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Abstract 
The purpose of this study is to find out what people that recognize the municipality of Skurup actually                  
know about it. The study also aims to find out if the knowledge of a place affects the choice of residence.                     
Skurup is a municipality with 15 000 inhabitants located in southern Sweden. A survey was developed                
and sample of data from 200 research units that recognized the municipality of Skurup was collected. The                 
result showed that even though the respondents were familiar with the municipality they did not know                
especially much about it. Previous research showed that there is an ignorance in location knowledge. The                
recognition of locations is affected by increased globalisation. The conclusion was that people may              
recognize the place thanks to the increased globalisation including more travelling and more news from               
different places, but that their recognition do not have to mean that they have good knowledge about a                  
location. The choice of residential location is affected by different factors, but not directly the knowledge                
of the place. Place marketing is important for municipalities in terms of attracting visitors and residents.                
Knowledge can indirectly be seen as a factor that affects the choice of residence because the aim of place                   
marketing is to create knowledge about the benefits of the municipality. 
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1  Introduction 



The municipality of Skurup is located in southern of Sweden. It is reaching from Romeleåsens over                
Söderslätt down to the southern coastline. The regional centre in the municipality is Skurup and other                
urban centres is Rydgård, Skivarp and Abbekås (Wikipedia, 2016). Today there are around 15 000               
inhabitants in the municipality of Skurup (Skurups Kommun, 2016). The municipality of Skurup is              
known for several locations and associations. Abbekås Hamn and Mossbystrand is locations that are              
popular among tourists. Other sights in the municipality is Svaneholms Slott and Rydgårdsstenen. Skurup              
is also associated with being the native place of Nils Holgerssons. The character in Selma Lagerlöfs                
fairytale (Söderslätt Sydvästra Skåne, n. d.). Beyond these things Skurup also is known to have a rich                 
school culture and long time before the elementary education statue in Sweden was accepted it established                
a school in Skurup in 1793 (Emanuelsson, 2007).  

Location knowledge is the central thing in geography and in knowing something about a place (Dunn,                
2011). Today there is a widespread place name ignorance especially among youth. Increasing travelling              
and globalisation is adapted today regarding this matter (Hennerdal, 2016). This is central aspects to this                
study about what people know about a location. There is a connection between increased environmental               
experience, for example residence in a place, and increase in location knowledge (Ellis, 1997).  

A primary goal for a municipality is to develope the location into an attractive place for tourists to visit                   
and for residents to live in. This can be made through place marketing. Previous research has shown that                  
the location tends to be attractive if there are attributes as good natural environment, a creative scene and                  
job opportunities (Zenker, Petersen, & Aholt, 2013). Places and in this case municipalities have to be                
attractive and create value for multiple stakeholders in order to reach development goals (Källström &               
Ekelund, 2016; Kavaratzis & Ashworth, 2008).  

The problem studied in this research is wh at people know about the municipality of Skurup . Further                
the idea of what is affecting the choice of living place has been studied.  

The purpose of this study is to find out what people in general that is familiar with the municipality of                    
Skurup actually knows about it. The knowledge is in this study quite basics and it aims to find out the                    
most basic things that people knows about Skurup. In a more general aspect the aim of the study is to find                     
out if there is a connection between the knowledge of a municipality and the choice of residential location                  
among people.  
 
2   Literature Review 
 
2.1 Location Knowledge 
Location of places is probably the most central aspect of geography. It can be hard to measure people’s                  
location knowledge and a wide range of questions and strategies are needed to judge it. Every location is                  
positioned on the earth and has neighbors and important global and continental contexts (Dunn, 2011).               
There is a widespread location knowledge among youth of today. A recent study has shown that there has                  
been some changes in the last 60 years regarding the place knowledge. This is because of an adaptation to                   
contemporary society where youth travel and receives news from many different parts of the world               
(Hennerdal, 2016). The location knowledge is increased with increases in environmental experiences that             
is improved by long term residence in a place. There is an increasing connection between experience and                 
knowledge of the environment. Experience of an area improves the accuracy in knowing about              
well-known landmarks (Ellis, 1997). 

https://sv.wikipedia.org/wiki/Romele%C3%A5sen
https://sv.wikipedia.org/wiki/S%C3%B6dersl%C3%A4tt


 
2.2 Demographical challenges  
Local governments need to understand demographic change as an important qualification for policy and              
planning. Demographic growth is therefore an important governance goal. Today there is a contradiction              
regarding municipalities with the greatest need to develope for how to cope with demographic decline are                
the ones with least resources and capacity (Syssner, 2016). The cause of urban shrinkage is often                
characterized of the same elements between different regions or cities. A well-documented cause i the               
independence from the country political context and dependence on the effects of globalisation on local               
industries. Other causes are social structural dependency and urban sprawl. This causes includes changes              
at the macro level such as economic restructuring, deindustrialization, globalization and political change             
(Reckien & Martinez-Fernandez, 2011). There is a lack of coherent strategies for how to deal with                
shrinkage and the cause is often lack of transparency and lack of understanding the best practice.                
Municipalities should develop long-term and consistent strategies on this complex issues (Syssner, 2016). 
 
2.3 what affects the choice of residential location 
If the demographic changes are overcome there are different ways to attract different stakeholders. Places               
have to be attractive for multiple people like tourist and residents in order to grow and achieve their                  
developmental goals. Issues that could hinder marketing of places as municipalities are the need of               
collective understanding and appreciation of place marketing, the achievement of wide cooperation and             
clear role allocation, the implementation of marketing as a long-term process and the expansion of               
marketing understanding to fields other than tourism development (Kavaratzis & Ashworth, 2008). To             
develop the municipality into a place that is good for tourists, residents and business can be seen as the                   
primary goals for municipalities. There are different dimensions that is important in research on citizen               
satisfaction. Urbanity and diversity, nature and recreation, job opportunities, and cost-efficiency are            
important aspects. The most significant attributes of a good place to live in are the natural environment,                 
the creative scene and job opportunities (Zenker, Petersen, & Aholt, 2013). Municipalities are working on               
creating interaction between themselves and their residents. The municipalities want to offer the residents              
a place from which the residents can create value. Things that creates value and affects the choice of                  
residence are the geographical locations and the natural environment, basic services, accommodations,            
urban quality, recreation and leisure, and the ambience of the place (Källström & Ekelund, 2016).               
Another aspect affecting the choice of residential municipality is the growing evidence of a significant               
difference between choices made by single individuals and those made by the same individuals when               
choosing collectively. Household location choices involves multiple members of a household with            
different preferences. The choice of residential location is therefore not always the first choice of all                
people (Marcucci, Stathopoulos, Rotaris & Danielis, 2011).  
 
 
2.4 Place Marketing 
Today it is necessary to be an attractive municipality. Place marketing is a good tool to communicate and                  
achieve this. The marketing should focus on making the place good and letting the world know about it                  
(Källström & Ekelund, 2016). “Place” can be seen as a complex concept and thereby is the marketing of a                   
place more complicated than more typical marketing contexts. A place is created by people and their                
actions and emerges and develops all the time by actions. Places should therefore in terms of marketing                 



be seen as dynamic concept created by changing and competing narratives in and over time, and from                 
tangible and material elements (Warnaby & Medway, 2013). Today place marketing is mostly appreciated              
in the field of tourism. But it can also be helpful in all aspects of urban development and making a place                     
more attractive and it starts with the residents. It is very limiting to only focus the place marketing on the                    
place as a tourism destination because then the place acquire a meaning which is probably not the                 
aspiration of residents. The place marketing among location in order to attract both visitors and residents                
is necessary today because of the increasing inter-urban competition between municipalities and cities as              
a cause of globalization (Kavaratzis & Ashworth, 2008).  
 
2.5 How to create value in a municipality 
The municipality have to create value to their residents in order to be attractive but the municipality as a                   
place can not itself can create value. The residents is responsible for value creation. The municipality                
have to have a service-based logic which primarily just assumes a role as a value facilitator for residents                  
and in that way support their value creation process. Value propositions that can create opportunities for                
the residents own value creation can be for example parks, exhibitions, playgrounds and beaches.              
Service-based logic thereby changes the focus from the place that the municipality provides to how the                
municipality should work in order to help its residents to create value (Källström & Ekelund, 2016).  
 
3   Methodology 
This paper is based upon a quantitative research method in order to answer the issue regarding what                 
people know about Skurup Municipality. A survey has been made in order to find the answers to the                  
problem.The results from the survey has been compiled and analyzed. Thereafter a conclusion from the               
collected data has been drawn.  

The survey was constructed with seven different items. The first question is if the respondent is                
familiar with Skurup in order to exclude the ones that did not recognize it at all. Then basic questions that                    
can be used in a further analysis were asked, like age and gender. Then the following items was about                   
what people know about the municipality. The last question was about if the respondent considers that the                 
knowledge of a place affects the choice of residential place. The items in three of the questions could be                   
answered through a likert-scale in order to transform letters into numbers and decrease the amount of                
possible answers. The scale goes from 1 to 5 where 1 is equivalent to not agree at all and 5 is to agree                       
completely. The other question have fixed answers where only one could be chosen. There is one                
exception regarding a question of different famous things in Skurup where it is also possible to chose                 
multiple answers and also respond with an open answer. The items with a likert-scale had a scale with                  
five alternatives. The question with multiple choices was chosen to just have five fixed answers to avoid                 
the positioning effect.  

The population of this subject is everyone that is familiar with the municipality of Skurup. From the                 
population a sample of 200 people has been chosen. The sample has been collected through the survey                 
that has been posted on various places on the internet, mainly facebook, where it has managed to get to                   
reach wide range of people.  

The use of a quantitative method is a very common source of data collection. It gives a opportunity to                   
get answers about how something actually takes place in the reality. It is a deductive method because the                  
items are formulated and assumptions about the subject has been drawn before the subject has been                



researched in reality. This is a disadvantage with the quantitative method. In this type of study this is                  
despite this the most fitting method. It gives opportunity to get close to the survey units and reach their                   
individual opinions (Jacobsen, 2002).  

A limitation of this study and the survey is that even if a person recognize Skurup, they may not have a                     
great amount of knowledge about the municipality. The result can have been affected because of the                
residential locations of the respondents. The ones that recognizes the municipality and lives close to it                
may have a greater knowledge than those who recognize it and lives far away. The method of data                  
collection may also limit the study because it mostly has reached people in Skåne, Halland and Västra                 
Götaland.  
 
4  Empirical results 
The municipality of Skurup is studied in this research. The data collected from the research has been                 
compiled in diagrams in this section. The results of the survey concerning matters as if the persons                 
consider themselves to be able to point out where Skurup is located and if they think they has good                   
knowledge about Skurup in general. Further there is data from a questions regarding which specific things                
about Skurup people know. Lastly data from the question if the knowledge about a place affects why you                  
chose to live in a certain place. Basic questions as gender and age were also asked and the age distribution                    
is compiled in a circle diagram. The charts shows the results of the survey in an easy and clear way.  
 
4.1 To point out where the municipality of Skurup is located  
The respondents answered if they could point out where in Sweden the municipality of Skurup is located.                 
To answer 1 is equivalent to not agree at all and to answer 5 is to agree completely. The result is shown in                       
figure 1. The result was quite equal between the different alternatives, but there is a predominant amount                 
of answers of people who can point out where the municipality of Skurup is located among the ones that                   
are familiar with the place. 
 
 



 
Figure 1 

 
 
4.2 How good is the general knowledge about the municipality of Skurup  
The survey units answered if they consider themselves to have good knowledge about Skurup. To answer                
1 is equivalent to not agree at all and to answer 5 is to agree completely. The result is shown in figure 2.                       
Most of the people that were familiar with the municipality of Skurup did not consider themselves to have                  
a good knowledge about it. 
 

 
Figure 2 



4.3 What people know about the municipality of Skurup  
The units answered what they since before knew about the municipality of Skurup. The respondents could                
in this question pick multiple choices between the fixed answers and also answer it as an open question.                  
The alternatives of things to associate to Skurup was Abbekås hamn, Mossbystrand, Svaneholms slott and               
the connection to Nils Holgersson. The result is shown in figure 3. Beyond the fixed answers the column                  
of “övrigt” consisted exclusively of answers about Skurups school culture and the folk high school in the                 
municipality. The most people recognized the connection with Nils Holgersson followed by Svaneholms             
slott.  
 
 

 
Figure 3 

 
 
4.4 How the knowledge about a municipality is connected to the residential location 
The respondents answered if they thought that the knowledge about their residential place contributes to               
that they live there. To answer 1 is equivalent to not agree at all and to answer 5 is to agree completely.                      
The result is shown in figure 4. The result of this question was varying but most people thought that there                    
were no connection. 
 



 
 
Figure 4 
 

4.5 Age distribution of research units 
The age distribution of the research units is compiled in a circle chart. The scale steps are 15 years. More                    
than half of the respondents were between 16-30.  
 
 

 
Figure 5 



5  Analysis  
The issue of this study, what people know about the municipality of Skurup , was researched and compiled                 
with a quantitative method. A survey was created with different items were the sample of 200 respondents                 
that was familiar with Skurup answered what they actually know about the municipality. The study also                
researches the factors that affects the choice of residential location and if the knowledge of a place affects                  
the choice. A literature review was made where previous research on the subjects knowledge of place                
location, demographical challenges for municipalities, choice of residential location and place marketing            
were studied. The analysis section shall analyze the result from the survey and also discuss it in terms of                   
the result from the literature review.  
 
5.1  The survey 
The survey was spread through social media and a sample of 200 units in the population of people that                   
recognizes the municipality of Skurup was collected. The data was compiled in charts to get a clear and                  
easy view of the result. Firstly looking at the age distribution (see figure 5) it is clear that there is a                     
predominant amount of people that is between 16 and 30. 57% of the sample was in this age group. 39,5%                    
of the respondents was between 31-75. People in different age groups may have different experiences and                
knowledge about locations. The ones that are elder may have more experience and therefore recognize               
more about different places and in this case the municipality of Skurup. This is something that can have                  
affected the result of the survey. It may have been different if a greater amount of elder people had                   
answered. The residential location of the respondents has probably also affected the result and it may have                 
been different if the survey had reached different parts of Sweden. 

In figure 1 the result of if people can point out the location of Skurup was compiled. The most people                    
answered that they could point it out or were not really sure. Some people answered that they had no idea                    
where Skurup is located even though the recognized the municipality. The literature review revealed that               
there is an ignorance in location knowledge today and that may be linked to that people recognize that                  
place but do not know where it is located.  

People that recognized Skurup did in general not consider themselves to have a good knowledge about                
the municipality (see figure 2). This is probably linked to the spread of the survey and that maybe not that                    
many people that is living near or in the municipality of Skurup answered the survey. That you recognize                  
a place is not cohesive with that you have good knowledge about the location. The knowledge about a                  
location is affected by the increased globalization with news from and travels to different parts of the                 
world. This can be the source of why people recognize a place as Skurup but can not point it out or have                      
not good knowledge about it.  

Regarding what people know about Skurup (see figure 3) the most people recognize the connection               
with Nils Holgersson followed by Svaneholms slott. The fairytale of Nils Holgerssons travel is something               
widespread that people all over Sweden is familiar with and it is probably because of that it is the leading                    
alternative. The school culture is also brought as an alternative and also that is something that concerns a                  
large part of the country because people from all over Sweden can search to a folk high school. In figure 4                     
the result of if the respondents thought that the knowledge of a place is decisive in the choice of                   
residence. The result was quite widespread but most people answered that it did not affect the choice of                  
residential location.  
 



 5.2 what affects the choice of residential location 
The result seen in figure 4 can be connected to previous research of what is significant when people                  
choosing location or municipality and what is creating value for the residents. Previous studies shows that                
the most important factors is urbanity and diversity, nature and recreation, job opportunities, and              
cost-efficiency. The municipalities want to offer the residents a place from which the residents can create                
value. Things that creates value and affects the choice of residence are the geographical locations and the                 
natural environment, basic services, accommodations, urban quality, recreation and leisure, and the            
ambience of the place. The value can be created if the residents is utilizing the service-based logic the                  
municipality is offering. The result from the survey is variating but most of the respondents do not think                  
that the knowledge of a place affects the choice of residence and the literature review pointed in the same                   
direction. It is probably the place marketing of a municipality’s advantages instead of the actual               
knowledge that affects the choice of residence among people.  
 
6    Conclusions  
To reply to the issue of what people know about the municipality of Skurup it can be said that in general                     
have people that is familiar with the municipality not that good knowledge about it. Most of the units can                   
point out where it is located but do not consider themselves to have good knowledge about it. The most                   
common thing that is recognized with Skurup is the connection to Nils Holgersson which is something                
that is recognized all over Sweden. If the person do not live close to the municipality it do not have                    
especially good knowledge about Skurup. The increased globalization has improved the recognition of             
location and just to hear the name of Skurup could make people believe they recognize it. People do not                   
have that good knowledge about Skurup, and in general people do not know much about locations they                 
never visited or do not live close to.  

The choice of residence is mostly affected by other factors than the knowledge about a place. The                 
knowledge has no direct connection to the choice och residential location. The place marketing of a                
municipality is crucial in order to get people to want to visit or live there. Factors as geographical                  
locations and the natural environment, basic services, accommodations, urban quality, recreation and            
leisure, the ambience, and job opportunities are important for people who is choosing residential location.               
These factor should be marketed in order to attract residents and visitors. It could be said that the                  
knowledge about a place indirect affects the choice of residence because the aim of place marketing is to                  
create knowledge of a location. This may not be something that is clear for people to see and therefore                   
people think that the knowledge do not affect the choice of location. 
 
7   Implications 
Future implications of this study in practical sense may be to understand what people know about Skurup                 
and by that use place marketing to attract inhabitants and visitors with the municipalities most beneficial                
qualities connected with what people demands when visiting or choosing residence.  

Future research on the subject could test the same things in other municipalities in Sweden and maybe                 
compare different locations in order to see if some municipality is better in marketing and by that learn                  
how to market a location successfully. Future research could also test which is the most crucial factors                 
that determines where people choose to live in Sweden. 
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