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Abstract 
 

Background: World economy of the 21st century places high demands on national 

economic systems. Governments implement various initiatives to enable a more effective 

cooperation between universities and industries in order to increase competitiveness of their 

economies. Science Parks represent one type of such initiatives. It is assumed that they support 

regional economic growth by means of technology transfer from university to industry. Science 

Parks usually incorporate incubation programs, which enable creation of NTBFs by university 

staff and students. Science Parks have to ensure its organizational development by providing paid 

services, especially in form of incubator program. Therefore, Science Parks are regarded in our 

research as service companies. In order to enable creation of NTBFs Science Parks have to be able 

to attract talented researchers and students. In our research, we focus on students and consider 

them as potential customers for Science Parks. Previous research focusing on the problem of 

students’ attraction to these organizations is scarce. We implement marketing communication 

theory to address the problem of students’ attraction to Science Parks. 

Aim: Our research is set to identify content for a marketing communication strategy of a 

science park, which considers students as potential customers.  

Theoretical background/Methodology: In order to fulfill the aim of the research we 

implement case study strategy. We collected primary and secondary data. The case organization 

is presented by Dalarna Science Park (located in Borlänge, Sweden), where we collected secondary 

data. It was incorporated in our research as handout materials that enabled Focus Group 

discussions. Focus groups with students from Dalarna University presented the source of primary 

data. Question guideline for focus groups was based on principles of marketing communication 

theory, which we used as the primary theory of the research.  

Conclusions: Results indicate that students regard business incubator services of a Science 

Park as useful for those who have business ideas. It can be considered as positive prerequisite for 

a marketing communication strategy. In order to attract students with ideas of starting own 

ventures, a Science Park should engage students into various events, such as workshops, 

discussions and seminars. The organization should constantly inform students about its nature and 

activities and create an image of a young successful entrepreneur, which students are attracted to. 

For this purpose a Science Park can use Internet as means of both spreading its messages to 

students and enabling WOM recommendations among them. 

Key words: Science Parks, marketing of services, marketing communications, students as 

potential customers 
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I. Introduction 

World economy of the 21st century is characterized by overlapping and conflicting 

processes of mass production on the one hand, and high product diversification and localization 

on the other (Bond & O'Byrne, 2014). It poses high demands on national economic systems. 

Advanced countries are placed in the situation of tough competition by the need for constant 

improving of their production and technological capacities in order to keep up with the high speed 

of new product implementation on the market (Park, 2002). Therefore, European and other 

advanced and developing countries invest heavily into initiatives that enable technology transfer 

from universities to industries (Park, 2002; Westhead et. al., 2000; Link et.al., 2007). 

In order to enable technology transfer, national governments introduce initiatives that link 

universities and industries. The assumption behind it is that universities are repositories of 

scientific knowledge, innovative potential and research expertise, which should be transferred to 

companies so that to increase their market competitiveness. The common mechanism, which 

enables university-industry connection is Science and Technology Parks (further referred to in the 

paper as Science Parks) (Vedovello, 1997; Jones-Evans et.al., 1999; Löfsten & Lindelöf, 2002, 

2003, 2005; Link et. al, 2007).  

As it is often the case in social and business research, there is no clear definition of Science 

Park and researchers tend to use interchangeably the notions of ‘Science Park’, ‘Research park’, 

‘Technology Park’, ‘Business Park’ (Löfsten & Lindelöf, 2002, 2003, 2005). Link et al. (2003) 

regards “Science parks are an innovation that reorganizes the method of applying scarce research 

resources to the production and application of knowledge by combining university and industry 

resources in a new way” (p. 1334). Another definition originates from the International association 

of Science Parks (IASP). It defines a Science Park as “an organization managed by specialized 

professionals, whose main aim is to increase the wealth of its community by promoting the culture 

of innovation and the competitiveness of its associated businesses and knowledge-based 

institutions (IASP, 2019).” According to the first definition, Science Parks stimulate transition of 

academic research into industries. The second definition emphasizes outcomes of such transition, 

namely contribution to regional economic and innovative development.  

Regional economic growth is provided by Science Parks by means of technology transfer 

from university to industry by supporting creation of so-called new technology-based firms 

(NTBFs) (Westhead et. al. 2000; Sofouli et.al., 2006). Such firms are often established by 

university staff and represent practical application of scientific research. Governments support 

creation of NTBFs because they show higher business growth rates than low-technology based 

firms. They provide new job-opportunities and possibilities to expand export activities to new 
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markets with lower technological capabilities, which generates more wealth for the region 

(Westhead et. al., 2000; Löfsten & Lindelöf, 2002). In order to support and promote creation of 

NTBFs in the region, Science Parks usually incorporate in their structure an incubation program 

(Sofouli et.al., 2006; Ng et. al., 2019).  

Science Parks may vary in size and type of ownership (Ng et. al., 2019). Size of Science 

Parks vary in terms of surface area, number of hosting organizations and services. In relation to 

ownership structure, Science Parks can be private, public, joint-ventures, triple helix ventures 

(partnership between university-industry-government) (Link et. al., 2006; Ng et. al., 2019). 

Irrespective of a form of a Science Park, scholars have identified common objectives that all 

Science Parks share. Apart from serving as a link between universities and industries and 

supporting creation of NTBFs, they should also create synergies between firms in the region and 

outside of it. Science Parks should contribute to development of industrially declined areas by 

improving image of the location, attracting innovative businesses there, which should eventually 

improve economic performance of the region. (Jones-Evans et.al., 1999; Westhead et al. 2000; 

Löfsten & Lindelöf, 2002, 2003, 2005; Etkowitz & Zhou, 2017).  

In order to accomplish the aforementioned objectives Science Parks should “possess a 

magnet-like attraction for this special class of people who have the ability to drive the growth of 

an entire region” (Cadorin, 2017, p. 156). In other words, Science Parks have to be able to attract 

talented individuals.  

Although Science Parks are considered as non-profit organizations, they have to ensure 

organizational growth by providing certain paid services, like facility rental services for firms and 

entrepreneurs, business incubation programs accompanied by fees from encubatees, business 

trainings and other consulting services (Westhead et.al., 2000; Bakouros et. al., 2002; Sofouli 

et.al., 2006; Ng et. al., 2019). In this regard, as any other service organization, Science Parks have 

to be able to promote its services to different stakeholders and create distinctive brand image in 

order to facilitate creation of institutional and business links. To fulfill this, effective marketing 

communication strategy is needed.  

The general goal of marketing communications (also referred to as promotion) is to 

provoke audience’s engagement and enable an organization to build its brand image and 

differentiate itself from other organizations on the market (Pickton & Broderick, 2001; Fill, 2009). 

Marketing communications link people, places, events, brands, experiences and memories so that 

to create a special brand image in minds of customers (Kotler & Keller, 2012; Fill, 2009) 

The organization can promote products or services (Kotler & Keller, 2012; Fill, 2009). 

Marketing of products and services follows different aims. Product promotion aims at increasing 

sales of a company by satisfying needs of its target audience. In our research, a science park 
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represents a service organization. When a company promotes services, apart from satisfying 

customers’ needs, it also seeks to create and maintain good relationships with them (Grönroos, 

1997; Wirtz, 2011). In this case, an organization prioritizes customers’ opinion and attitude 

towards its services and uses it to improve them, while at the same time increasing its customer 

base (Grönroos, 1997; Heinonen & Strandvik, 2015). 

In order to engage customers and create a special brand image in their minds, companies 

implement communication mix, which consists of three elements: messages, tools and media (Fill, 

2009). Services of a company should present certain value for customers, therefore, differentiation 

of a customer group, which implies identification of its inherent features and demands, constitutes 

a crucial element of a marketing communications strategy. It determines what kind of messages, 

tools and media a company should apply to engage and persuade the target group of customers 

(Fill, 2009; Kotler & Keller, 2012).  

 

1.1. Students as potential customers  

Future entrepreneurs and ‘early-stage companies’ are customers of incubator services of 

Science Parks (IASP). Students from near-by universities can be considered as potential customers 

of Science Parks as they also have the potential of starting their own business.   

Academic literature where students are regarded as customers shows that, in terms of 

media, students is the most Internet-using group. They use Internet and, in particular, social media 

in order to both find out useful information and share their opinion with peers (Weinstein et al., 

2017; Sekerin et al., 2018). The case of Mjärdevi Science Parks proves this point, as the Park used 

widely social media to attract students to its activities (Cadorin et. al., 2017). This customer group 

also puts a lot of emphasis on the quality of internet-page of a company, including its practical use 

and design (Sekerin et al., 2018).  

Students perceive short animated messages easier and are keener to pay attention to such 

form of conveying information, rather than spending time in reading long-pieces of written text 

(Royo-Vela et al., 2016; Weinstein et al., 2017). Sekerin et al. (2018) in their paper of attracting 

students to a Russian university suggest applying communication tools from the sphere of 

interactive marketing. The researchers argue that this marketing framework suits best for engaging 

students as interactive marketing implies widespread use of Internet in form of blogging, search 

engine marketing, social networking etc. 

 

1.2. Students as source of talent for Science Parks 

Creation of Science Parks reflect assumptions of practitioners that technological 

innovations originate from scientific research (Westhead, 2000). The key to successful 
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commercialization of scientific research depends on the Science Parks’ abilities to develop 

relationships between individuals from academia (i.e., researchers, engineers, students) and 

entrepreneurs (Vedovello, 1997). In order to develop such relationships, Science Parks should be 

able to attract talented researchers and students.  

As it has been mentioned before, Science Parks usually incorporate business incubators 

which support creation of NTBFs by young entrepreneurs. The research on student entrepreneurs 

shows that overall students are interested in entrepreneurial career (Bergmann et. al., 2016). Policy 

makers and scholars regard students as the group with high innovative potential and energy, 

therefore they promote initiatives and positive entrepreneurial attitude to support student 

entrepreneurship (Uslay et.al., 2002; Dabic et. al., 2012). On the university level, more and more 

universities implement entrepreneurial programs and courses, grants and competitions. 

Universities provide students with relevant professional and entrepreneurial knowledge, so most 

ambitious students are keen to test their entrepreneurial capabilities even before they graduate 

(Bergmann et. al., 2016).  

While previous studies on Science Parks have mostly focused on investigating academic 

start-ups created by faculty staff, there is also evidence that start-ups created by students 

substantially contribute to technology transfer from university to industry (Åstebro et al., 2012). 

This makes students as valuable stakeholders for Science Parks. In order to enable more effective 

technology transfer from university to industry, Science Parks have to pay special attention to 

attracting more students into their incubator programs, especially with IT or engineering degrees 

as students from these professional spheres are assumed to be more likely to open NTBFs (Uslay 

et.al., 2002; Lüthje et al. 2003).  

The problem of students’ attraction to Science Parks is discussed only partially in academic 

literature. Such papers primarily reflect the overall assumption that Science Parks should build 

close cooperation with universities in order to attract talented researchers and students so that to 

enable creation of NTBFs (Vedovello, 1997; Link et. al., 2003, 2006, 2007; Löfsten & Lindelöf, 

2005). One of the papers that takes on perspective of talent attraction in general is the paper by 

Cadorin et.al. (2007), which traces development of Mjärdevi Science Park. The paper 

acknowledges the problem of attraction of talented students to the Science Park and mentions some 

of the activities, which the Park implemented in this respect only as part of other programs and 

activities that contributed to the successful development of the Park (Cadorin, 2017).  

 

1.3. Research problem & aim of the research 

We consider Science Parks as service companies that should attract its customers. Students 

represent an important customer group for Science Parks. To our best knowledge, there are very 
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few studies, which focus primarily on the problem of attraction of students to Science Parks. This 

topic remains under-researched in the academic literature. Therefore, we would like to introduce 

the following aim of our research. 

 

Aim of the research is to identify content for a marketing communication strategy of a 

science park, which considers students as potential customers.  

Research questions:  

1. What are the most suitable ways of communication between students and a science 

park? 

2. What is the attitude of students to a business incubator program of a science park?  

 

In order to fulfill the aim and answer the research questions we will analyze the case of 

Dalarna Science Park (DSP). Dalarna Science Park is a publicly funded non-profit organization, 

which is institutionally divided from the Dalarna University. It is located in Borlänge (Sweden), 

Dalarna Region, near one of the campuses of Dalarna University, which encompasses mainly 

business, IT and engineering departments. 

DSP like other similar parks promotes transformation of innovative ideas into knowledge-

based firms, this way promoting entrepreneurship and regional growth (Dalarna Science Park, 

2019). Dalarna Science Park incorporates a business incubator that supports small companies in 

their aspiration to grow as well as skillful, innovative professionals who wish to turn their ideas 

into business (Dalarna Science Park, 2019). In January 2019, the business incubator launched an 

initiative to attract more students to their facility who have innovative ideas and/or striving to open 

their own business (Ställberg, Fränne & Sjöberg, 2/2019).  

Future entrepreneurs and ‘early-stage companies’ are customers of incubator program of 

DSP (Dalarna Science Park, 2019). In the framework of the current research, students of Dalarna 

University are considered as a group of potential ‘costumers’ for the services of Dalarna Science 

Park. Although DSP constantly works on attracting students to take part in various activities held 

inside the science park, it lacks marketing communicative strategy to attract students from Dalarna 

University (Ställberg, Fränne, Sjöberg, 2/2019).  
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II. Theoretical Background  

2.1. Marketing Communications   

The concept of exchange is central in the field of marketing. The exchange takes place 

between at least two parties wherein one of the parties should offer something of value for the 

other party and receive something in return. Companies manage the exchange process by analyzing 

needs of their customers, identifying the group/s of customers with common characteristics that 

they want to target, creating an offer, which fulfills the needs of the identified customer group, 

using various channels in order to make the customer group aware of their offer. McCarthy in 1960 

combined the enumerated marketing activities into 4Ps marketing mix – product, place, price and 

promotion. Promotion (further referred to as marketing communications) is set to communicate 

values of products or services to the target group of customers while using other elements of 

marketing mix (Duncan & Moriatry, 1998; Fill, 2009).  

In our research we focus on the inherent features of marketing communication of services 

as inferred from previous research, because we regard Science Parks as service organizations.  

 

2.1.1. Marketing of services  

 “A service is any activity or benefit that one party can offer to another that is essentially 

intangible and does not result in the ownership of anything. Its production may or may not be tied 

to a physical product” (Bloom & Kotler, 1984, p. 147).  

Approach to marketing of services should differ from marketing of goods due to 

intangibility of services (Legg & Baker 1987; Bloom & Kotler, 1984; Mittal, 1999; Grönroos, 

2004). Intangibility of services implies that unlike goods they do not have physical representation. 

In order to purchase a service, a buyer “has to have faith in service provider” (Bloom & Kotler, 

1984, p. 147). Researchers emphasize that due to intangibility of services, marketing of services 

becomes especially challenging for companies (Legg and Baker 1987; Mittal, 1999; Grönroos, 

2004).  

Services in terms of scope and quality depend on the service provider. Therefore, before 

purchasing of services, customers try to receive recommendations from their peers (Bloom & 

Kotler, 1984; Loveclock & Gummerson, 2004). Services are perishable. Unlike goods, they cannot 

be stored for future customers. Therefore, service companies implement various marketing tools 

to keep the level of consumption of their services. They can offer additional service to clients or 

try to involve clients into the service creation, which in its turn increases loyalty of the latter 

(Bloom & Kotler, 1984; Loveclock & Gummerson, 2004). The most distinctive feature of services 
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is that customers consume services and this process is extended in time, as they perceive service 

production process as part of service (Grönroos, 1997, 2004). 

George & Berry (1981) suggest a number of general guidelines for marketing of services. 

First, as far as service quality depends on employees’ behavior, service marketing should be 

directed at improving their marketing skills. Second, because customers perceive certain risk in 

purchasing of services, they seek recommendations about service provider. Therefore, service 

marketing should be directed at stimulation of positive word-of-mouth recommendations. Third, 

service marketing should apply certain cues, which are images, objects, logos to add tangibility to 

the service (as cited by Mittal, 1999). 

Researchers consider the third guideline presented by George & Berry (1981) as the key 

for service marketing (Stafford, 2002). Services do not exist until they are purchased. Therefore, 

it is hard for customers to understand them, differentiate them from other services and overcome 

trust barrier for purchasing them. Adding tangibility to services should help address the 

enumerated difficulties of service marketing (Stafford, 2002). This way, researchers advise to 

make ‘‘services appear more tangible through a communication strategy that treats the services, to 

some extent, as goods’’ (Berry, 1986, p. 51 as cited by Stafford, 2002).  

In the next part, we will elaborate on ways and principles of effective marketing 

communication of services as referred to in the academic literature.  

 

2.1.2. Marketing Communication of services 

Companies use marketing communications (MC) for two main reasons. On the one hand, 

MC helps to develop brand values, which are set to make customers differentiate certain brand out 

of other similar brands and attach positive attitude to it. On the other hand, MC helps to “shape 

behavior” of customers in a way of targeting their feelings and initiating response from them, 

primarily, in form of purchasing of a product or service (Fill, 2009, p. 9). There is no unique 

definition of marketing communications. In our research, we adopt definition suggested by Fill 

(2009, p.18)  

“Marketing communications is a process through which organizations and audiences 

engage with one another. Through an understanding of an audience’s preferred communication 

environments, participants seek to develop and present messages, before evaluating and acting 

upon any responses. By conveying messages that are of significant value, participants are 

encouraged to offer attitudinal, emotional and behavioral responses.” 

 

Nowadays, marketing communications has evolved into a long-term company strategy, 

involving management process where an organization engages with its various audiences in order 
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to inform, persuade, reinforce, differentiate or support the business transaction. Such framework 

is referred to as integrated marketing communications (IMC) (Pickton & Broderick, 2001). In 

essence, IMC is combination of different communication tools (e.g. advertising, sales promotions, 

personal selling, public relations) which are bound to convey a congruent message to customers 

(Stafford, 2002; Kehinde, 2011). Integration relates to the idea that all marketing communication 

activities should deliver common message to one target audience or several messages to various 

audiences that should be controlled and promoted by management of the organization (Pickton & 

Broderick, 2001). This technique is called “one voice” approach, which “emphasizes unity among 

various communication and promotional tools to reflect a single positioning strategy at the outset 

of a promotional campaign” (Stafford, 2002, p. 395).  

IMC is especially useful for promotion of services (Stafford, 2002). As it has been noted 

before, service companies should add tangibility to their services in order to ensure attraction of 

customers (Mittal, 1999; Stafford, 2002). By means of integration of communication tools under 

common message, a service company can ensure a more concrete and persistent meaning creation 

in customer’s minds (Mittal, 1999; Stafford, 2002; Pickton & Broderick, 2001).  

As George & Berry (1981) suggest, that marketers should strive to convey one congruent 

message “through continually stressing distinctive symbols, formats and themes to strengthen a 

service’s image and differentiate it from its competition” (as cited by Stafford, 2002, p. 395). The 

congruent message does not imply that a company should use same messages for all customer 

groups, but it implies that messages should be appropriate for a certain audience. At the same time, 

all messages should consistently present common values of the company. IMC applied to 

promotion of services adds tangibility to them by enabling customers grasp the nature of services 

better and link it to the brand image of a company (Duncan & Moriarty, 1998). 

By stimulating audience’s engagement with a company’s brand, IMC enables brand 

relationships, which constitutes a basic element of relationship marketing (Duncan & Moriarty, 

1998). Modern perspective on service marketing stresses the importance of not only attracting 

customers, but also increasing their loyalty and retention by strengthening ‘relationships’ between 

service companies and their clients (Vargo et. al., 2004; Sirdeshmukh et al., 2002; Grönroos, 

2004). In this regard, IMC by conveying uniform and consistent messages to customers forms 

coherent perceptions of a company in their minds, which serves as basis for brand relationships 

(Duncan & Moriarty, 1998; Grönroos, 2004). In order to enable positive brand relationships, 

service companies should be able to control its planned communication with customers (especially 

service messages it delivers) and unplanned communications (word-of-mouth references) (Duncan 

& Moriarty, 1998; Fill, 2009). 
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Following the predominant customer-centric perspective in service marketing, researchers 

regard IMC as the technique that helps establish and maintain good relationships between service 

companies and their customers (Grönroos, 2004; Finne & Grönroos, 2009, 2017). Stronger 

relationships with customers enable the company to retain them and increase their packages of 

consumed services, this way providing the business with steady flow of profit. IMC should focus 

on inherent characteristics of the target audience, as well as other external factors (like, 

institutional and social environment) in order to stimulate creation of the desired meaning of 

company’s services in minds of the audience (Vakratsas & Amber, 1999; Finne & Grönroos, 2009, 

2017). In order for IMC to strengthen relationships between service companies and their clients, 

communication of services to the customers should be persistent and take on the form of long-term 

strategy (Finne & Grönroos, 2009).  

IMC applies communication mix of tools, media and message (Fill, 2009). These elements 

of communication mix we will elaborate on in the following sections. 

 

2.1.2.1. Tools 

Marketing communication tools are advertising, sales promotions, public relations direct 

marketing and personal selling (Fill, 2009). Increased usage of Internet technologies to 

communicate with customers brought e-commerce as additional element to communication mix 

(Finne & Grönroos, 2017).  

“Sales promotions offer a direct inducement or an incentive to encourage audiences to buy 

a product/service sooner rather than later” (Fill, 2009, p. 562). Although, sales promotions usually 

refer to marketing of products, they can also be used for service promotion. Sales promotions for 

services can be applied by means of engaging the target audience into an event. This technique 

reinforces brand experience by connecting it to positive emotions of individuals (Fill, 2009).  

Advertising is widely used for promotion of services. Advertising helps strengthen brand 

recognition and engage customers “by informing, changing perceptions and building brand values 

or by encouraging a change in behavior” (Fill, 2009, p. 437). Researchers suggest several 

advertising strategies in order to successfully communicate intangible nature of services to the 

audience. Physical representation is one of them. This strategy implies using images or other cues 

from physical reality while advertising services. It helps, create identity of a service firm in minds 

of the audience. Tangibility of services in advertisements create brand associations by linking the 

brand with specific object, feature or property (Legg & Baker, 1987; Mittal, 1999; Stafford, 2002).  

Services are abstract and general. In order to overcome these features of services, 

researchers suggest implementing another advertising strategy, called documentation. This 

strategy implies documented presentation of the service performance as inferred from company 
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reports. This strategy enables service companies create trust among their customers for their 

services by “showing facts and figures” (Bloom & Kotler, 1984; Mittal, 1999; Stafford, 2002).  

As it has been mentioned before, customers perceive certain risk before making purchasing 

decision of services. Therefore, they talk to their peers or search feedback about service companies 

on the Internet. In this regard, apart from presenting documentation, service companies may also 

add value to positive word-of-mouth recommendations by asking current customers to comment 

about their service satisfaction, which is considered as indirect service advertising (Bloom & 

Kotler, 1984; Legg & Baker, 1987; Mittal, 1999; Stafford, 2002).  

The abstract nature of services can be addressed by such advertising strategy as service 

process episode. This strategy helps customers grasp and understand the nature of the service. In 

this regard, marketers make staged presentations and exhibitions, record videos where they explain 

and present benefits of the service to prospective clients. Service firms can also present so called 

case histories where they present a case of a client and the process of cooperation with the client 

and what benefits this client received from cooperation with this firm (Bloom & Kotler, 1984; 

Mittal, 1999; Stafford, 2002).  

Benefits that customers derive from consuming services usually belong to the social and 

psychological realms. They relate to relationships with others and perception of self from these 

relationships; identity and hedonistic desires. Therefore, service advertisement should link these 

subjective benefits to objective images. Service marketers often implement transformational 

advertisement in this case (Mittal, 1999; Stafford, 2002; Fill, 2009). Transformational adverting 

uses images which depict lifestyles, personalities, level of prestige and can refer to culture or mood 

(Cutler et.al., 2000). This form of advertising links brand and images which customers would not 

typically connect with the brand. Transformational advertisements provoke new experiences from 

consumption of promoted services, this way transforming brand perception in minds of customers 

(Cutler et.al., 2000; Mittal, 1999).   

Another communication tool used to improve brand recognition is public relations (PR). 

Although PR activities can stimulate purchasing behavior of customers, companies should 

primarily use them to maintain and develop its brand (Bloom & Kotler, 1984). Service companies 

mostly rely on such PR tools as written and audio-visual materials (for example, brochures, 

newsletters, annual reports, corporate films). PR activities and tools add tangibility to services and 

enable customer to differentiate among brands easier (Bloom & Kotler, 1984; Mittal, 1999; 

Stafford, 2002; Fill, 2009).  

“Direct marketing presents another communication tool used to create and sustain a 

personal and intermediary-free communication with customers, potential customers and other 

significant stakeholders” (Fill, 2009, p. 504). A service company can implement direct marketing 
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as primary marketing tool or a complementary sales channel. It mainly implies usage of media. 

The main types of direct marketing are internet-marketing, telemarketing, direct mail, face-to-face 

selling (Fill, 2009).  

Personal selling (or face-to-face selling) is considered as one of the best ways of service 

promotion. This communication tool implies personal communication between service provider 

and a customer (Bloom & Kotler, 1984). It plays crucial role in persuading customers to buy a 

service and enables building and maintaining individual relationships with clients, which 

contributes to the customer retention (Weitz & Bradford, 1999). Personal selling may occur at the 

same time with providing service to existing customers, when service provider offers additional 

services. Service companies also try to combine personal selling and entertainment, by giving 

presentations, speeches at corporate events, country clubs, political groups, and other 

organizations. Such personal selling activities in this regard are framed by other public relations 

activities, which enable strengthening links with existing customers and targeting potential 

customers (Weitz & Bradford, 1999; Bloom & Kotler, 1984). It also increases brand loyalty and 

enables positive word-of-mouth references about the company (Fill, 2009).  

In the paragraph on PR we have already enumerated media which a service company 

primarily uses to promote its services. In the next part we will elaborate on it in more detail.  

 

2.1.2.2. Media  

Media offers wide range of communication channels. (Fill, 2009; Pickton & Broderick, 

2001). Service companies rely greatly on printed media, broadcast media and Internet. The media 

choice should be based on the preferred communication channel of the target group, type of 

offering and type of message (Bloom & Kotler, 1984). For example, younger generations of 

customers nowadays are more prone to using Internet to gather information about the company 

and its services and receive feedback from previous and current customers. Therefore, service 

companies apply various tools from inbound marketing, among which are content marketing and 

social media marketing to inform and effectively promote its services to potential customers 

(Mangold & Faulds, 2009; Royo-Vela & Hünermund, 2016; Weinstain & Donovan, 2017).  

Broadcast media and video channels in the Internet enable visual stimulation (Mittal, 1999; 

Stafford, 2002; Royo-Vela & Hünermund, 2016), which helps to convey the nature of service to 

potential customers, while printed media suit better for announcements and informational purposes 

(Bloom & Kotler, 1984).   

In general, media conveys two types of messages. The first type makes audiences develop 

associations and attitudes to brands. The second one provokes emotional (and mental) as well as 
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physical responses (Fill, 2009). In the next sub-chapter, we will elaborate further on how a message 

should be constructed and what types of messages service companies can use.  

 

2.1.2.3. Message  

Messages are conveyed through media. They can be purely informational or, on the 

contrary, they may call for certain emotions or the mix of both (Fill, 2009; Pickton & Broderick, 

2001). “Messages should reflect a balance between the need for information and the need for 

pleasure or enjoyment in consuming the message and should either draw a firm conclusion for the 

audience or allow people to draw their own conclusions from the content” (Fill, 2009, p. 786). 

Message design requires careful handling so that it will not create opposing views from the 

audience. For this reason, on the one hand it is very important to understand the audience’s point 

of view before designing the message. On the other hand, a company should consider the best way 

to transfer key points of its values (Fill, 2009). The message should comply with certain criteria in 

order to create the desired effect. These criteria are desirability, exclusiveness and believability. 

The message should present something desirable and interesting for the audience. It should convey 

special traits of the offering by differentiating it from other like-wise offerings on the market. 

Finally, the appeal must be believable (Bloom & Kotler, 1984).  

It is important to choose the correct wording for the message. One must find correct words 

that draw attention, but do not overload the message with information. Slogans and headlines must 

be properly designed to become memorable and convey meaning to customers (Bloom & Kotler, 

1984). The message should be properly styled. It can be followed by pictures, incorporated into a 

movie or a presentation (Bloom & Kotler, 1984). 

It is important for service providers to both convey informational and emotional messages. 

Informational are mainly presented in forms of demonstrations, comparisons and contain factual 

data. By means of such appeals, customers learn about services and the company, which provides 

them that creates basis for further customer engagement (Mittal, 1999; Bloom & Kotler, 1984).  

Emotional appeals mainly utilize such feelings as fear, humor, lust. They can use such 

techniques as animation, music, fantasy and others that are especially useful for service promotion. 

Emotional appeals can create such strong emotional connection between a brand and an individual 

so that the individual relates experience from consuming products or services of an advertised 

brand with a certain set of feelings, which were previously not related with the brand if the 

individual had not seen the advertising. Thus, emotional appeals can transform attitudes of 

audiences and can create stronger brand loyalty than informational appeals (Cutler et. al., 2000; 

Fill, 2009).  
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Emotional appeals, nevertheless should be used with caution. First, they should be used 

with services, consumption of which are closer to emotional process than thinking process. 

Second, emotional appeals contain less information than informational ones. This way they are 

open for interpretation, which means that one and the same emotional message can be perceived 

differently by different people. Although, emotional messages are generally more memorable than 

informational ones, their level of persuasiveness depends on how relevant the current emotional 

appeal for the current audience is (Leonidou & Leonidou, 2009). Thus, using emotional messages 

to promote service requires thorough planning of the content of such appeals, because there is high 

chance that the audience may misinterpret the message.  

 

Entrepreneurship  

Science Parks by means of their incubation programs promote entrepreneurship. The 

concept of entrepreneurship does not have the common definition. Entrepreneurship can be 

defined in accordance with three different approaches. They are “trait”, “behavioral” and 

“opportunity recognition approach” (Kobia et al., 2010; Hatten et al. 1995; Lüthje et al. 2003; 

Maresch et al. 2016). The trait approach focuses on ‘traits’ of character, that lead a person to take 

certain decisions, including a decision to open own business. This implies that an entrepreneurial 

individual is the one who feels in control of his/her life, has a ‘can-do attitude’ to any activities, 

and is ready to risk while reaching certain results (Kobia et al., 2010; Hatten et al. 1995; Pittaway 

et al. 2007; Lüthje et al. 2003; Pauceanu et. al. 2018).   

The “behavioral approach” converge with “the approach of opportunity recognition” in a 

sense that an entrepreneur is an individual who recognizes an opportunity to apply its “innovative 

behavior” combined with “strategic management practices” in order to open his/her own business 

(Kobia et al. 2010, p. 118). From the perspective of behavioral approach, entrepreneurial 

individuals are those who open new companies (Kobia et al. 2010; Choi et al., 2007; Zhang et al., 

2015).  

Entrepreneurship in our study is regarded, therefore, as the process of opening of a new 

enterprise with assistance from business incubator (Kobia et al. 2010; Pittaway et al. 2007; 

Zellweger et al., 2011; Van Gelderen et al. 2008). An entrepreneur is an individual who is able to 

recognize and seize a business opportunity on the market (Kobia et al. 2010; Pittaway et al., 2007). 

Scholars and policymakers consider entrepreneurship as the main source of innovation, 

which subsequently results in economic development by contributing to growth and decreasing of 

unemployment (Kobia et al., 2010; Dabic et. al., 2012; Jansen et al., 2015). Therefore, policy 

makers implement various initiatives for improving current infrastructure and make it more 

supportive for new venture creation. Science Parks with their incubation programs are part of such 
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initiatives (Löfsten & Lindelöf, 2005). Students, especially from business schools and technical 

fields are regarded as potential entrepreneurs who can add value to innovative and economic 

growth of the region (Lüthje et al. 2003). Thus, universities started to implement entrepreneurship 

courses. Some of those programs provide direct links between their graduates and incubators from 

near-by Science Parks (Cadorin et. al., 2017).  

In order to attract students to the idea of becoming an entrepreneur, researchers have 

conducted numerous studies which focus on students’ attitude to entrepreneurship and attempt to 

evaluate entrepreneurial intentions before and after the corresponding course. Regarding students’ 

attitude to entrepreneurship, studies show that promotion of entrepreneurship as an alternative 

career choice and images of successful business founders can change students’ perception of this 

activity from negative to positive one (Hatten et. al., 1995; Lüthje et al. 2003; Dabic et. al., 2012). 

Other studies indicate that stronger social support (from families and community) coupled with 

external policy initiatives (university programs and Science Parks) influence entrepreneurial 

motivation (Dabic et. al., 2012). Therefore, promotion of entrepreneurship through various sources 

can result in more students choosing it as their primary career.  

 

2.2. Students as potential customers 

The perspective on students as potential customers for a service organization is not a new 

one. In scholarly research, it was introduced back in 1991. Most of the research approaching the 

topic of ‘students as potential customers’ refers to the customer relationships between students and 

the university, where the university is regarded as the provider of educational services (Guilbault, 

2018).  

Marketing studies on students suggest that service organizations in general should treat 

them as any other customer group (Kazeroony, 2011). Students value customer-oriented attitude 

of an organization, friendly behaviour of its employees, competence showed by employees of a 

service organization. For a service organization, increased customer satisfaction leads to increased 

retention rates. Studies on students show that the above-mentioned organizational qualities result 

in higher levels of trust among students to a service provider, therefore increase their retention 

rates as customers. Additionally, it leads to positive word-of-mouth recommendations to peers and 

increases chances for an organization to attract new students (Ghosch et. al., 2001; Kazeroony, 

2011; Casidy, 2014; Guilbault, 2018). As students value customer-oriented companies, 

relationship approach to marketing is considered as appropriate for them (Guilbault, 2018).  

As it was mentioned in the previous chapter, word-of-mouth recommendations help 

customers overcome risk barrier and create initial trust in a service provider before making 

purchasing decision (Bloom & Kotler, 1984; Mittal, 1999, Stafford, 2002). For this purpose, 
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students widely employ social media (Mangold & Faulds, 2009; Royo-Vela & Hünermund, 2016). 

Therefore, in order to increase brand recognition and stimulate service purchasing behavior and 

engagement of students, a company should try to initiate positive eWOM (electronic word-of-

mouth) (Mangold & Faulds, 2009; Royo-Vela & Hünermund, 2016). In this regard, Mangold & 

Faulds (2009) provide overview of promotional tools that can stimulate positive eWOM among 

customers. In relation to service organizations, such tools are contests and on-line voting. They 

engage customers into certain activities and enable them to share their experiences online 

(Mangold & Faulds, 2009). In relation to off-line promotional tools, research indicates that 

students like participating in various PR events, which stimulate both electronic and conventional 

word-of-mouth recommendations. They also value more experience sharing from their peers more 

than from representatives of older generation (Kazeroony, 2011).  

In relation to media, research on students as customers suggests that they are more prone 

to use interactive channels of communication (presented by Internet) than other groups of 

customers to gather information about the organization and seek recommendations about its 

services. It is incorporated into their decision-making process and brand perception of an 

organization (Royo-Vela & Hünermund, 2016; Weinstain & Donovan, 2017). Therefore, inbound 

marketing should suit best to promote services to students. This approach uses Internet as main 

marketing platform in order to engage and attract customers by means of social media marketing 

(SMM), such as blogging, virtual communities, and applications (Halligan et al., 2009; Royo-Vela 

& Hünermund, 2016).  

Royo-Vela & Hünermund (2016) indicate that in relation to decision-making process of 

service purchasing, students use social media, search engines and company’s websites to constitute 

their attitude to the services of the organization so that to make final purchasing decision. By 

means of social media (which includes forums, blogs and such social networks as Facebook, 

MySpace etc.) students receive word-of-mouth recommendations and comments from peers about 

the searched organization (Mangold & Faulds, 2009; Weinstain & Donovan, 2017). Search 

engines and companies’ websites help to build brand perceptions in relation to the quality of a 

company’s web-page and where a company’s website is located in the search engine list (Sekerin 

et al., 2018). Overall, “the results show that search engine rankings and advertising followed by 

word of mouth, content and information” influence purchasing decision-making and brand 

perception of students (Royo-Vela & Hünermund, 2016, p. 160). Therefore, in relation to service 

promotion, such techniques of inbound marketing as content marketing, search-engine marketing, 

social media marketing should suit students (Royo-Vela & Hünermund, 2016).  

Content marketing helps create appropriate image of a company and spread information 

about the company and its services on the Internet (Halligan et al., 2009; Mangold & Faulds, 2009; 
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Sekerin et. al., 2018). Search engine marketing improves visibility of a company web-site on the 

Internet. This type of marketing refers to such marketing techniques as placing hyperlinks to the 

company’s website on search engines and web-sites of other organizations; or having links to 

social media websites (Facebook, LinkedIn) on the company webpage. Search engine marketing 

enables potential customers find company’s websites and services on the Internet easier (Halligan 

et al., 2009; Mangold & Faulds, 2009; Sekerin et. al., 2018). In the framework of social media 

marketing, companies create social profiles (on Facebook, LinkedIn etc.) or corporate blogs and 

forums and post information about their services there. This way they receive direct feedback from 

customers, which is easily shared with wider group of customers. In this manner, service 

companies can maintain direct channel of communication not only with current, but also with 

prospective customers (Mangold & Faulds, 2009).  

Finally, to promote services to students, organization should convey both informational 

and emotional appeals. The former ones are meant to educate students about specific service. The 

latter ones are meant to attract their attention and raise interest to the service. Researchers suggest 

using music, videos, clips, and other visual and audio impulses combining it with shorter and 

catching pieces of information (as opposed to longer descriptive texts) (Kazeroony, 2011; 

Weinstain & Donovan, 2017; Sekerin et. al., 2018).  
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III. Methodology 

3.1. Research Design  

3.1.1. Research Strategy  

Aim of the study is to identify content for a marketing communication strategy of a science 

park, which considers students as potential customers. In order to fulfil the aim and answer the 

research questions, case study research strategy was applied.  

A case is a “spatially and temporally delimited phenomenon of theoretical significance”. 

Case study is “the intensive study of a single case or a small number of cases which also promises 

to shed light on the larger population of cases” (Gerring, 2016, as cited by Veal, 2018, p. 398). In 

the framework of our research, we studied the phenomenon of attraction of students to Science 

Parks. From this perspective, in order to conduct our research and fulfil its aim we needed access 

to a Science Park, which experienced the problem of students’ attraction. Dalarna Science Park in 

this regard presents a case of such Science Park. Thus, we chose the case of attraction of students 

from Dalarna University to Dalarna Science Park as example of the phenomenon that we could 

research under the case study research strategy. Results of our research can be, although with great 

limitations, applied to other Science Parks willing to attract students from near-by universities.  

 

3.1.2. Types of data 

Case study strategy implies utilization of several instruments of data collection, which is 

presented by combination of primary and secondary data (Eisenhardt, 1989). In our research we 

employed focus groups with students as primary data source in order to identify content for 

marketing communication strategy. Having conducted a meeting with managers of business 

incubator of Dalarna Science Park, we were able to collect secondary data in form of the 

information about whether any marketing communication strategy had been implemented before. 

We also received documents, containing information on the business incubator services for 

students and additional projects that were not listed on Dalarna Science Park webpage, but which 

might have given additional insights into the organization’s activities.  

After the meeting we found out that Dalarna Science Park had never implemented a 

marketing campaign towards students from Dalarna University (Ställberg, Fränne, Sjöberg, 

2/2019). From the documents we had received, we created two hand-outs to enable focus group 

discussions. Annex 1 is a hand-out with general information about DSP and its incubator. Annex 

2 is a list of incubator services for students which were designed under the mentioned initiative of 

the Science Park.  
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3.1.3.  Focus Groups 

Following aim of the research, we chose focus groups as the source of primary data 

collection in order to identify tools, media and messages for a marketing communication strategy 

directed at attracting students to a Science Park.  

Unlike other methods of qualitative data collection, focus groups allow researchers to 

collect rich data in a short period generated by the group members and the interaction between 

them (Eisenhardt, 1989, Plummer-D’Amato, 2008). Focus groups are used in marketing studies as 

they enable researchers elicit complex data on customer perceptions of products and services 

(Savigny, 2007). Participants of focus groups interact with each other, this way revealing their 

opinions and perceptions of the discussed topics and stimulate generation of new ideas (Turauskas 

& Vaitkuniene, 2004). Thus, focus groups made it possible for us to stimulate brainstorming 

session with students, which would be impossible in case of, for example, interviews. Through 

interaction with students and listening to their communication with each other, we identified their 

ideas on what kind of communication tools could interest them more as compared with other tools. 

Focus groups enabled us also to follow reactions of students to the ideas introduced by the group 

participants. Therefore, in the Findings & Analysis chapter we present more frequently referred to 

in speech and the most supported by the groups’ participants ideas and opinions of students related 

the best ways of attraction of their peers to the Science Park.  

According to Rabiee (2004), participants of focus groups should be selected based on 

certain criteria. They should have similar social characteristics; they should have something to say 

on the topic and they should be comfortable talking with the group moderator/s and each other 

(Rabiee, 2004). According to the aim of our research, all participants of focus groups were students 

of Dalarna University. The fact that researchers also belong to the same social group, relaxed the 

participants and enabled conversations going smoothly among them. The participants were chosen 

based on their desire to participate in the research, this enabled researchers to make sure that 

members of each focus group had some ideas to share during the discussions.  

The recommended size of a focus group is between five to eight participants (Plummer-

D’Amato, 2008). We organized 6 focus groups and one pilot focus group, each containing five 

participants from Dalarna University. Relatively small focus groups with few members made it 

easier to get deeper insights of the participant’s points of views. In addition, according to Plummer-

D’Amato (2008) the number of focus groups conducted were enough to reach the data saturation. 

Focus groups were conducted in April 2019. The process of data collection took two weeks. 

Every focus group lasted between one and one and half hours. The focus groups were held in a 

closed area (a meeting room) at the business incubator facility in the DSP. The focus groups were 

conducted at the incubator facility in order to inspire students, enable them to come up with ideas, 
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and share them freer. The incubator provided coffee and snacks. Experts from the incubator came 

to interact with students at the end of each focus group session. The described event was created 

in order to raise interest among students and therefore increase the participation in the discussions.  

As Plummer-D’Amato (2008) suggested, that two researchers attended each focus group. 

One of them facilitated the discussion during the focus group acting as a moderator of the group. 

The other one was taking notes on the main discussed topics. As the mentioned author pointed out 

the moderator should be able to create rapport with the group and set rules in order to control the 

discussion. In addition, the respondents should be open and relaxed to express their point of views 

(Plummer-D’Amato, 2008).  Therefore, before the discussion began, the moderator had introduced 

the purpose of the research, aim of the discussion and the way the researchers had treated personal 

data of the participants. Participants signed Letters of Consent in accordance with the GDPR 

regulation (the template of the Letter of Consent is attached as Annex 3). The moderator also built 

rapport with the focus group participants by introducing the discussion in form of brainstorming 

and ensuring that each respondent could express his opinion freely. In order to put focus group 

participants at ease, the researchers decided to conduct a short game during which participants had 

to draw each other while talking to each other and then introduce themselves to the group. During 

the introduction, the participants said their names, program of study, country of origin and hobbies. 

The researchers did not record this information, as it was not relevant for the purpose of the 

research.  

In order to facilitate the discussion, the researchers prepared question-guideline so that they 

could receive insights to the research questions listed in the Introduction. As stated by Plummer-

D’Amato (2008) “[A] prepared question route is essential since focus groups have a central topic 

with a key question that must be answered” (p. 72). More details are provided on the question-

guideline in the next section.  

During the discussions, two hand-outs were distributed among the participants to read and 

elaborate on. The first paper was introduced at the beginning of the discussion. It contained general 

information about Dalarna Science Park and its incubation program (Annex 1). The information 

from this hand-out gave the moderator opportunity to familiarise participants with DSP and its 

incubation program in order to facilitate further discussion in case participants appeared to be 

unfamiliar with the organization. The second paper, which contained the list of services provided 

by the business incubator to students, was handed out to the participants at the very end of 

discussion (Annex 2). This hand-out aimed at receiving data on the first research question.  
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3.1.4.  Types of Questions 

Question-guideline was created to lead the conversation at the focus groups to the topics, 

which were relevant for our research (Annex 4). The question-guideline was inspired by marketing 

communication principles. These principles were audience and positioning (Fill, 2009). The 

audience of the research were students of Dalarna University. The questions we asked during focus 

groups were targeting values that students may recognize in entrepreneurial activities, and in the 

services of business incubator. We also attempted to find out what kind of activities students could 

be responsive to, which could be promoted by business incubator and DSP. These activities should 

draw attention of students to DSP. In general, during the focus groups’ discussions we attempted 

to receive information from students in order to be able to comprise the marketing communication 

mix: tools, media, message (Fill, 2009). In Annex 4 one can find a table, which lists all the 

questions from focus group discussion and the explanation of how they contribute to receiving 

information for further development of the communication strategy.  

 

3.2. Sampling 

The sample contained students from both bachelor and master programs of the Dalarna 

University (from the campus in Borlänge). The only limitation applied to the research population 

was that students should not be enrolled into an entrepreneurial program at the University. This 

limitation was based on the idea that Dalarna Science Park has already quite extensive connections 

with students from entrepreneurial programs and courses conducted in Dalarna University 

(Ställberg, Fränne & Sjöberg, 2/2019).  

The Non-probability sampling (or non-random sampling) technique was implemented in 

order to create a sample from the defined population. We opted for this sampling technique 

following this logic. Non-probability sampling is used when one does not have access to the 

complete data set of the participants (Saunders, 2016). It is also considered cheaper and less time-

consuming sampling technique (Etikan et. al, 2016).  

Self-selection sampling was used to select participants to the focus groups. Self-selection 

sampling was the one fitting our research the most. As far as participants of focus groups should 

be able to add valuable insights during discussions, they should be interested in the research topic. 

Self-selection sampling enables researchers to select those participants who express desire to take 

part in the research (Saunders, 2016). Researchers posted advertisement about the study. Those 

members of the population who expressed their desire to participate in the study, consequently, 

formed the sample. The above mentioned process lead to the minimal sample size as indicated by 

Saunders (2016) of 30 participants, which complied with the limited time allotted for the research. 

It is important to note that in the framework of our research we focus on the narratives of the 
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participants rather than their educational and/or professional background, gender and other 

characteristics. Therefore, in the analysis we identify and discuss the findings based on what topics 

students raised and mostly commented on with no link to their personalities, because we regard 

the audience of the business incubator as homogeneous target group with only one common 

identification of being students of Dalarna University.  

 

3.3. Pilot Focus Group 

A pilot focus group, which consisted of students from the Master Program in Business 

studies with International focus, was conducted in the early stage of data collection. It was 

conducted on April 4th 2019 in order to check the reliability of the question-guideline (Saunders, 

2016).  

Feedback from the pilot focus group enabled us to revise question-guideline for actual 

focus groups. We rearranged questions in the guideline in the order, which the participants could 

follow easier during the discussion. It helped us to ensure that the focus group participants 

correctly understood the questions, which we had created. Feedback gained from participants of 

the pilot focus group also led to adding two information hand-outs in order to enable focus group 

discussions and make it more subject-oriented. The information hand-outs are attached to the 

Thesis as Annex 1 and Annex 2.  

 

3.4. Method of Data Analysis 

Regarding the method of the qualitative data analysis, we opted for the thematic analysis. 

Thematic analysis is relatively quick-to-learn method, which suits for researchers with limited 

experience in qualitative data analysis techniques (Braun et al., 2006). This technique enables 

researchers to summarise efficiently key features of a large body of data and/or ‘thick descriptions’ 

by identifying, analysing and reporting patterns (themes) within the data set (Braun et al., 2006; 

Vaismoradi, et al, 2013). It also allows implementing social as well as psychological 

interpretations of data, which can be further utilized for policy/strategy or plan development 

(Braun et al., 2006).  

We have incorporated deductive approach to the analysis (Braun et. al. 2019). The previous 

research on entrepreneurship and marketing communication principles and mix according to which 

we created the guidelines for the focus groups inspired us. We introduced the themes based on the 

created question-guideline for focus groups. These themes were transformed into umbrella themes 

and subthemes in analysis. Nevertheless, as suggested by Braun et al. (2019) we kept in mind the 
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concurrent nature of thematic analysis. We were aware that new themes and codes could appear 

during the analysis and therefore we were open to find them in the process.  

 

3.5. Data Quality 

Data quality presented by such concepts as validity, reliability and generalizability was 

taken into the consideration by the researchers. Validity refers to whether the conclusions are 

appropriate for the aim and/or objectives of the paper, whether the chosen theory and research 

design are appropriate to receive and analyse data to answer the research questions and reach aim 

of the study (Saunders, 2016). The research design enabled us collect primary and secondary data 

suitable for further analyses. Question-guideline for focus groups was inspired by marketing 

communication principles of audience and positioning. Marketing communication theory was used 

to analyze findings from focus groups so that to reach the aim of the research which was to suggest 

possible solution for the marketing communication strategy for Science Parks based on the case 

of Dalarna Science Park.   

Reliability refers to replicability of processes and research results (Saunders, 2016). In the 

framework of the research we ensured replication of questions from the guideline (Annex 4) with 

each focus group in order to ensure consistency of results and data saturation. Regarding the data 

analysis, the reliability of findings was ensured as well by the fact that two researchers conducted 

analysis separately. The results of the two analyses were subsequently compared and combined. 

Mutual results proved by the two separate analyses were reported. 

According to Saunders (2016), the generalizability of the research results refers to whether 

the findings may be equally applicable to other research settings. One of the challenges of case 

study strategy for researchers, as it was also noted by Saunders (2016), is that results from such 

research is hardly generalizable. Nevertheless, we suggest that results from our research can to 

some extent be applied to other Science parks which are located outside of their universities and 

which are willing to attract students to their services.  

 

3.6. Research Ethics  

In the context of the research, ethics refers to the appropriateness of researchers’ behaviour 

in relation to the rights of those who are the subject of the study and/or are affected by it (Saunders, 

2016). In order to ensure ethical approach to conducting the current research, the researchers made 

sure that on every stage of the research personal data of the participants was treated according to 

the legislation (Dalarna University, 2019). It implied that no personal data of the participants by 

which one might identify directly or indirectly a specific person was utilized in the framework of 



27 
 

the research. After the focus groups were conducted and transcribed, the recorded conversations 

were instantly deleted from the recording device/s. No data were stored at any ‘cloud’ service. 

Before the research, the participants were informed on the data treating procedures and the consent 

from the participants to take part in the research was obtained (Dalarna University, 2019).  

The researchers followed guidelines of the Swedish Research Council (Vetenskapsrådet, 

2019) in order to maintain high ethical research standards. In accordance with the guidelines, the 

researchers openly introduced the purpose and topic of the research to the focus groups’ 

participants. The research was going to be used only in accordance with its aim. Researchers also 

made sure that questions used in focus groups were constructed according to ethical principles and 

would not morally or in any other way harm the participants of the study.   
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IV. Findings & Analysis 

The process of data analysis involved six main stages: detailed reading of the data corpus, 

identification of data sets, identification of initial themes from the data set, refinement of themes, 

and identification of sub-themes, followed by codes (Lambert et. al 2008). In the analysis, we will 

discuss the answers we received from students highlighting the recurrent ones and those that 

introduce new interesting concepts for our research.  

We defined the following Themes from the data set as inspired by the question-guideline:  

- Attitude to Entrepreneurship; 

- Knowledge; 

- Means of Attraction. 

 

Table 1 lists themes and corresponding questions from the guideline. As far as the listed 

questions were inspired by common topic, this common topic was transformed into a theme in our 

analysis.  

 

Table 1:  

List of Themes with corresponding questions from the guideline.  

Theme Questions from the Guideline 

Attitude to 

Entrepreneurship 

Attitude of students towards entrepreneurship (positive 

values mainly); 

Perceived barriers of students on the path to 

entrepreneurship (negative values). 

Knowledge Previous knowledge of students about Dalarna Science Park 

and its incubation program; 

Students’ preferred source of information regarding non-

academic activities (jobs and internship). 

 

Means of 

Attraction 

How and when business incubator could reach out best to 

students (social and digital activities); 

Getting opinion of participants about the current services 

offered the business incubator of DSP. 

Source: own data 

 

Theme ‘Attitude to Entrepreneurship’ represents core values, which Dalarna Science Park 

should convey in its unified message in order to attract students with entrepreneurial intentions. 

Theme ‘Knowledge’ was inspired by checking students previous knowledge about Dalarna 

Science Park, primarily asked in order to evaluate the need for communication campaign. This 

theme also contains students’ knowledge about sources of information about jobs and internships, 
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because entrepreneurship in a way is a type of work, therefore, presumably, this type of work can 

be promoted on the same sources of information as for jobs and internships. The theme ‘Means of 

Attraction’ was inspired by questions about incubator services and their attractiveness to students 

as well as discussions of follow-up questions about Dalarna Science Park and how it can raise 

awareness among students about its organization and activities.  

Inside each theme, we defined sub-themes based on the narratives of the groups’ 

participants. Table 2 enumerates all sub-themes in each corresponding theme. Sub-themes were 

inspired by common topic that students referred to in the discussion and by research questions 

enumerated in the Introduction.  

 

Table 2:  

List of Themes with corresponding Sub-themes  

Theme Sub-theme 

Attitude to 

Entrepreneurship 

Positive Values 

Negative Values  

Knowledge Job Search 

Previous Knowledge  

Means of Attration Media 

Message 

Communication 

Timing  

Source: own data 

 

In each Sub-theme, we identified Codes, which were finally clustered into Categories of 

codes. Categories of codes enabled us to identify narratives, which were the most occurring and 

the most supported by other participants of the group. Therefore they presented higher importance 

for our prospective analysis of the communication strategy. In the following sub-chapters, we 

present in detail the codes and code categories that we identified during the analysis.  

 

4.1.  Attitude to Entrepreneurship  

The list of Sub-themes, code categories and codes in the Theme “Attitude to 

entrepreneurship” is attached to the paper as Appendix 1.  
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Table 3 presents how many times Sub-Themes “Negative Values” and “Positive Values” 

occurred in the narratives while expressed through corresponding Code categories, which are listed 

in Table 4. From the table we can assume that students have mixed attitudes to entrepreneurship 

as desirable activity. They see positive sides of this activity i.e. Positive Values, but they also 

recognize number of obstacles represented by Negative values. Positive Values with reference to 

entrepreneurship slightly overweight the Negative ones, which we consider as useful finding in 

relation to the overall marketing communication strategy analysis. Prevalence of positive attitudes 

of students toward entrepreneurship may be considered as their predisposition to be attracted to 

the services of the business incubator, and therefore, by the overall marketing communication 

strategy.  

 

Table 3:  

List of Sub-Themes inside the Theme “Attitude to Entrepreneurship” and the 

number of times they occurred in the narratives. 

Sub-theme Times occurred in the narratives  

Negative Values  81 

Positive Values 85 

Source: Own data 

 
Table 4 presents frequency of occurrence of code categories in each Sub-theme presented 

as percentage from the Sub-theme total regarded as 100%. This enabled us to recognize most 

referred to narratives of the students.  

Taking into consideration the Sub-Theme “Negative Values”, we identified that when 

considering becoming an entrepreneur students are mostly concerned with lacking confidence to 

start and pursue entrepreneurial career. This code category comprises the highest percentage of 

occurrence (19%) in the discussions across all six focus groups. Lack of confidence refers to lack 

of reassurance in own abilities and the feasibility of own business idea, fear of being judged by 

own social group represented by family and friends. It also refers to the lack of assurance that 

having started own business one will be able to continue working hard on its evolvement because 

many students recognize that entrepreneurship is more time consuming than a regular work for a 

company.  

 

“3: … prejudice - people like friends and family have who think that you are 

going to fail even before you try …” 
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“2: You start thinking you have made the wrong choices …” 

 

“5:  But first you have to challenge yourself and be confident that you can make 

it, because now – as [speaker 4] said – ‘I am scared, I don’t know if I can 

manage’.” 

 

Code categories Finance and Lack of Knowledge - each comprises 15% of occurrence from 

all narratives. They are second most referred to concerns by students. In terms of Finance, students 

mostly relate to lack of capital to open the business because they realize that during first several 

months or even years, their company may barely generate any income, so they have to be able to 

also provide for themselves.  

 

“1: I actually I did it, so I started a company with two other company and the 

biggest lesson are three things. At the beginning, you need either consumer or 

capital and give up your current life standard salary and other things …. It 

worked out quite good now is a company a company we have employees and 

everything….but I think the biggest thing here, the way to attract people that 

want to become entrepreneurs is to help people to find customer and investor 

that are willing to buy or put money on something new that is at the beginning 

phase … and again you need to give up money and it can continue for years …” 

 

Lack of Knowledge relates to all the concerns students have about knowledge of laws and 

tax systems, knowledge of how to manage business and recruit professional employees into the 

team.  

“6: … the management of the company itself, managing capital and people …” 

 

“3: Regarding myself, I am an engineer, not a business person… for me, 

engineering numbers make sense, but not numbers from accounting and other 

stuff, so one has to get knowledge in different fields.” 

 

Fear of failure is the last most occurring code category (12%). This category partly refers 

to the category lack of confidence, but it bears brighter emotional connotation of fear. Students are 

afraid to start new activities because they lack knowledge, capital and confidence in their own 

abilities. Business incubator in its messages and activities can address the listed most common 
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concerns of students because it provides its tenants with business networks, which enables 

entrepreneurs to share knowledge and find investors for their projects.  

 

“1: going back to obstacles that are … - there can be thousands of them. But the 

biggest one is fear….” 

 

The most occurring in students’ narratives negative aspects of entrepreneurship are 

mirroring positive perspective on the notion of entrepreneur taken by previous research (Kobia et 

al., 2010; Hatten et al. 1995; Pittaway et al. 2007; Lüthje et al. 2003; Pauceanu et. al. 2018). The 

personal characteristics such as lack of confidence and fear of failure prevent an individual from 

having aspiration towards entrepreneurship.   

From the ‘behavioral approach’ to defining entrepreneurship, an entrepreneur is an 

individual who exploit market opportunities by combining “innovative behavior” with “strategic 

management practices” (Kobia et al. 2010; Choi et al., 2007; Zhang et al., 2015). Mirroring this 

perspective on entrepreneurship during the focus group discussions students identified lack of 

knowledge and lack of capital to start and pursue their business idea as obstacles to becoming 

entrepreneurs. Lack of knowledge in this case is opposed by managerial tactics, which should be 

based on understanding of how to run the business. Lack of capital is opposed to the ability to 

identify market opportunities by means of innovative behavior, which leads to the inability to find 

investors, i.e. capital to start a company. 

 

Regarding the Sub-Theme “Positive Values”, the recurring narrative is that an 

entrepreneur has some special personality traits (59%). Those traits are the desire to be own boss, 

striving to challenges in life and to pursue and implement his own ideas. An entrepreneur is an 

active, creative and independent person, who continuously learns and quickly adapts to changing 

circumstances.  

 

“1: I would say that in my opinion entrepreneurs are people who are proactive, 

people who have very strong personality… not willing to work under a boss. 

...but people who do act, take their ideas and put them on the paper, I don’t know 

… take them into opportunities actually…” 

 

“4: Because if you work for the company, you cannot express your own talent 

and the idea. You want to accomplish it on your own because maybe there is no 
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company where they can express themselves at work and their idea and therefore 

they have to start their own company.” 

 

“5: [ability] to use their creativity … and confidence…” 

 

Table 4:  

Frequency of occurrence of code categories inside the Sub-themes “Negative 

Values” and “Positive Values”.  

Sub-theme Code Category Frequency of 

occurrence  

Negative Values  Fear of failure 12%  
Finance  15%  
Inadequate business structure  5%  
Inadequate market knowledge  9%  
Lack of confidence 19%  
Lack of expert support 1%  
Lack of knowledge 15%  
Lack of motivation 11%  
Lack of networks  12%  
Regular job prevents from 

entrepreneurship  

1% 

Total 
 

100% 

Positive Values Attractive Life-Style  7%  
Efficiency & Effectiveness  1%  
Entrepreneur as inspired by social 

group/culture  

15% 

 
Entrepreneur as special personality  59%  
Entrepreneur as lead by market 

inefficiencies  

5% 

 
Expert support helps to succeed  6%  
Financial independence  5%  
Leaving own legacy  2% 

Total 
 

100% 

Source: Own data 

 

During the discussions, students also recognized the positive role of the society as a whole 

or their social group, which can inspire them for entrepreneurship. The code category, which 

relates to these narratives, is Entrepreneur as inspired by social group/culture (15%). Modern 

society supports entrepreneurial activities, which is therefore manifested in laws, regulations and 

governmental initiatives making it easier for active and striving individuals implement their 

business ideas.  
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“2: In my idea it is like - the times have changed -  then years ago no one would 

risk financially, but nowadays the market has changed. S, if anyone has a new 

business idea, there are groups and people and banks who are ready to invest in 

your idea. Al lot of start-ups and spin-offs appeared in the last decade. More 

than ever before. So, this change in the market has prompted a lot of people 

make quick success and make money.” 

 

Some students referred to their social group that inspired them to come up to an idea of 

opening their own business. It is important to find yourself in a creative environment among 

friends or family members in order to get inspired in turn. Such environment helps not only start 

own business, but also continue working on it, therefore an individual becomes more confident 

while pursuing own ideas.  

 

“3: I think it is the company you keep with.. or like if you are in a company, 

people are trying to come up with innovative ideas, so you surround yourself 

with people talking about innovative ideas. You get more motivated …” 

 

Most occurring narratives from the analysis correspond with findings from the previous 

research on entrepreneurship, especially those papers, which analyse an entrepreneur from the 

‘trait’ approach (Kobia et al., 2010; Hatten et al. 1995; Pittaway et al. 2007; Lüthje et al. 2003; 

Pauceanu et. al. 2018). The researchers identify entrepreneurs as individuals with strong internal 

locus of control, self-efficacy and propensity to take risks; in other words the individuals who are 

in control of his/her life. In our research students in their discussions on why people want to 

become entrepreneurs also referred to such corresponding traits of character as independence, 

ability to rule his/her own life and open for challenges. 

From the perspective of identified positive values, during the focus groups participants 

often referred to the culture and/or social group as a source of support and inspiration which helps 

open own business. The findings support research by Uslay et al. (2002), who also concluded that 

the social culture, which values “formation of new ventures” makes it easier for an individual to 

become an entrepreneur (p. 104). 

We can conclude that findings from analysis in our research in general go in line with the 

previous research on entrepreneurship. The only aspect that we should highlight is that although 

in the framework of our research we have identified an entrepreneur form the ‘behavioral’ 

approach, students consider such individual mainly as one having certain personal characteristics, 

which one either has or develops from professional experience. The presented positive image of 



35 
 

entrepreneur and the idea of being in creative and supportive environment can also provide source 

for constructing a message that the business incubator should convey by means of marketing 

communication strategy. 

 

4.2.  Knowledge  

The list of Sub-themes, code categories and codes in the Theme “Knowledge” is attached 

to the paper as Appendix 2.  

Table 5 presents the list of Sub-themes that we identified inside the Theme “Knowledge”. 

It is clear from the table that Sub-theme Job Search was more actively discussed by the students 

(occurred in narrative 46 times) than the Sub-theme Previous Knowledge  (occurred in narratives 

24 times) which refers to the knowledge and ideas students had about Dalarna Science Park and 

its incubation program before they were introduced with the hand-out describing it (Annex 1). 

Therefore, we conclude that students have vague knowledge about DSP and its business incubator 

in comparison with another type of knowledge, namely, how they search for information in relation 

to the prospective job and/or internship.  

 

Table 5:  

List of Sub-Themes inside the Theme “Knowledge” and the number of times 

they occurred in the narratives. 

Sub-theme Times occurred in the narratives 

Job Search 46 

Previous Knowledge  24 

Source: own data 

 

Following the logic from the previous sub-chapter, we introduce Table 6, which shows 

frequencies of occurrence of code categories inside each Sub-theme. Regarding the Sub-theme Job 

Search (Table 6), the most frequently occurring code categories are Internet (33%) and Networking 

(33%). When students refer to Internet as means of finding a job and/or internship they mainly talk 

about using browser as the filter to find jobs according to certain occupation type and region or 

they apply directly through companies’ websites.  

 

“3: I also use Google -  you search for this particular job in this particular city 

and then you get access to many website and I have a look …” 

 

“4: Company websites – mostly.” 
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Table 6: 

Frequency of occurrence of code categories inside the Sub-themes “Job 

Search” ad “Previous Knowledge” 

Sub-theme Code Category Frequency of occurrence 

Job Search Head hunter agency  7% 
 

Internet 33% 
 

LinkedIn 24% 
 

Networking 33% 
 

Social Media 2% 
 

University platform  2% 

Total 
 

100% 

Previous  General knowledge  21% 

Knowledge Knowledge from events  29% 
 

No knowledge 50% 

Total 
 

100% 

Source: own data 

 

Students also regard social networks (Networking, 33%) as an important aspect when one 

tries to be employed both in their home countries and abroad. From the point of codes the Sub-

theme Networking relates to such point of views as networking makes it easier to find the job and 

that employers also benefit from finding candidates by means of networking as this way the chance 

of finding ‘the right’ person is higher. Students also referred to such aspects as finding the job in 

academy through networking with professors and university staff (Academic jobs). They regard 

Job Fairs as an important source of networking with potential employers. Many students noted in 

the discussion that they put much effort in order to build networks as social communications 

enables them to not only easier contact employers and increase their visibility for companies, but 

also it is a better way to find a job which may be not posted yet or will never be posted on the 

company website.  

 

“1: yeah… so I do.. I really do put a lot of emphasis on real life communication.” 

“3: to me … It was more connecting – the Alumni from other courses or 

programs – and then, get in touch with them and try to network through them 

with the company and certain departments of the company.” 

“5: Job fairs.  …” 
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We introduced LinkedIn as a separate code category because students explicitly stated it 

and repeated throughout all six groups’ discussions as the first option when they elaborated on 

the source they use when they search for a job and/or internship.  

 

“6: for me it is Linkedin and also two websites, don’t really remember the 

name… one is from Erasmus internship is call Erasmus internship…” 

 

“2: LinkedIn -  what else… I think I came across academic work -  specifically 

here in Sweden …” 

 

“5: LinkedIn, or just Google…” 

 

The sub-theme Job Search and the question from the guideline, which relates to this theme 

were introduced to check the sources of information (or media) students mostly use in order to be 

able to define most suitable means of communication with students. The most occurring code 

categories LinkedIn and Internet support previous research on students as potential customers 

where it was stated that students use Internet (search engines and company web-sites) to search 

for information, this way building their opinion about a company and presumable quality of its 

services (Royo-Vela & Hünermund, 2016; Weinstain & Donovan, 2017; Sekerin et al., 2018).  

Considering another code category Networking, findings here partially support the idea 

that students value personal communication and like attending various events (Kazeroony, 2011).  

The acquired code categories present interest for further analysis of marketing 

communications strategy as they can be discussed as media and tools of reaching students by 

means of Networking through various events and Internet by making sure the browser giving out 

Dalarna Science park page as first choice and by posting information on LinkedIn.  

 

Considering the Sub-Theme Previous Knowledge (Table 6), most of students in the focus 

groups stated that they have no knowledge (50%) about Dalarna Science Park and its incubation 

program. Therefore, no knowledge is the most occurring code category in this sub-theme.  

 

“3: Actually, no… I saw the sign from outside…” 

 

“2: no- it is the first time I heard about it …” 
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“1: When I first came and I saw [the name] – ‘Dalarna Science Park’ – I thought 

it is some kind of a museum.” 

 

Code categories General knowledge and Knowledge from events shared 21% and 29% 

correspondingly. General knowledge codes refer to the narratives when students had overall 

understanding what Dalarna Science Park represents, but they had never participated in any events 

held by the organization. They might have heard about DSP from fellow-students or visited 

companies, which are located in the science park facilities.  

 

“1: I know there are companies here and they are organized… and then there is 

some program organized for students … here and there a kind of innovation 

challenges are happening sometimes and they put up creative events where 

student can and promote their ideas … some competition and other …. And the 

restaurant” 

 

“2: More or less the same [previous knowledge about business incubator and 

DSP]… I know that they usually have event here … but I don’t know what they 

[events] stand for [why DSP conducts the events].” 

 

Knowledge from events codes stand for those narratives when students referred to 

activities they participated in and that was their way of discovering information about DSP.  

 

“4: yeah, me… there was an event a few months ago and before that I did not 

know so much about DSP. I thought it was like … mostly for the companies. So, 

when we had this event, I started to think like .. me and my friend we started 

checking events that they hold here.” 

 

As findings in the Sub-theme Previous Knowledge show, most students are not aware of 

purpose of Dalarna Science Park and had no idea that it had the incubator program.  We address 

this misinformation to the fact that the business incubator is institutionally separated from Dalarna 

University; therefore, it has trouble in contacting and attracting students. 

This Sub-theme encompasses valuable information for the research. First of all, we found 

out that most students do not have any clear understanding of what Dalarna Science Park represents 

and what kind of activities are held there. In addition, considering general tendency in all the six 

focus groups, students were completely unaware about business incubator program and many did 
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not know what it aims for. Therefore, we conclude that marketing communications strategy is 

necessary and timely.  

 

4.3. Means of Attraction 

The list of Sub-themes, code categories and codes in the Theme “Means of Attraction” is 

attached to the paper as Appendix 3.  

Table 7 presents the list of Sub-themes that we identified inside the Theme “Means of 

Attraction”. Sub-theme Media encompasses code categories and codes referring to various digital 

and printed channels of conveying marketing information and locations (if applicable) where such 

information could be mostly noticeable. Sub-Theme Message contains code categories and codes 

conveying information on what services and expressions stood out from the service description 

provided by BI (Annex 2) and from the hand-out on general information about DSP (Annex 1); 

what kinds of services students suggested to add to the existing service scope of BI for students. 

Sub-theme Communication contains code categories and codes, which refer to any channels of 

communication that imply personal dialogue between parties. Sub-theme Timing includes code 

categories and codes on students’ suggestions when during the year it could be most effective for 

DSP to attract them to various activities, especially those listed in the Sub-theme Communication. 

From the data in the table we can conclude that students value channels of Communication 

(narrative occurred 99 times) more than other ways of communication presented by Media 

(narrative occurred 49 times).  

Regarding Media, Table 8 illustrates frequency of occurrence of code categories inside this 

Sub-theme. Social Media presents the most often occurring code category (35%) because students 

referred to it most often when they were asked to elaborate on the ways of promotion of 

information about DSP that they could be most responsive to. 

 

Table 7: 

List of Sub-Themes inside the Theme “Means of Attraction” and the number of 

times they occurred in the narratives. 

Sub-theme Times occurred in the narrative 

Media 49 

Message 64 

Communication 99 

Timing  27 

Source: Own data 
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In this code category, focus group participants mostly talked about posting and advertising 

events of DSP on Facebook and Instagram as the most used social media. In some groups, students 

also paid attention that different groups of students may prefer different social media for 

communication. For example, students from Sweden prefer to use Facebook, while international 

students are more likely to check events on Instagram or Snapchat. Therefore, when using certain 

social media as means of promotion, one has to take into consideration that sub-groups from the 

target population should be targeted by different social media.  

 

“4: Facebook, Instagram.. -  but I believe people are less using Faceboook 

honestly, whether they use Instagram more nowadays – I think. I don’t know if 

they [DSP] have page on Instagram too.” 

 

“2: And I think now… We are working with teenagers and they use social media 

on Snapchat. Most of them don’t have a Facebook [account].  .... Snapchat, 

Instangrams – are for teenagers who are seventeen.” 

 

 

Table 8: 

Frequency of occurrence of code categories inside the Sub-theme “Media” 

Sub-theme Code Category Frequency of occurrence 

Media Case stories on DSP website  2% 
 

Competition with Price  4% 
 

DU webpage  18% 
 

Information boards  12% 
 

Information in English  2% 
 

Information letters 8% 
 

Networking database/platform 6% 
 

Renovate the building  2% 
 

Social Media 35% 
 

TV Screen at DSP/DU 4% 
 

Video on YouTube  6% 

Total 
 

100% 

Source: own data  
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Dalarna university webpage (DU webpage, 18%) was often recommended by focus group 

participants was one of the most effective means of promotion and sharing information about 

events of DSP and those conducted by business incubator. Students mainly suggested that DSP 

created a link to its own web page on the website of Dalarna University or posted information 

about events there. As far as many students indicated that they regularly check and search for 

information on the university web site, posting a link or information about events of DSP there 

could be an effective way of attracting students’ attention to the organization and making them 

eventually take part in the incubator and/or DSP activities.  

 

“4: where would you [speaker 2] suggest making a poster?  

“2: on the boards –we have the boards when we walk in  - I’d say you can put it 

there. You can even put it on to the website. Put a small tag, which makes a 

connection to the Dalarna Science Park. Because you have international 

students, you have Swedish students – so you going to have to have both 

connections on that level.” 

 

“1: And definitely, I will be logging into DU website more then ten times a day, 

so – I will definitely be checking out the webpage more time than information 

boards. So, that [putting information about DSP on DU page] would be more 

efficient.” 

 

Information boards (12%) also present quite favored way of acquiring information about 

events and activities, which are held at the university and outside of it. Students suggested putting 

information posters about events held at DSP on the information boards inside the university. 

Although during the group discussions many participants highlighted their reluctance of reading 

posters on the information boards, a lot of students still recognized it as one of the options of 

getting information along with social media or from DU webpage. Students also suggested placing 

posters in the student dorm (Locus).  

 

“4: where would you [speaker 2] suggest making a poster? 

2: on the boards –we have the boards when we walk in  - I’d say you can put it 

there….” 

 

“3: yeah… it is good to promote. It is good to do promotion at, for example, 

student housing like Locus.” 
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The three propositions by the focus group participants, which were not often repeated 

across the group discussions, but which we believe are important for our research are the following 

suggestions represented by the corresponding code categories, 

- Video on YouTube (6%); 

- TV Screen at DSP/DU (4%); 

- Information in English (2%).  

 

One of the focus group participants suggested to create a video about Dalarna Science Park 

and business incubator and place it on YouTube. The idea was highly supported by other students 

from the focus group. As they suggested, the video is more attractive than text and they consider 

it as a faster way of acquiring information compared with written descriptions. The idea was to 

make a tour, conducted by one of entrepreneurs or a professor from the university around Dalarna 

Science Park and presenting at the same time the business incubator area. This way, placing the 

video about DSP and the business incubator, the latter has an opportunity to inform current 

students and attract prospective university students who are only considering enrolling into a 

program of Dalarna University.  

 

“2: But I think for social media side, the most effective thing would actually be 

YouTube – to have entrepreneurs taking you around the place, showing you each 

thing online as if you are exploring a city or something. And then having like 

teachers… video blog is much more easy for us to connect with and you can 

visually see everything. It’s not just write up like this.” 

 

Participants from the same group suggested also placing TV screens at the university and 

DSP where information about DSP and business incubator could be shown to students who are, 

for example, sitting in the library; and the same screen place at DSP by the entrance could show 

the schedule of upcoming events in the facility, this way targeting those students who actively 

participate in various activities and who are occasionally go to study at DSP.  

 

“5: Yeah, like something BANG ‘ do you have an idea ‘? And then you show the 

facility like a video tour as you said … [speaker K]” 

 

“1: Yeah they could put into the lobby some events that are happening (around 

the Dalarna region) so that students could easily see the schedule of events on 

the screen and get updated on what is going on at DSP.” 



43 
 

 

Referring to the last code category Information in English, a number of students has 

indicated also that the information that they found about Dalarna Science Park was mostly in 

Swedish. As far as DSP and business incubator in particular are attempting to attract international 

students, they should post information (on social media, on the posters etc.) in English also.  

 

“3: Just one more thing - as I said I follow them on Facebook, but if I remember 

correctly, most of their post are actually in Swedish, I understand we are in 

Sweden but…. I think…  

4: There are a lot of internationals here…” 

 

Code Categories Social Media, Dalarna university webpage (DU webpage), Video on 

YouTube, which encompass the idea of using Internet as a mean of spreading information refer to 

previous research about ‘students as customers’ suggesting that students is the target group which 

uses Internet Technologies to the widest extent (Weinstein et al., 2017; Sekerin et al., 2018; Royo-

Vela et al., 2016). Through Social Media, one can also spread word-of-mouth recommendations 

(Weinstein et al., 2017; Kazeroony, 2011; Mangold & Faulds, 2009). Previous research also 

indicated that students would rather perceive short parts of information than reading long texts 

(Weinstein et al., 2017; Sekerin et al., 2018), which is reflected in our case that students suggested 

creating Video on YouTube and putting TV screens at the university and DSP (where current 

activities could be listed).  

The described means of communication presented by Media can be transferred to the 

analysis of the marketing communication strategy. These means of digital communication are 

mostly referred to by students or present unique solution for the business incubator of DSP. Thus, 

they can be regarded by researchers as reliable means of conveying marketing messages.  

 

Table 9 illustrates frequency of occurrence of code categories inside the Sub-theme 

Message. The data in this Sub-theme is related to the question:  

- Getting opinion of participants about the current services offered the business 

incubator of DSP. 

It also partly relates to the question where we asked students to elaborate on the specifics 

of Dalarna Science Park organization as the follow up question to the next question about preferred 

ways and means of communication.  

The data acquired for the research in this Sub-theme enables us to discuss what aspects of 

services and organizational description of DSP and BI interested students most and, therefore, 
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could be highlighted in the content of their messages that BI will decide to send out to its target 

audience by using tools and media from the communications mix.  

Code category Associations (with BI and DSP) comprised 59% of occurrences in the 

speech of the focus group participants. Regarding codes, such aspects from the BI service 

description as challenging and testing the ideas, open challenges mostly attracted the students. 

Having read the description of DSP and its business incubator program, the students relate it to the 

notions of innovation, hub of innovative ideas and connection to business networks.  

 

“1: It is like – challenging you! Innovation challenge – I like this word 

combination! Like, ‘come on – show us what you can!’” 

“5: it [DSP] generates and supports ideas…” 

 

“5: Yeah, I agree with him [speaker 3].. it seems like if you have an idea, you 

should come here to develop it and so … It is clear that they challenge your idea, 

because I think if you want to run the business, you want to know if it is worth it 

or not …” 

 

“2: Like… when they say come and talk to us – they may not be able to give you 

the right answer, but they can connect you to the network of expert in certain 

fields.” 

 

Table 9:  

Frequency of occurrence of code categories inside the Sub-theme “Message” 

Sub-theme Code Category Frequency of occurrence 

Message Add/change information on 

the website/service 

17% 

 
Animation 3% 

 
Associations (with BI & DSP) 59% 

 
Message is good 16% 

 
Target group - people with 

ideas  

2% 

 
Welcome students without 

ideas 

3% 

Total  100% 

Source: own data 
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Some students suggested adding services or information into the message of the business 

incubator. Their responds fell into the code category Add/change information on the 

website/service (17%). Here students offer to provide clear definition of business focus of BI, 

because from the DSP presentation and service description of the BI it was not clear for students 

what kind of business BI promotes in the region. Students also suggested providing clearer 

definition of what science is from Dalarna Science Park perspective, meaning, is it IT, engineering, 

humanities etc.  

 

“2: so this is a cross of different technologies, different domains of business - 

right? So, there is nothing that explains the diversity of this [the sector of the 

incubator] … – what does it actually offer and what are the business domains 

that they support? It is not there … maybe it could be more descriptive of those 

aspects [describing what is the business focus of DSP and BI].” 

 

“3: it is a very good point and I will also add … what it is Science? How serious 

science should be? You can make a start-up finance and industry but there is not 

much science in there but it can be a pretty good business… but is there science 

there?” 

 

Some speakers suggested also adding success stories to the web-site of DSP and its 

business incubator program. This will give readers good idea of what kind of businesses the 

incubator helped opening and add practical view on the services of the organization.  

 

“4: …show them some success story, showing that there are company which 

made it and people that made it. The fact that it is doable, showing that it is 

working otherwise, I mean you see the website and you get inspired but ‘what is 

on the other side?’” 

 

Many students, having read the service description of the BI (Annex 2) and description of 

DSP organization (Annex 1), suggested that the provided information is good and enough to make 

up an impression about the services and scope of activities. Their responds are reflected by the 

code category Message is good, which comprises 16% of occurrences in the narratives.  

An interesting finding for our research is reflected in the code category Animation (3%). 

In this code category, a couple of students suggested using animation as a way to transfer a 
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marketing message. Animation, as well as a video clip on YouTube, is much easier to comprehend 

and be attracted to from the students’ point of view. It enables one to convey a complex 

information in an easy and fun form as is also suggested in the previous research on ‘students as 

customers’ (Weinstein et al., 2017; Sekerin et al., 2018; Royo-Vela et al., 2016). Also, such 

suggestions enable students add visual (tangible) cues to service in order to understand it better, 

which stems from previous research on advertising of services (Legg & Baker, 1987; Bloom & 

Kotler, 1984; Mittal, 1999; Stafford, 2002).  

 

“5: … I am trying to convert my idea not into the text, but into some image or 

an icon – you know… so it is more direct than the words, because you know the 

words … when you are reading a text you may skip some line or two, while 

maybe they are important. But if you have some animation ...”  

 

“2: And, also the fields and diversity of the program – if could put it in a picture 

… like, business, technology – something like that…” 

 

Table 10 presents frequency of occurrence of code categories inside the Sub-theme 

Communication. As opposed to the Sub-theme Media, it encompasses all the ways of 

communication between DSP and students that imply personal meeting and personal presence at 

the University or Dalarna Science Park.  

Code category Inspiration Speeches (16%) scored highest occurrence in the focus group 

discussions among other categories. Students suggested that entrepreneurs and company CEOs 

held speeches about their career paths both at Dalarna University and at DSP. Such inspirational 

talks could spur the desire among students to pursue the entrepreneurial path or only start 

considering this career as a plausible option. This, in its turn, should raise the chance that some 

students will contact the business incubator to get their ideas assessed and maybe become tenants 

of the incubator.  

 

“3: …I feel that what could attract students to incubator – maybe, to organize 

some inspirational talks from people who are already at the incubator program 

or some success stories or some business leaders in Scandinavia … then 

organize that at school, inviting few programs – I think that could also bring 

some good attention. And then they can present themselves of course after the 

talk.” 
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“6: one of the strong influences would be, like.. we can have guest lecturers and 

everything in the university, but a really good idea would be to implement those 

guest lectures into an informative presentation of what Dalarna Science Park is 

and what kind of activities it can offer…” 

 

Students expressed also a desire to have Dalarna Science Park and its business incubator 

representatives at the university holding informational presentations about activities of the 

organization and opportunities it can offer for young professionals. These views are expressed in 

the code category Presentation speeches at DU (13%). In this regard, students mostly referred to 

information stands that DSP representatives could have at the university hall several times a year. 

DSP representatives may bring brochures about the organization and about the business incubation 

program, meet students and answer their questions. Students also suggested having an information 

meeting or informational presentation at the university library where all the students that were 

interested could easily come.   

 

“3: …Or maybe you can have you staff there [at university], having some big 

poster and the set a kind of faire with the table [and brochures] explaining to 

the students in the lobby… [what is incubator about]” 

 

“4: and I think  with .., some activities that make customer experience could be 

very good to be visible in university among the students …for example, suddenly 

make some meeting without any previous news just in front of the library put 

some chairs and give a presentation of the incubator …” 
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Table 10:  

Frequency of occurrence of code categories inside the Sub-theme 

“Communication” 

Sub-theme Code Category Frequency of 

occurrence 

Communication Activities with free food & drinks  3% 
 

Dicussions & Workshops 9% 
 

Events in English  1% 
 

Idea-challenge Workshops  4% 
 

Innovative/study space for students  3% 
 

Inspiraion-Speeches 16% 
 

Network with students’ union  1% 
 

Network with University  12% 
 

Networking activities  6% 
 

Part-time job at DSP 8% 
 

Presentation speeches at DSP  7% 
 

Presentation speeches at DU  13% 
 

Regular schedule of discussions & 

workshops  

4% 

 
Seminars 8% 

 
Technology shows  3% 

 
Thesis defence at DSP 1% 

Total  100% 

Source: own data 

 

At every focus group students mentioned, that it would be nice to hear about DSP activities 

and programs from their program coordinators or professors. These ideas are included into the 

code category Network with University (12%). Students communicate with professors and program 

coordinators a lot during their studies, therefore, they consider it as a trustworthy way of getting 

information about activities outside of the university. They also regard professors and program 

coordinators as authorities and professionals in their corresponding fields, whose advice is 

valuable and should be considered closely.   

 

“5: yea… like I said before, I think the first step to empower; to encourage them 

[students] to come even here is through the professors…” 
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“3: I think it is good to be in touch with the professors, for example, for my 

domain… if I am doing a project for this semester … so, if you [the science park] 

are in touch with the professor, than the professor might suggest to students 

doing a real-time project [more related to practical business issues] …” 

 

“1: And it is very-very important that they [DSP] collaborate with university 

and work.” 

 

Students also suggested having various educational activities, where they could receive 

new knowledge and test their knowledge. These narratives are included into such code categories 

as Dicussions & Workshops (9%), Seminars (8%), Idea-challenge Workshops (4%). Students are 

willing to participate in various company-related projects where they can share their ideas and at 

the same time network with business representatives. They are willing to participate in learning 

activities in form of seminars and lectures that are related to business area. They are also thrilled 

by taking part in workshops where their business ideas are tested or they help another company 

come up with a solution of a certain problem.  

 

“4: I don’t know if you do that – like, these workshops – maybe, some different 

workshops where the students work and maybe they could learn some special 

skills or whatever in small groups...” 

 

“Moderator2: so you mean connecting company and student at the same time 

through the competition is that what you are saying?  

3: Yes” 

 

“6: also something - student struggle with motivation specially during the 

winter, if they could see that there is something here [at DSP] they [DSP] could 

do like lecture to develop their social skills as well as knowledge …” 

 

“4:  We have this [in Germany] – they offer a kind of creative contest where 

people with business ideas come. So, you write your business idea and then you 

participate in the contest….” 
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Code category Events in English (1%) is not the most concurrent one, but it is important 

from our perspective to highlight it because most of the events at DSP are held in Swedish, 

although there are many international students at the university who would like to participate but 

their Swedish language skills prevent them from doing it. A few participants from focus groups 

who were international students pointed to this circumstance.  

 

“3: …And then they can present themselves of course after the talk or… it should 

be nice. And, to do it maybe in English, because there are a lot of international 

students and I think…” 

 

As it was suggested in the previous research on ‘students as target group’ for service 

companies, students like to be involved into events and receive positive emotions and memories 

(Kazeroony, 2011). Findings in the Sub-theme Communication relate to the mentioned activities, 

which should attract students to Dalarna Science Park. By means of such activities students with 

entrepreneurial ideas may get attracted to participate in the Park’s incubation program.  

In general, findings in this Sub-Theme correspond with academic literature on service 

promotion in relation to such advertising strategies as documentation, service process episode 

(Bloom & Kotler, 1984; Mittal, 1999; Stafford, 2002). They also correlate with suggestions by 

academics to implement such tools as personal selling and public relations activities, which help 

engage customers, and position company’s image in their minds as the same time stimulating 

word-of-mouth recommendations (Bloom & Kotler, 1984; Mittal, 1999; Stafford, 2002; Fill, 

2009).  

The discussed above most occurring code categories and most occurring codes from Sub-

Theme Communication should be analyzed in further sections of the paper as tools for the 

marketing communication strategy.  

Table 11 illustrates frequency of occurrence of code categories inside the Sub-theme 

Timing. This Sub-theme was allocated from the narratives based on a follow up question related 

to the preferred ways of communication. The question checked what could be the most suitable 

period of the year that students were most willingly to participate in DSP activities and receive 

information about BI. Most of focus group participants suggested that Beginning of the year (33%) 

and Introduction week (33%) are the best times for reaching the students. Also, one should take 

into consideration that some programs start in September, other programs start in January, 

therefore, at least twice a year, as suggested by respondents, Dalarna Science Park and the business 

incubator should most actively use such communication tools as presentation speeches.  
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“2: In the beginning of the year, I think so …” 

“5: maybe to introduce DSP to students more efficiently, they could participate 

in the introduction meeting; I haven’t seen them in the introduction meeting. … 

 

Table 11: 

Frequency of occurrence of code categories inside the Sub-theme “Timing” 

Sub-theme Code Category Frequency of occurrence 

Timing  Beginning of the year 33%  
End of studies 15%  
Introduction week  33%  
Middle of studies  19% 

Total  100% 

Source: own data 

 

Seminars, Discussions & Workshops and Idea-challenge Workshops can be moved to the 

middle of studies (19%) and to the end of studies (15%) for both bachelor and master programs. 

Especially in the middle of studies (or the middle of semester), students are still not involved into 

final courses and are more available for various educational activities.  

“1: Maybe in the middle [of studies] you can organize seminars, like in Tenoren we have 

..  In the middle of semester, students have gone through half of their studies, so now they may be 

more perceptive to what is going on around the university. …So, by the end of the program they 

start building a plan [of their professional development], which can work for them.” 

In this section, we have presented analysis of most occurring codes and code categories in 

the Sub-themes Media, Message, Communication and Timing. The findings from this analysis can 

be used to comprise the marketing communication mix of tools, media and message.  
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V. Discussion  

Keeping in mind that the aim of our research is to identify content for a marketing 

communication strategy of a science park, which considers students as potential customers, we 

will discuss findings presented in the previous chapter in relation to how they can be implemented 

in the marketing communications mix of message, tools and media.   

 

5.1.  Message  

In the framework of our research, we used information from the answers of students to be 

able to discuss the type of message and its approximate content that a Science Park could use. This 

can help the organization promote positive attitude towards entrepreneurship among students and 

highlight how the services of business incubator could help to overcome the obstacles that 

individuals face when they start own business.  

We received many comments regarding the bright side of being entrepreneur. The main 

positive values that students discussed were the assumed special personality characteristics of 

entrepreneurs and the social drive of the modern society that steers people to start their own 

business. From the perspective of negative values (or perceived obstacles on the way of opening 

one’s own business), the research participants commented frequently that they lacked specific 

knowledge in the area of legislation and business management to be able to open the business 

according to the laws of the country of residence and also run it properly in terms of accounting 

and HR. They also named often that they did not have sufficient funds to open and maintain their 

business. As a presumable consequence of these uncertainties, we identified high level of low self-

confidence among students, which promotes, in its turn, the connection of entrepreneurship with a 

strong negative emotion of fear of failure.  

 The ‘message’ can emphasize positive values in relation to entrepreneurship or can address 

negative values from the positive point of view. Considering the positive values, it can emphasize 

independence and freedom to pursue own goals and living an exciting and challenging life. Short 

catchy phrases could help in this, for example – “be your own boss” or “free yourself from rum-

drum work routine!” Such type of message can in general appeal to the opportunities of personal 

growth, which originate a successful entrepreneurial career together with skills and knowledge 

that individuals learn on their way to financial independence, and finally the accomplishment of 

their own ambitions and aspirations.  

Regarding the negative values the incubator should apply students’ concerns (especially 

those relating to low self-confidence and fear of failure) in order to promote the services of the 

organization, which should support a young entrepreneurial individual to reach his/her business 
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goals at the initial phase of opening and running own venture. The incubator should highlight in 

its ‘message’ to students that they support young entrepreneurs in terms of testing their ideas on 

the subject of maturity to build the business from and that they help connect with business 

environment and build business networks, which, in its turn, makes entrepreneurs learn business 

skills on the way, build and increase customer base and find financial support from investors. The 

message that should get through to students is that they are not left alone to deal with business 

environment, at least in the beginning.  

As it is indicated in IMC theory, appeals of a service organization to its audience should 

be desirable, exclusive and believable (Bloom & Kotler, 1984). Presenting entrepreneurship from 

positive perspective and addressing some uncertainties of becoming an entrepreneur, it can enable 

DSP to create an image of entrepreneurship as a desirable career. As compared with messages of 

other service organizations in the region, messages of DSP promoting attractive image of 

entrepreneurship will be exclusive. In order to be believable, Science Parks should carefully design 

its emotional appeals.  

Emotional appeals utilize feelings of audience in order to engage it and transform its 

attitudes to services from neutral or negative to positive ones. They enable stronger brand loyalty 

(Cutler et. al., 2000; Fill, 2009). In our case emotional appeals of Science Parks, which utilize 

positive attitudes to entrepreneurship and transform negative opinion about entrepreneurship into 

a desirable profession among students, can enable stronger engagement of students with the idea 

of becoming an entrepreneur. Furthermore, greater students’ engagement with idea of 

entrepreneurship will strengthen brand image of the organization that supports such activities.  

We also discussed with the students whether they perceived the services of business 

incubator as useful, what kind of service they perceived as the most important one (Annex 2). 

According to the overall feedback of students and the most often occurring narrative, students 

perceived services of the incubator as valuable and useful for an individual with entrepreneurial 

intentions. Nevertheless, they added comments on how the information about services of the 

incubator could be improved. Students suggested to provide better definition of the business focus 

of the incubator, which can help the prospective entrepreneurs decide whether their business ideas 

correspond with the knowledge-based view on business that the incubator holds. They also suggest 

providing information on what a science is from the DSP perspective, which should also build 

transparent understanding of the nature of the organization among its target group. These 

propositions are valuable in terms of constructing informational ‘message’ about the DSP and its 

incubator program. The group participants paid attention to such concepts from the description of 

the incubator services as idea testing and challenge, connection to business networks and hub of 

innovative ideas. These notions appeared as informative and inspiring for students, therefore, we 
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suggest that they can be used in ‘message’ also. The business incubator should spread the idea of 

challenge that thrills students, but they should also indicate that before opening business the 

experts of the business incubator will test the business proposition and make sure that there are 

market opportunities for it. They will also connect a young entrepreneur to a business 

environments, so that the former one receives support from his/her peers in other companies.  

As the theory suggests, informational messages should purely inform customers about 

services and differentiate services from other service companies (Bloom & Kotler, 1984; Mittal, 

1999). The above-discussed ideas of students will make informational messages about service 

scope of the business incubator more concrete and understandable. 

In general, students suggested designing the message in a way that makes it easy to 

comprehend, for example, by using short catchy sentences and animation instead of long text. In 

other words, the business incubator should provide a message tailored for the target group 

attitudes, fears and aspirations. It goes in line with both the IMC theory on the subject of message 

construction (Bloom & Kotler, 1984) and previous research on students as potential customers in 

relation to using shorter pieces of text and combining them with a visual impulse (Kazeroony, 

2011; Weinstain & Dobovan, 2017; Sekerin et. al., 2018). 

Overall, transformational advertising of entrepreneurship followed by informational 

messages about service scope of an incubator and its specific features, should presumably suit a 

Science Park to engage students into a business incubator program.  

 

5.2.  Tools 

In this part, we discuss the most suitable tools, which can be used to attract students. 

According to the answers received from the groups’ participants, we can state that various 

activities, which imply communication will be the most effective for a Science Park to raise 

awareness among students about its organization and the services it provides. Further presented 

activities raise awareness of students about DSP in general, which also raises the chances for those 

students who have business ideas to decide on enrolling into the business incubator program. The 

most proposed activities are related to discussions and workshops, inspirational speeches, 

seminars, idea challenge workshops conducted at both Dalarna university and the Science Park.   

Findings from focus groups helped us identify the most effective periods to contact 

students. These periods are the beginning of the year and the beginning of the semester. This is the 

time when students are less involved into the study and, therefore most receptive to ‘messages’ 

and activities of DSP. 
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Taking the theoretical perspective on the strong proposition of students to be part of 

different engaging and educational events, we regard it as the basis for initiating Word-of-Mouth 

(WOM) promotion of DSP and its incubation program. Because by engaging students into various 

events one raises the possibilities that these students will share their experience with their peers, 

while at the same time expending the pool of potential customers for the business incubator. WOM 

recommendations about activities conducted by a Science Park are perceived by other students as 

trustworthy and presenting educational and professional opportunities.  

In general, findings for the tools of marketing communication strategy for Dalarna Science 

Park go in line with theoretical proposition to promote services by means of PR activities, Personal 

selling and Sales promotions activities by means of events (Bloom & Kotler, 1984; Mittal, 1999; 

Stafford, 2002; Fill, 2009). In our research they are represented by various presentations, speeches 

and workshops conducted both in the Science Park and the University. PR and Personal selling 

activities of the Science Park should contribute to WOM recommendations by students, which 

goes in line with previous research on students as customers (Ghosch, et. al., 2001; Mangold & 

Faulds, 2009; Kazeroony, 2011) and the theory of promotion of services (Bloom & Kotler, 1984; 

Mittal, 1999; Lovelock & Gummerson, 2004). Students as any other customer group like to share 

and receive opinions about service quality and service provider before making purchasing 

decision. 

We also connect the findings with theoretical proposition to use such advertising strategies 

as documentation and service process episode (Legg & Baker, 1987; Stafford, 2002) with 

reference to students desires to participate in seminars and attend speeches of business 

representatives and entrepreneurs from the business incubator. Idea challenge workshops in 

relation to Science Park services can represent a form of experiential marketing (a form of direct 

marketing) (Fill, 2009). As research indicates, students are quite fond of such activities 

(Kazeroony, 2011).  

During focus groups, students called for receiving WOM recommendations about DSP’s 

activities not only from peers, but also from a more authoritative source, which is presented by 

program directors and professors. Quite often in conversations students commented that once 

during their study period varying from one to several years, the experts from business incubator 

came and presented their program, or a professor shared information about an event at DSP and 

they came there. These activities and visits by incubator experts were not recurring; therefore, 

when new students come every semester, they are not aware of the existence of DSP and 

professional opportunities it can offer. Findings from focus groups indicate that DSP should 

establish long-term communication with students while focusing not only on attracting students to 

its business incubator program, but also engaging university into its activities. 
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5.3.  Media 

Findings showed that students were mostly using Internet and particularly LinkedIn as the 

way to search for employment opportunities. From the perspective of our research, 

entrepreneurship can also be considered as a type of professional occupation. Therefore, marketing 

information about it can be spread through same channels, which are normally used by students to 

browse job-market. Regarding the marketing communications strategy Internet and LinkedIn can 

be used as media by means of which messages about services of DSP and its activities are shared 

with the target audience. Most occurring code categories of Internet and LinkedIn in this Sub-

theme correlate with our theoretical proposition to use inbound marketing approach to reach out 

to students (Halligan et al., 2009; Royo-Vela et al., 2016). From the perspective of the Science 

Park, in order to promote its services to students by means of Internet technologies, we can suggest 

making sure that the browser gives out right away the link to Dalarna Science Park if someone 

searches it through Google. It is also important to have attractive, simple and user-friendly web 

page, of the organization, which accurately shows information in Swedish as well as in English. 

On the Dalarna Science Park page, it should be made easy to find the business incubator program. 

The presented approaches to use IT refer to the phase of creating initial contact with the target 

audience by presenting an image of a modern technologically - developed and customer-oriented 

organization.  

Findings also suggest other ways of using IT as means to reach out to students including 

the possibility to initiate and maintain “relationships” with them. Students suggested to use Social 

Media, create a link to DSP web site or post events that happen at DSP and business incubator on 

Dalarna University web page, create and post video showing DSP facilities and presenting the 

business incubator on You Tube. Social Media can be represented by a page on Facebook but can 

also be a chat in a student-blog.  

DU university web-page is the one most often visited by students (as students commented 

during the focus groups), therefore, it was logically suggested to use it as a mean to increase 

visibility of the DSP website and/or its activities there. This way DSP and the business incubator 

can reach out to its target audience more effectively.  

Video on YouTube showing DSP facilities and presenting the business incubator was quite 

a creative suggestion in one of the focus groups. A video can present a short piece of information, 

which is conveyed, to the audience in an entertaining form. This way it catches attention of a 

viewer and raises interest to the organization in a more effective way than other types of Media. 

This also creates opportunity for DSP to reach out not only to the students currently enrolled into 

studies, but also to the prospective students. Quality-made video can promote a positive image of 
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the DSP being a modern organization, but also for Dalarna University as the one that keeps up 

with the times.  

TV Screens in the university and the DSP translating information about DSP and its 

incubation program as well as schedule of the upcoming events at the DSP present digital media 

which was often suggested by students as an attractive way to convey messages to the audience.  

Information boards, in its turn, present quite a conservative media type. The fact that many 

students named them often, made us believe that it could present a good way for the business 

incubator of DSP to maintain the level of awareness about its services and activities among 

students. This media type is not costly and does not request much maintenance. The only thing 

that DSP should ensure is that posters are constantly renewed and placed at university and student-

dorm. Posters can convey emotional or informational messages, which should be delivered in an 

easy way, by means of using animation (or even schemes) or short calling messages, which present 

services of the business incubator, the incubation process or activities of DSP.  

Overall, findings in this section correlate with theoretical proposition to use inbound 

marketing tools to promote services to students and initiate eWOM activities (Mangold & Faulds, 

2009; Royo-Vela & Hünermund, 2016; Weinstain & Donovan, 2017). They also correlate with the 

IMC theory in part of using printed media and Internet as channels to spread the information about 

the organization (Bloom & Kotler, 1984; Fill, 2009).  

 

The discussed above findings for the communication mix of messages, tools and media 

should enable Dalarna Science Park implement an integrated marketing communication strategy 

(IMC) directed to engaging students from Dalarna University. Messages (or appeals) should be 

built around positive values of entrepreneurship, due to the reason that the primary task for the 

Science Park is attraction of students to its incubation program. In order to target students with 

business ideas, DSP should implement such tools as PR, Personal Selling and Sales promotion 

activities in form of events and rely on inbound marketing tools to connect with students, attract 

them to events conducted both in the Park and at the university so that to stimulate both personal 

feedback among students and electronic word-of-mouth recommendations. Findings indicate that 

DSP should implement long-term integrated marketing communications strategy, which calls for 

networking not only with the group of potential customers presented by students, but also with 

Dalarna University, that should be regarded by the Science Park as the source of talented students 

with business ideas.  
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VI. Conclusions 

The aim of our research was to identify content for a marketing communication strategy of 

a science park, which considers students as potential customers. In order to fulfil the aim, we 

introduced two research questions. One of the questions was: “What is the attitude of students to 

a business incubator program of a science park?” (see p. 5) Findings for this question from 

Analysis indicate that general attitude of students to the business incubator services is positive. 

They believe that this program could be very useful for those who hold business ideas. The general 

positive service evaluation by students indicates that communication strategy directed to them may 

be successful. The positive attitude to incubator program also indicates that such services can be 

in demand among students if promoted in a right way.  

Another question was: “What are the most suitable ways of communication between 

students and a science park?” (see p. 5) In order to be able to identify suitable ways of 

communication with students, we conducted focus groups with them. Findings from the focus 

groups enabled us to provide recommendations on the content of the strategy components, which 

are presented as message, tools and media in our research.  

 

6.1.  Recommendations for the marketing communication strategy 

Having analysed the data from the focus groups with students as potential customers for 

the Dalarna Science Park, we can conclude what types of messages, tools and media this kind of 

organization can apply in a marketing communications strategy.  

Considering appropriate ‘messages’, a Science Park should construct both emotional and 

informational messages. Emotional messages should translate the image of a successful individual 

who constantly evolves its knowledge and skills, open for challenges and seeks financial 

independence and social accomplishment. They could address lack of confidence of prospective 

entrepreneurs, which is expressed in fear of failure, financial concerns and those related to lack of 

knowledge and business skills, through reassuring messages promoting supporting activities for 

young businesspersons. Informational messages should spread information about the incubation 

program, its services and scope of business, making it easier for students to decide on whether they 

are ready to enroll into it.  

Emotional messages may be expressed in transformational type of advertisement, which 

can present a life-style of self-fulfilled, independent person. This type of advertisement will attract 

and engage students. It will raise interest to entrepreneurship and the organization, which promotes 

it. 
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In relation to ‘tools’ Science Parks should rely mostly on PR, Personal selling and Sales 

promotion activities in form of events. These activities can be represented by various discussions 

and workshops, seminars and lectures with students conducted by business representatives and 

experts from Science Park. In relation to Science Parks in general, it implies that such organization 

should attract students to its facilities by promoting different activities in order to stimulate and 

awaken the entrepreneurial aspiration among those students who already have entrepreneurial 

ambition but for one reason or the other didn’t try to implement it in practise. The mentioned 

activities should be regular, because a Science Park has to maintain the level of awareness among 

the student population due to the reason that each semester new students are enrolled into the 

studies. Events will allow students create exiting memories that will be shared by them with their 

peers by WOM comments and stories. Regarding, marketing communication perspective, it means 

that Science Parks should rely on various PR and Personal selling and direct marketing activities 

(especially, those from the sphere of experiential marketing).  

Suggestions for ‘media’ channels go in line with the inbound marketing approach and 

previous research on students as a group of customers who use IT the most. In order to attract 

attention of students to a Science Park and enable their enrollment to its incubation program, the 

former should implement such inbound marketing tools as content marketing, search-engine 

marketing and social media marketing. Another type of media could be presented by digital 

technologies (in lesser extent) such as TV screens that should translate events and can translate 

advertisement of a Science Park activities in its own facilities and in the area of the near-by 

university. Printed media can also be used for these purposes. It can convey informational 

messages in form of announcements of upcoming events, as well as emotional messages with 

catchy headlines and bright pictures depicting values of entrepreneurship.   

We propose integrated marketing communications paradigm in combination with 

principles of relationship building and customer-centric view to be applied by Science Parks in 

order to attract and engage students from near-by universities. From this perspective, Science 

Parks should not only build stronger relationships with students, but also it should have stronger 

connections with near-by universities. This would help the former to communicate with students 

and attract more of them to consume its services. 

 

6.2. Theoretical contributions of the research 

Our study provides theoretical contributions to the area of research focusing on Science 

Parks and investigating problem of attraction of students to them. As it was mentioned in Chapter 

I, the research in this sphere is scarce. Studies on Science Parks primarily accept the idea of the 

importance of links between Science Parks and universities, considering universities as primary 
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source of talent (Vedovello, 1997; Link et. al., 2003, 2006, 2007; Löfsten & Lindelöf, 2005). There 

are very few papers that address the problem of talent attraction to Science Parks (Cadorin, 2017), 

and even less research is done on the problem of students’ attraction to these organizations. In our 

study we have attempted to contribute new knowledge to this topic from the perspective of 

marketing communications theory.  

 

6.3. Research limitations 

Our research holds certain limitations, which mainly refer to the methodology. We applied 

non-probability self-selection sampling technique, which implies that our sample participants were 

chosen based on their interest to our research, but not on their characteristics, such as nationality, 

gender, study program etc. In our research, we considered the sample as a homogeneous group of 

students who were representatives of the target group of customers for the business incubator. In 

order to be able to discuss the marketing communications strategy we analyzed students’ narratives 

irrespective to the representation of various groups of students in the research. In addition, bigger 

sample size can provide more accurate results on the prevailing students’ attitudes to the business 

incubator services and the most suitable ways of attracting them to a Science Park. 

 

6.4. Recommendations for further research 

Future research on students as customers for a Science Park could be conducted as 

quantitative study on entrepreneurial intentions of students of Dalarna University. This research 

could enable the business incubator of DSP to evaluate the size of the pool of potential customers. 

Such research could be replicated from previous research (Dabic, 2012; Zhang et al., 2015).  

From the perspective of sample size, current study could be replicated to bigger sample of 

students from Dalarna University, which should bring more insights into the specifics of the target 

group. It could be also interesting for a business incubator to conduct marketing research on certain 

groups of students, for example, engineers, IT, business. Those students who are more prone to 

come up with an idea of a new knowledge-intensive firm.  
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Annex 1 
 

Dalarna science park offer to students 

 

Dalarna Science Park Business Incubator  

Offer to Dalarna University’s student  

Testing an idea  

Do you have an idea that you want to test? Don't let the dream stay in the chest of 

drawers. Come and talk to us, individually or in groups.  

 

Take your business idea to the next step  

We guide you in your company development and give you support with finance, 

marketing, sales business sustainability and other important things.  

 

Inspiration and network 

Attend inspirational lectures and activities where you can connect with other 

organizations and participate with your expertise in an open innovation process. 

 

Take the opportunity and participate in an open innovation competition  

You face a challenge where you can use your creativity to find new solutions. Register 

your interest and we will contact you at the next opportunity. 

 

Sit in our creative environments  

In our creative environment, you as a student have the opportunity to sit in our Co-

working space, Workflow Open for 3 months and develop your idea. 

In the Lounge you have the opportunity to sit and study during your entire study period. You can 

buy good coffee in Starbucks on the go, which you will find in the foyer. 

 

Source: https://www.dalarnasciencepark.se/en/ 

 

https://www.dalarnasciencepark.se/en/
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Annex 2 
 

Dalarna scinece park brief description 

 

WHO WE ARE  

A Science Park can be described as a meeting-place for people, ideas, knowledge and creativity, 

and it is often a platform for larger innovation and development projects. We offer stimulating 

and developing environments, as well as infrastructure, networks and business development for 

knowledge intensive growth companies. 

WHAT WE DO 

Dalarna Science Park is an innovation arena that supports the development of people and 

companies with growth ambitions. 

Dalarna Science Park offers through the incubator effective business development processes. 

We welcome both entrepreneurs with new business ideas and companies with growth potential.  

We develop inspiring environments and motivational meetings, where we connect trade and 

industry, academia, and the public sector. 

WHAT WE OFFER 

We offer customized processes that involve startup entrepreneurs, established companies, 

academia and public actors. 

o CHALLENGE YOUR IDEA:  

✓ We help you to determine whether your idea is worth betting on. 

o INCUBATOR PROGRAMME: 

✓ The Incubator Program supports entrepreneurs who have exciting business 

ideas. We focus on business ideas that contain great ambitions and 

momentum. 

 

 “The most important carrier of our brand is you as an employee. Welcome to join us on our 

continued journey!” -  Sture Ericsson, CEO 

 

Source: https://www.dalarnasciencepark.se/en/ 

https://www.dalarnasciencepark.se/en/
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Annex 3 
 

 

 

 

 

Letter of Consent  

 

The study relates to the issue of attracting talented students of Dalarna University to the 

business incubator, which is located at the Dalarna Science Park.  

Hereby you are asked to give your consent to participate in the research.  

Information about the study: 

The study aims at developing a marketing communication strategy, which should help the 

business incubator of the Dalarna Science Park raising interest among students from different 

faculties of the Dalarna University and attracting them to the facilities of the Dalarna Science Park 

(more specifically to the idea of becoming  entrepreneurs). 

The study applies qualitative research approach. The primary data is gathered though focus 

groups. In the framework of the data collection phase, 5 focus groups are planned, each consisting 

of 5 participants correspondingly. Participants of the focus groups are students from different 

faculties of the Dalarna University from Bachelor and Master Levels who are not involved into 

entrepreneurial program at the University. Two moderators will conduct each focus group. One 

moderator enables the conversation with participants, while the other moderator will take notes on 

the dynamics of the focus group.   

The focus groups are conducted in the facilities of the business incubator of the Dalarna 

Science Park. During the focus groups, participants are going to share their ideas and elaborate on 

7-8 questions predetermined by the researchers. Conversation of each focus group will be audio 

recorded.  
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Research ethics and personal data: 

Consequently, the researchers will prepare transcript of each focus group’s narrative, code 

it and analyze it. The data acquired through analysis of focus groups’ narratives and dynamics 

should enable the researchers to fulfill the study aim stated above.  

During the transcription and analysis of the focus groups narratives and dynamics, the 

participants’ names will be transformed into numbers. No personal data related to names, 

nationality, occupation and any other data, which may directly or indirectly enable one to identify 

a specific participant, will be utilized in the transcription and/or analysis of the focus groups’ 

narratives and dynamics, as well as results drawn from the analysis. The audio recordings of the 

focus groups’ conversations will be temporary stored on personal computers of the researchers. 

The audio recordings will be deleted when the researchers finish the transcription of the focus 

groups’ narratives.  

Dalarna University is responsible for the processing of personal data related to the study. 

As a participant in the focus group, you have the right to receive information about how your 

personal data will be processed, according to the Data Protection Regulation (GDPR). You also 

have the right to request access to the transcript of the focus group’s conversation and correct any 

errors that may occur. If you have any questions about the processing of the personal data, you can 

contact the University's Data Protection Officer. 

Participation in the research is voluntary. You can cancel your participation at any time 

without further justification. 

The study will be presented in form of Thesis at Dalarna University. 

As part of the study, the research results will be shared in form of a report with the 

employees from the marketing department of the business incubator of the Dalarna Science Park. 

The information is provided by the following persons:  

Researchers:  

Anna Luchina 

Tel.: +4670 857 0831 

E-Mail: h18anluc@du.se   

 

Signature: _______________ 

 

Giacmo Codazzi 

Tel.: +39 338 771 1453 

E-mail: h18giaco@du.se  

 

Signature: ________________ 
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Supervisor:  

           Olga Rauhut Kompaniets  

Tel.: +46 (0)23 77 80 00 

E-mail: ora@du.se            

 

Signature: ________________ 

 

Participant’s written consent to take part in the study: 

 

 

Participant’s Name: ___________________            Participant’s Signature: _____________ 

 
 

 

 

2019.04.07/Borlänge 
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Annex 4 

Table, containing question- guideline for focus group discussion and explanation of 

purpose behind the questions:  

Number Question Purpose of the Question/s 

1 What do you know about Dalarna 

Science Park and its incubation 

program?  

 

- Evaluate previous knowledge of students about the 

Park;  

- Use hand-out from Annex 1 in order to facilitate 

discussion if students have very poor knowledge 

about the Park. 

1a Follow up question/s:  

- Can you, in few words, 

describe what is the science 

park and business incubator 

about?  

- What are the main features of 

the business incubator?  

- How would you suggest 

describe the organization 

otherwise/in another way?  

 

- Enable brainstorming session on the topic of Science 

park and its business incubator; 

- Get additional values for constructing ‘message’.  

2 How Science Park and business 

incubator could increase its 

visibility among students?  

 

- Get insights into ‘media’ and ‘tools’ of the 

communication mix.  

2a Follow up question/s:  

When do you think it is best time 

during the year to conduct 

mentioned activities 

(presentations, lectures)? 

 

- Enables us to suggest best timing of perspective 

marketing activities for the Science Park.  

3 What is your preferred source of 

information that you use when you 

search job/internship/ other 

activity?  

 

- Check understanding from previous studies on 

students that they prefer social networking by using  

‘media’ rather than personal communication.  

- Possibly, get additional insights into ‘media’.  

4 Why do you think people want to 

become entrepreneurs?  

 

- Target positive values for constructing ‘message’.  

5 Have you ever thought about 

becoming an entrepreneur?  

 

- Develop further entrepreneurship topic in order to 

make students brainstorm more on positive and/or 

negative values of entrepreneurship  

6 What are the obstacles that one can 

face when one decides to start own 

business? 

- Target negative values for constructing ‘message’ 

7 What do you think about services 

for students of the business 

incubator? 

 

- Having acquainted one selves with service list of 

business incubator program (Annex 2), students 

should give additional insights into ‘message’.   

7a Follow up question/s:  

- Would you like to add any 

services to this list? 

- What is the main useful service 

among the listed ones?   

 

- Same as mentioned above in Q.7 



73 
 

8 Would you like to add any 

additional ideas to our discussion 

(something that has not been 

discussed yet)? 

- To give ability for participants to share ideas that 

they did not have a chance to pronounce or develop 

during the main discussion.  
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Appendix 1 
 

Table, containing Sub-themes with corresponding code categories and codes in the 

Theme “Attitude to Entrepreneurship”  

Sub-theme Code Category Code 

Negative Values  Fear of failure Fear of failure 

Stress & instability  

Finance  Financial instability 

Lack of capital to start or pursue  

Risk of investment  

Inadequate business structure  Lack of good business strategy  

Stuck from the start/don't know 

how to proceed with 

entrepreneurial activities  

Inadequate market knowledge  Lack of customer base 

Lack of good marketing strategy 

Obstacle: 'the right timing' 

Lack of confidence Entrepreneur devotes all the time 

to his business  

Fear of being judged by the social 

group 

Lack of confidence in the business 

idea 

Lack of confidence in yor own 

abilities  

Lack of patiance  

Lack of working experience  

Negative attitude  

Time consuming  

Lack of expert support Lack of external expertise to 

assess the presumable success of 

your business  

Lack of knowledge Lack of knowledge how to 

manage the company  

Lack of knowledge of state laws 

and tax systems   
Recruit the right people  

Lack of motivation Do not choose to become an 

entrepreneur because - very busy 

with studies 

Inability to work hard 

continuously  

Lack of motivation to continue 

work on your business  

Laziness  

Procrastination 

Lack of networks  Lack of networks with other 

companies  
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Regular job prevents from 

entrepreneurship  

Regular job experience may 

hinder the desire to become an 

entrepreneur and develop your 

own ideas  

Positive Values Attractive Life-Style  Entrepreneur as one with more 

attractive life-style  

Efficiency & Effectiveness  Entrepreneur works efficiently 

and effectively  

Entrepreneur as inspired by social 

group/culture  

Desire to entrepreneurship can be 

raised  
Entrepreneur as a student has less 

to loose   
Entrepreneur as inspired by his 

social group  
Entrepreneur due to favorable 

social culture   
Entrepreneurial family 

background is not enough to 

become an entrepreneur  
Entrepreneurs due to family 

background 

Entrepreneur as special personality  Entrepreneur as one able to see 

and seize opportunities   
Entrepreneur as one striving to 

continuously learn and adapt  
Entrepreneur as personality: 

active and responsible   
Entrepreneur as personality: 

active and striving   
Entrepreneur as personality: 

confident  
Entrepreneur as personality: 

creative   
Entrepreneur as personality: 

independent   
Entrepreneur as personality: 

striving for challenges   
Entrepreneurship as desire to 

engage in certain activities from 

childhood 

Entrepreneur as lead by market 

inefficiencies  

Entrepreneurs due to market 

inefficiencies 

Expert support helps to succeed  Expert support can help an 

entrepreneur to succeed  

Financial independence  Entrepreneur is financially 

independent  

Leaving own legacy  Entrepreneur as one striving to 

leave legacy after himself  

Source: own data 
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Appendix 2 
 

Table, containing Sub-themes with corresponding code categories and codes in the Theme 

“Knowledge” 

 

Sub-theme Code Category Code  

Job Search Head hunter agency  Head hunter agency   
Internet Company websites   

Browser search   
Graduateland, studentuniverse, 

youngprofessional as job search engine   
Erasmus enternship websites   
National Job Search Engines  

LinkedIn LinkedIn  
Networking Academic jobs   

Job fairs   
University builds networks with companies for 

students    
Networking as easier way to get the job    
Networking is better option for the employer   

Social Media Facebook group   
University platform  University platform  

Previous 

Knowledge  

General knowledge  Knowledge that there are events in DSP  

 
Knowledge from events  Knowledge from previous encounters with DSP   
No knowledge No knowledge  

Source: own data 
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Appendix 3 
 

Table, containing Sub-themes with corresponding code categories and codes in the Theme 

“Means of Attraction” 

 

Sub-theme Code Category Code  

Media Case stories on DSP 

website  

Case studies/success stories & cases should be 

presented on the DSP website   
Competition with Price  Hold competition on best business idea with a price   
DU webpage  Post information about DSP on Web page of 

Dalarna university  
Information boards  Put posters about events at DSP at university    

Put posters about events at DSP in Locus    
Put posters about events at DSP outside university    
Put posters on the info boards of the university    
Students do not read info on the info boards at 

university  
Information in English  Information in the posts should be in English   
Information letters Newsletters & e-mails about events in DSP   

Program coordinator should send information 

about events at DSP by email  
Networking 

database/platform 

Implement database where companies could 

contact students with different expertise to involve 

them into current projects  
Renovate the building  Add graffiti on the building   
Social Media Contact with student-bloggers to post info about 

DSP and BI   
Different social groups use different social media   
Facebook    
Instagram   
Post events on social media   
Work on hashtags  

TV Screen at DSP/DU Screen with event schedule of DSP in the lobby of 

the DSP   
Use short messages about BI & DSP on the screen   

Video on YouTube  Involve an active inspiring teacher doing the video 

about DSP    
Make video overlooking the facility of incubator 

and DSP on YouTube    
Make videos of entrepreneurs discussing their 

success stories and put them on YouTube  

Message Add/change information 

on the website/service 

Add business focus of BI 

  
Add success stories   
Define 'Science'   
Help with business plan development    
Provide social package for those starting business 

with the incubator but having no connections in 

Sweden (or the region).    
Service description should be more specific 
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The message should contain practical info & 

examples of regular events   
Animation Animation (picture technology and business)   

Animation is better than text  
Associations (with BI & 

DSP) 

BI relates to venture capital and angel investors 

  
DSP challenges ideas   
DSP connects to networks   
DSP develops new ideas   
DSP is a hub for innovative ideas   
Innovation challenges    
Inspiration is a strong way to attract people    
Promote DSP and incubator as a good alternative 

to moving out to bigger city and starting a normal 

job    
Promote the idea that it is easy to contact the 

incubator    
Shark-tank   
TED "ideas worth spreading"   
The BI description does not evoke personal 

connection   
Use short calling phrases   

Message is good BI services are useful    
The message is good enough   

Target group - people with 

ideas  

DSP is interesting for people with business ideas 

 
Welcome students without 

ideas 

Message should be welcoming for active students 

without business ideas 

Communication Activities with free food 

& drinks  

Activities for students  

  
Events with free food & drinks   
Include Fika/coffee into the event   

Dicussions & Workshops brain-storming sessions & discussion sessions   
Conduct brain-storming sessions where students 

brainstorm with business representatives    
Organize meetings    
Organize workshops  at DSP - students can 

network with companies    
Workshops & activities for students, which help 

implement creativity    
Workshops on developing business ideas at DSP   
Workshops with free food & drinks  

Events in English  Inspirational talks held in English  
Idea-challenge Workshops  Conduct challenge contests where students can 

present and develop their ideas    
Creative workshop where students from different 

departments create their own company    
More innovation challenges events at DSP   
Open challenges (idea challenges)  

Innovative/study space for 

students  

Create additional space/study area for students 

apart from that one in the hall   
Creative area where students can try out 

prototypes, read books and chill - finding 
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themselves at the same time in creative and 

stimulating environment    
Provide access for students to the inside of the 

incubator   
Inspiration-Speeches Come to university as guest-lecturers   

Companies from DSP should do speeches at 

different master programs    
Conduct Inspirational lectures    
Guest lectures at university [from companies]   
Hold talks and lectures in university   
Inspirational talks   
Involve CEOs of bigger companies to come to 

guest lectures   
Lectures by companies presenting their products    
Organize meetings like TedTalks at DSP   
Organize speeches (by other companies or 

entrepreneurs)    
Speeches by business people   
Trainings/inspirational lectures should help 

overcome fear of entrepreneurship    
Workshops with free food & drinks  

Network with students 

union  

Involve student-union to spread the word about 

DSP to students   
Network with University  Connect students to projects on companies at DSP 

through Professors    
Connect with teachers more - teachers are more 

trusted by students as experts in the corresponding 

fields    
DSP experts come to university rarely   
Professors should share information about DSP 

activities    
Network with the University   

Networking Activities   

Events help build connection with students   
Access to the incubator can help networking with 

other entrepreneurs    
Attract active people with no business ideas    
DSP should promote connection between students 

of DU and companies that reside in DSP and in the 

region   
Networking activities    
Promote communication between students and 

current tenants of the incubator   
Part-time job at DSP Connect students with companies where students 

could help companies with projects or resolve 

issues   
Involve students to some common project between 

DSP and the University    
part time job for students at DSP    
Part-time job for students at DSP   
Provide internships for students at companies 

residing in DSP   
provide summer-job at DSP (or at the companies at 

DSP) 
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Connect DSP companies with active and interested 

students    
Promote writing Thesis with companies from DSP  

Presentation speeches at 

DSP  

DSP should present itself during the introduction 

week.    
Make students come to DSP during city tours    
Make students come to DSP at the first 

introduction day (on their way back from Galaxen)   
Organize meetings with incubator experts    
Organize Presentation    
Program visits where incubator experts introduce 

the incubator program   
The area of business incubator is inspiring   

Presentation speeches at 

DU  

Come to the class and share information about your 

organization directly to students    
Having information stand at the university    
Organize a stand at the university with brochures    
Organize a stand at the university with brochures - 

regularly    
Organize speech/meeting at the university library   
Present DSP during introduction week [at 

university]   
Presentations at university of what DSP is about    
Share information about what is DSP & incubator   
Study visits to University  

Regular schedule of 

discussions & workshops  

Create stable schedule for workshops and trainings  

  
Organize events at university frequently    
Organize regular meetings in the area of business 

incubator    
Regular meetings with discussions according to the 

interest/field of education   
Seminars Add - learning activities    

Conduct business trainings for students    
Conduct trainings to develop soft skills for students    
Mandatory entrepreneurship course at university    
Organize trainings on accounting, Swedish laws    
Seminars/workshops with guest lecturers from 

business    
Seminars/workshops with guest lecturers help 

network with regional businesses   
Technology shows  Events where new products/ techniques and 

prototypes are presented    
Events where students can try out new 

products/technologies    
Organize workshops where students are presented 

with technologies/help develop new products   
Thesis defence at DSP Hold Thesis defence at DSP  

Timing  Beginning of the year Beginning of the year - raise awareness    
Beginning of the year & middle of the year  

End of studies End of the studies - target interested students   
Introduction week  Beginning of the semester - raise the interest    

Introduction week  
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Middle of studies  In the middle of semester - except examination 

period   
Middle of studies   
Middle of the year  

    Source: own data 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


