a mountain or mountain range is in focus, also pictures 

on a mountain 

10.mountains and 

water landscape 

These images have s shared focus between water (11) and mountains (9) 

11.Water landscape Photos that focus on rivers, lakes, oceans. Not fjords, as these are counted in 

category 3. 

12.Other landscape Landscape with too many discernible features to fit in any of the above 

classifications. 

13.Food Any images of food. 
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14 Non relevant 

people 

People without a norway specific background, such as selfies, indoor 

pictures or gym photos. 

15.Non relevant 

destinations 

Pictures from other destinations than norway 

16.duplicates These pictures are counted in the above categories but also count how many 

pictures were duplicated due to the selection process 

total 
 

other Norwegian 

destinations 

For the Trondheim and Tromsø tag, these are pictures from norway but that 

are from different places within the country 

Videos Any chosen posts that are videos as opposed to pictures, these are also 

counted in the above category depending on the content. 

 

9.2.2 Image content coding percentages per destination 

The charts below only show the categories with content coded, therefore not all categories are in the 

overview for each chart. 
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9.2.3 Images for content and comment analysis 

 

                   
Example 1: Animal picture        Example 2: Fjord                Example 3: Northern lights     
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Images for analysis can be found in: 

https://docs.google.com/document/d/149hELAllWeqHK1QNYtDoppi9xXxYLWSCQRgdlZs8DBk/edit?

usp=sharing 

Image overview: 

https://docs.google.com/document/d/18a8hP_8WQyL7CMFwhuCJTckahnE3jjfDJJxSSxRYu30/edit?usp

=sharing 

9.2.4 Comments for analysis 
#N (Norway): 

https://docs.google.com/document/d/1mcukGz9KUJWcfJgFRsWtbbAOnZaOrKbAbMNUPGny3EU/edit

?usp=sharing 

 

#TH (Trondheim): 

https://docs.google.com/document/d/1auo75z7CYO7D1D6zAVugp7GdGpNg96mf804ybU8iTSQ/edit?us

p=sharing 

 

#TØ (Tromsø) 

https://docs.google.com/document/d/1UrHcYbHQEiP5XQeaXmb3VMlN-VE-O-

j45TULaLcTTdg/edit?usp=sharing 

 

9.2.5 Original posters of the images for comment analysis 
N2- lofoten 

N6- photographyfornorway 

N10- trekkingandphotography  

Th1- nothern_soul 

Th 5 - Trondheim.no 

Th12 - Scandinavia_traveler 

Tø1 - Adelestravels 

Tø2 - chris.engs 

 

 

 

 

 

 

 

https://docs.google.com/document/d/149hELAllWeqHK1QNYtDoppi9xXxYLWSCQRgdlZs8DBk/edit?usp=sharing
https://docs.google.com/document/d/149hELAllWeqHK1QNYtDoppi9xXxYLWSCQRgdlZs8DBk/edit?usp=sharing
https://docs.google.com/document/d/18a8hP_8WQyL7CMFwhuCJTckahnE3jjfDJJxSSxRYu30/edit?usp=sharing
https://docs.google.com/document/d/18a8hP_8WQyL7CMFwhuCJTckahnE3jjfDJJxSSxRYu30/edit?usp=sharing
https://docs.google.com/document/d/1mcukGz9KUJWcfJgFRsWtbbAOnZaOrKbAbMNUPGny3EU/edit?usp=sharing
https://docs.google.com/document/d/1mcukGz9KUJWcfJgFRsWtbbAOnZaOrKbAbMNUPGny3EU/edit?usp=sharing
https://docs.google.com/document/d/1auo75z7CYO7D1D6zAVugp7GdGpNg96mf804ybU8iTSQ/edit?usp=sharing
https://docs.google.com/document/d/1auo75z7CYO7D1D6zAVugp7GdGpNg96mf804ybU8iTSQ/edit?usp=sharing
https://docs.google.com/document/d/1UrHcYbHQEiP5XQeaXmb3VMlN-VE-O-j45TULaLcTTdg/edit?usp=sharing
https://docs.google.com/document/d/1UrHcYbHQEiP5XQeaXmb3VMlN-VE-O-j45TULaLcTTdg/edit?usp=sharing
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9.2.6 Comment content coding percentage per hashtag 

The diagrams below only show the list of categories actually used for coding in the section, therefore do 

not show the categories without any comments for that hashtag. 
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9.3 Questionnaire appendix  

9.3.1 Full questionnaire responses (Excel) 

The full questionnaire and the responses can be found in: 

https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?us

p=sharing 

 

9.3.2 Images for Question 5 

 
All images are free photos available at:  https://unsplash.com/search/photos/norway 

9.3.3 Images for Question 6 

All 

images are free photos available at:  https://unsplash.com/search/photos/norway 

 

9.3.4 Question 14  

What are the main features you seek in a destination? E.g. good food, architecture, conference halls, 

culture, nature, shopping, learning possibilities, sightseeing, etc. 

 

 

https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?usp=sharing
https://unsplash.com/search/photos/norway
https://unsplash.com/search/photos/norway
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Culture / 67 Museums 4, Culture 50, Music 1, Cultural exchange 2, New culture 1, History 8, 

Language 1 

Nature / 76 Nature 58, Beach 7, Landscapes/scenery 7, Mountains 1, Sea/water 3 

Food / 63 Food/cuisine 60, Alcohol 3 

Sightseeing / 51 Sightseeing 43, City 8 

Price /8 8 

Architecture/ 20 Architecture 16, Infrastructure 1, Historical architecture 3 

Activities / 30 Sports 5, Activities 12, Experiences 6, Traditional 1, Adventures 4, Attractions 1, 

Fun 1 

Relaxing places / 3 3 

Depends on trip / 2 2 

Accommodation / 

6 

6 

Nightlife / 5 5 

People / 12 People 9, Civilisation 1, Friends 2 

Shopping / 11 Shopping 11, Souvenirs 1 

Weather / 12 12 

Difference / 6 Difference 3, Diversity 1, Inspiration 1, Not at home 1 

Excitement / 1 1 

Work / 2 Business network 1, Volunteer possibilities 1 
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Non-touristic / 3 Non-touristic 2, Authenticity 1 

Political reasons / 

3 

Political 2, Safety 1 

N/A / 2 2 

  

9.3.5 Question 15 

What motivates you to travel? So what do you seek to gain from your travels? 

 

New experience 26 

See the world/see new places  31 

Experience new cultures  30 

Nothing 1 

Friends/family/people 18 

Relaxing/break/energy/ recharge 37 

Inspiration/curiosity 4 

Adventure/activities 5 

Learning about the world/smart /development 20 

WOW factor  1 

Price 1 

Memories 6 

Nature/weather 8 

N/A 2 

  
For the full coding of participant answers, see question 15 at: 

https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?us

p=sharing 

https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?usp=sharing
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9.3.6 Question 18 

What was/would be your motivation to go to Norway? 

Nature 74 

Norway specific 31 

Activities 36 

People 18 

Climate 3 

Architecture 2 

Economy 0 

Sustainability 2 

Geography 4 

Food and beverages 4 

Places 8 

Animals 0 

University 4 

Culture 4 

Business 2 

Cheap travels 4 

Motivation related to perceived attributes of Norway 3 

Other 18 

None 2 

 

For the full coding of participant answers, see question 18 at: 

https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?us

p=sharing 

https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?usp=sharing
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9.3.7 Question 19 

What are your associations with Norway? List all your associations. 

Nature 102 

Norway specific 54 

Activities 31 

People 21 

Climate 49 

Architecture 9 

Economy 59 

Sustainability 6 

Geography 8 

Food and beverages 13 

Places 9 

Animals 5 

University 3 

Culture 8 

Attributes 23 

Other 40 

None 3 

 
For the full coding of participant answers, see question 19 at: 

https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?us

p=sharing 

 

9.3.8 Question 20  

How do you perceive Norwegian citizens? In terms of openness, friendliness, approachability, … 

 

 

https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?usp=sharing
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Open/friendly/ approachable /60 60 

Little bit of both  16 

Not open/friendly/approachable 9 

Status 7 
  

Don’t open up easily 4 

Don’t know 24 

Compared to danes/Scandinavia  13 

Mood /behaviour 21 

Parties /1 1 

English skills  3 

 

For the full coding of participant answers, see question 20 at: 

https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?us

p=sharing 

 

 

 

 

 

https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1z0C7xQU742r0jGjIf_f1daT0V1nhSDQvQjrXOy38LaY/edit?usp=sharing
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9.4 Appendix from Analysis 

9.4.1 Association x Motivations 

 Amount of 

Associations 

Motivations to 

travel 

Positive/ negative/ neutral 

Nature 

 

102 74 

positive (beautiful, 

incredible,...)  

Norway specific 

phenomena 

54 

31 

positive (beautiful) 

Activities 31 36 neutral 

People 21 18 positive (friendly, nice,...) 

Climate 

49 

3 

neutral/ tendency towards 

negative 

Architecture 9 2 positive (interesting, beautiful) 

Economy 59 0 

negative (expensive, high 

prices) 

Sustainability 6 2 neutral 

Geography 8 4 netural 

Food and beverages 13 4 neutral 

Places 9 8 neutral 

Animals 5 0 neutral 

University 3 4 neutral 

Culture 8 4 neutral 

Attributes 

23 3 positive (beautiful, peaceful, 

fantastic, …) 

Other 40 18 neutral 

None 3 2 neutral 
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9.4.2 City specific associations 

 City specific associations Overall Norway 

associations that 

the DMO mention 

Tromsø northern lights, husky rides, sami, fjords, dark and light 

season, wilderness, urban life, university/ arctic research, 

polarmiljøsenteret, cold place with warm people, clean, pure 

nature, fresh air, mountains, lot of space, various 

experiences, world class arctic destination, arcitv capital 

sustainability, 

Norway all year 

round, culture 

Trondheim nordic flavors, food, culture, history, concerts, people Northern lights, 

fjords, now: food, 

culture, history 

Northern 

Norway 

Tourism 

Board 

good place to care for people, landscape and accessible 

nature, good place to find inner peace and strength, culture 

(history, art), Icons (experiences, famous attractions) 

nature, 

sustainability (as 

focus) 

 

 

 


