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Abstract 

This research is a case study on local identity & place branding in the municipality of 

Heerenveen, the Netherlands. Scholars have argued before that place branding should reflect 

the local identity of a place. Therefore, a mixed methods approach, consisting of photovoice 

& semi-structured interviews, were selected, to investigate the local identity and whether this 

is reflected in the place brand of Heerenveen, which wanted to establish themselves as a 

municipality of sports. Sports indeed play a huge role in shaping the local identity, locals 

therefore feel represented in the place brand. The ice-skating rink of Thialf is also part of the 

local identity, but not because locals have a strong personal connection to the sports arena, but 

because it is an important flagship in their sports image. The question therefore remains 

whether the place brand is a natural reflection of the local identity, or whether the perceived 

sports identity is a result of the municipality pushing their sports agenda in their place brand 

for years already. Conducting place branding from a bottom-up perspective, therefore proves 

to be difficult as locals have been influenced by top-down decisions from the past. For further 

research, expanding this research onto a larger scale could provide more general insight in 

how to conduct bottom-up place branding. 
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Introduction 

Context 

Heerenveen as Municipality of Sports 

In 2017 the municipality of Heerenveen was crowned as Dutch sports municipality of the 

year, because of its efforts to involve their entire population into sports (Omrop Fryslân, 

2017). This was not a coincidence as earlier that year it published a document; “sports and 

movement vision 2017-2025”, in which it announced it wants to strengthen their sports image, 

and becoming national sports municipality was one of the goals (Gemeente Heerenveen, 

2017). The municipality mentions it already has a top sports climate, an image related to 

sports and the aim to expand on this by including its inhabitants more than it did before 

(Gemeente Heerenveen, 2017). 

What the municipality does is an example of place branding; to expose a target audience to a 

network of associations (Zenker & Braun, 2017); it is not merely spreading a slogan, the 

municipality tries to change the experience of the place by investing in sports infrastructure 

and trying to get the local population involved (Gemeente Heerenveen, 2017). 

Place Branding; more than a Marketing Trick 

Implementing those interventions is crucial, as place branding strategies often focus too much 

on visual expressions; capturing the visual elements of a place in a single slogan and targeting 

it towards a specific target group (Zenker & Braun, 2017). And although place branding is 

often interchangeably used with concepts as place promotion and place marketing, capturing 

the actual experience of a place is where place branding distinguishes itself from those 

concepts (Boisen et al., 2018). Place promotion is merely concerned with promoting an 

already existing place. And although place marketing might also include the stimulation of 

spatial development, it is more supply-demand driven; for example, the promotion of a 

place’s growing industrial area, without capturing the local identity as would be done in place 

branding (Boisen et al., 2018). It can therefore be argued that those place branding strategies, 

those which are reduced to slogans, are no true examples of place branding, but are closer 

related to place promotion. Kavaratizis & Ashworth (2005) therefore argue that place 

branding is more than a simple marketing trick; it is a more complex and in-depth concept. 

Place branding also includes selling and promoting the identity and the image of a place, 

which are how people, as groups or individuals, understand and recognize places and how a 

place is perceived by outsiders (Kalandides, 2012). Although including the place image and 

identity are important for the place brand, they are powerless if the brand is not promoted 

properly, which is why place branding still includes aspects from place promotion and 

marketing, despite being labelled as a different concept (Boisen et al., 2018). In place 

branding there is no universal objective however, it is often a combination of keeping serval 

stakeholders satisfied, for example by promoting economic growth, social cohesion or 

sustainability (Hankinson, 2015). How to construct a place branding strategy depends on the 

goals set in mind and those differ per case (Källstrom & Siljeklint, 2024). Place branding is 

therefore a strategy that cannot easily be copy-pasted from place to place, as every place has 

their unique target audience, selling points and goals. In Heerenveen the goal is to promote 

the region as a place to live, work and visit (Regio Heerenveen Gouden Plak, n.d.), which 

might be different in other regions. 
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Research Design 

Puzzle and Research Questions 

As place branding should include capturing the local identity, it is interesting to investigate if 

the place brand of Heerenveen is in line with the identity of the locals, and to reflect this back 

to the image of Heerenveen as a municipality of sports. This is done in the form of a case 

study, as is captured in the following main research question: 

To what extent do locals feel represented in the place branding of the municipality of 

Heerenveen? 

The place identity of the locals needs to be investigated first; how do locals feel about their 

own municipality and what shapes it? These findings will be reflected to the branding strategy 

of the municipality, in which Heerenveen was branded as a municipality of sports (Gemeente 

Heerenveen, 2017). And lastly: how would locals construct their own place brand if they were 

to decide? The following sub-questions have been formulated to answer these questions: 

1. How do locals perceive their own Place Identity? 

2. Did the Place Branding Strategy represent the Place Culture of Heerenveen? 

3. How should locals be involved in Creating a new Place Brand? 

By answering these three sub-questions and discussing them further in this paper, the main 

research question is covered. A work package has been constructed to give a global overview 

how the sub-questions and their respective research methods will help answer the main 

research question (Appendix A). Further details on how these questions will be answered are 

given in the methodology chapter. 

Relevance and Research Gap 

Conducting this research is relevant for the local society as it might help the locals understand 

how they interact with their living environment as individuals and as a collective (Kalandides, 

2012). Furthermore, the year of 2025 was the end date of the “sports and movement vision”, 

published by the municipality (Gemeente Heerenveen, 2017), which makes it relevant to 

reflect on it now, as its goals should have been achieved, and to look ahead on how to proceed 

in the future, with a potential new brand. 

In terms of scientific relevance this research might contribute to already existing literature 

because place branding is a new topic to the field of social sciences (Boisen et al., 2018), and 

still not much researched from a bottom-up perspective; which entails investigating the local 

identity first, then reflecting it to the existing place brand. Because, the local identity should 

determine a place branding strategy, instead of the other way around, as this ensures the locals 

are well represented in the brand (Braun et al., 2013; Kavaratzis & Ashworth, 2005; Zenker & 

Braun, 2017). The photovoice method used in this research, is also unique for this kind of 

research which might provide unique findings (Nykiforuk et al., 2011) in combination with 

the interviews. 

In summary, this research contributes to previous research by approaching it from a unique 

perspective, with a unique mixed method approach, and selecting an interesting case study 

which has quite a clear vision (Gemeente Heerenveen, 2017). The results from this research 

might therefore not only provide insights into the municipality of Heerenveen but might also 

provide insights for other regions which want to reflect to their place branding strategy. 
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Theoretical Framework 

Literature Review 

Place Branding and its Complications 

As mentioned in the introduction place branding was and is still often interchangeably used 

with similar concepts, but it got its own definition around the time Anholt (2005) published 

his book on place branding and distanced it from place marketing. This was later stressed by 

Kavaratzis & Ashworth (2005), by describing place branding as more than a simple marketing 

trick. Comparisons can be drawn with product branding, as place branding is nothing different 

than the application of the brand on a place. The main complexity is that places are often 

‘multilayered and fast changing ‘products,’ which can place branding a complicated concept 

(Kavaratzis & Ashworth, 2005; Zenker & Braun, 2017). 

Place can after all refer to various aspects of a location. It might refer to its materialistic or 

visual aspects; the infrastructure or landscape of a location for example. But its intangible 

aspects, how people speak about a place or how people experience it, are also part of what 

shapes a place (Zenker & Braun, 2017). The intangible aspect of place can easily be 

overlooked, which brings the risk that the brand is oversimplified and reduced to a single 

slogan as was the case in Manchester with their “I love Manchester” campaign (Warnaby & 

Medway, 2013). Zenker & Braun (2017) would call this an example of a “one size fits all 

brand”; a generic place brand which does not capture the identity of a place and is targeted at 

a limited audience. They do therefore recommend focussing on managing the experience of a 

place, rather than just implementing a slogan (Zenker & Braun, 2017). Which is not 

straightforward, as there are several ways to conduct a place branding strategy, as it also 

depends on the several goals, aims and recourses organizations responsible for managing 

place branding strategies have (Källstrom & Siljeklint, 2024), which is discussed further in-

depth later on in this chapter. 

In summary, there are a couple of complications regarding the concept of place branding. 

Which are, firstly: what is place branding exactly? Secondly: what is the role of the place? 

And thirdly: how should a place branding strategy be implemented? These are questions there 

are no universal answers to as they also depend on the context of a place. Despite this there 

are scholars who provide suggestions, for example: Boisen et al. (2018) have a strong 

definition of place branding as they state Place Branding should reflect the local identity of 

the place. It also draws on earlier work by Kavaratzis & Ashworth (2005), who distinguish it 

from place marketing for similar reasons, and to the work of Zenker & Braun (2017) who 

argue place branding should be focussed on selling the experience of a place rather than its 

materialistic aspects. The role of place is complicated to define, but it should be considered 

that it consists of more than just visual appeal. Other senses: smell, sound, taste, and touch are 

also part of the experience of a place, creating a certain identity of a place (Medway, 2015). 

And how a place strategy should be conducted depends on the goals of the place branding 

strategy; it can be aimed to an internal or external audience and be implemented to exploit 

aspects already part of the identity or explore new ones (Källstrom & Siljeklint, 2024), for 

example, which would require different inputs. 
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Place Identity, Image, and Culture (PIIC) 

As places can be complex, Kavaratzis & Hatch (2013) argue place branding should therefore 

be a continuous process. Which is why they introduced the place identity approach, according 

to which the place brand should reflect the rapidly changing place identity, place image, and 

place culture (Kavaratzis & Hatch, 2013). These three concepts are in a way like each other as 

they all describe the place from a narrative perspective, yet there are subtle differences. The 

place identity describes how people view themselves as a collective and the place image is 

how a region and their people are perceived from the outside. Place culture is a more abstract 

concept, but it can be described as a way of life, a mutual understanding of a place 

(Kavaratzis & Hatch, 2013). I argue that these 3 concepts together, from here on referred to as 

PIIC, are closely related to each other and can be summarized together as the lived experience 

of a place, as all of them are related to the intangible aspects of place (Warnaby & Medway, 

2013; Zenker & Braun, 2017). 

The PIIC are all interlinked and shaping each other, creating a natural place brand. As all 

three concepts are shaped by behaviour and opinions of the locals, Braun et al., (2013) argue 

that a place brand should be created from a bottom-up approach. There are diverse ways 

locals can be involved in the process, but often they are still ignored in the place branding 

process, which creates the risk the place brand is not representative for the place culture 

(Boisen et al., 2018; Braun et al., 2013). 

Selecting a bottom-up approach can be challenging, as the whole population of a place might 

not agree on what the identity of a place entails. A case study of the city of Ghent revealed it 

is complicated to include several stakeholders in the co-creation process of the place brand, 

nor was everyone satisfied with the result; the “engaging, offbeat, groundbreaking” brand was 

also perceived as generic and hardly capturing the unique characteristics of the city (Wolf et 

al., 2026). Which therefore can also be seen as a place brand reduced to a slogan (Warnaby & 

Medway, 2013; Zenker & Braun, 2017). A more positive example comes from Blue 

Mountains, Australia, a UNESCO World Heritage site, where the former brand was merely 

targeted at tourists. But the new one, co-created by the locals managed to capture its unique 

identity, showing that bottom-up place branding is possible. It did so by having the locals 

explain what the most authentic places meant to them, thus capturing the local identity 

without losing the unique features of the municipality out of sight (Sandbach, 2022). 

This example teaches us branding a place by capturing the local identity can be successful if 

the unique selling points of a region are not lost in the process, by keeping too many 

stakeholders satisfied. It is thereby important to create a strong brand personality, which can 

be achieved by being consistent with the message the place is selling (Vinyals-Mirabent & 

Mohammadi, 2018). Including the PIIC seems a necessity (Kavaratzis & Hatch, 2013), but the 

question is to what extend this is viable as the brand still needs a certain output; a consistent 

place brand selling the unique aspects of a place. This can be achieved by moving away from 

the traditional monolithic brand; the “one message, one target group brand.” Instead, places 

could steer towards a house of brands, which could consist of several sub-brands targeted at 

multiple audiences, with a single overarching brand (Zenker & Braun, 2017). 
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Stakeholders, Representation, and the role of Locals 

Because a place brand needs a certain output, place branding is often a selective concept in 

which not every group is represented equally well (Boisen et al., 2011). Place branding could 

be used as a tool to become more attractive to tourists, entrepreneurs, or new residents, for 

example, which would usually require promoting various aspects (Boisen et al., 2011). 

Therefore, tensions can arise in participatory place branding. Källstrom & Siljeklint (2024) 

created a couple of paradoxes in place branding based on a case study in Sweden, which 

describe several selective choices that have to be made in place branding, which include the 

target group, objective, stakeholders’ role, and main value of a place brand (figure 1). 

 

Figure 1: Place Branding Paradoxes, retrieved from: Källstrom & Siljeklint (2024) 

These paradoxes are presented as a standalone model above but can also be merged with what 

has been discussed before. The target group paradox indicates that place branding could be 

focussed more towards and internal or external audience, which is similar to the choice of 

promoting the place identity versus the place image (Kavaratzis & Hatch, 2013). And the 

objective paradox raises the question whether a place brand should be focussed on exploiting 

the place’s already existing assets versus exploring what else the place has to offer; in other 

words: how strong should be brand personality be (Vinyals-Mirabent & Mohammadi, 2018) 

The place stakeholders’ role paradox refers to the role of the stakeholders, but 

in this model, it assumes they at least have some kind of input (Källstrom & 

Siljeklint, 2024). Before, with the Australian and Belgium cases, two cases 

were discussed in which participants had an active role, co-creating the brand 

(Sandbach, 2022; Wolf et al.,2026). But stakeholders could also take a more 

passive role in which they only give feedback to proposed ideas for example 

(Källstrom & Siljeklint, 2024). The stakeholders’ role could be placed along 

Arnstein’s ladder of citizen participation (figure 2), which indicates the actual 

decision power they have, varying from degrees of citizens power to 

nonparticipation (Arnstein, 2019). 

And lastly: there is the main value paradox, which discusses the goal of the place brand. It 

could be argued that the outcome is most important or that the process, the dialogue, the 

constant reflection is more important as described in the place branding paradoxes (Kavaratzis 

& Hatch, 2013). 

The place branding paradoxes can be used as a guideline for constructing a place branding 

strategy. It also explains why a place brand can results in a non-objective brand which is not 

inclusive for everyone (Boisen et al., 2011), and they show that a place brand is usually not a 

simple reflection of the local identity, choices still have to be made on how to execute the 

place brand in practice. 

Figure 2: Arnstein’s Ladder, 

retrieved from: Arnstein (2019) 
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Conceptualization 

Main Concepts 

The main concepts of this research are related to place branding. The definition of place 

branding is subjective but selling the local identity of a place as established by Boisen et al., 

(2018), described in the literature review, is one that captures the essence and is also fitting 

for this research. Concepts very closely related to Place Branding itself are the PIIC, as 

described in the place identity approach (Kavaratzis & Hatch, 2013). Of those three concepts, 

place identity is the most prominent one in this research as I want to delve deeper into the 

place identity of residents of the municipality of Heerenveen. Which will help answer the first 

two sub-questions. Place identity refers to how people interact and understand places 

(Kalandides, 2012), which is essential for understanding the place brand. 

Furthermore, the place branding paradoxes (Källstrom & Siljeklint, 2024) play a key role in 

this research. Paradoxes one and two; target group and objective, are very much related to 

how the place branding strategy is conducted. Which could help answer sub-question 2. And 

paradoxes three & four; stakeholder’s role and main value, are more concerned about how 

stakeholders, in the case of this research: the local population of Heerenveen, are included in 

the process. These will provide a framework for answering research question 3.  

Conceptual Model and Hypothesis 

 

Figure 3: Conceptual Model Place Branding, made by author (2026) 

How the different concepts interact with each other is summarized in the conceptual model 

above (figure 3). The bottom row describes how places have a certain identity, image and 

culture which shapes the place brand. The PIIC are influenced by how people experience the 

place, on which the locals have a significant impact on, hence why in this model those boxes 

interact the arrow between place and PIIC. The eventual place brand is often not a copy-paste 

of the identity image and culture, but also heavily influenced by choices made in the process, 

which are covered by the place branding paradoxes, which on its own are influenced by the 

role of the locals and the goals and aims of the organization responsible for the branding 

strategy. 
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The locals are the main variable in this model, as they both influence the lived experience, 

and thus the PIIC, but also can play a role in how the place brand is eventually shaped. This is 

also reflected in the main research question; To what extent do locals feel represented in the 

place branding of the municipality of Heerenveen? 

The expectation is that there is some kind of representation with the branding of the 

municipality, especially due to the municipality stating that Heerenveen already had a strong 

connection to sports, before launching the place branding strategy (Gemeente Heerenveen, 

2017). But to confirm this, first, the lived experience and the PIIC of the inhabitants need to 

be established, which then can be reflected in the brand of Heerenveen as a municipality of 

sports. And to determine how a place brand ideally should be constructed, the role of the 

locals should be placed next to the place branding paradoxes. 

 

Methodology 

Overview 

The sampling strategies, data collection and analysis are discussed in this chapter. Candidates 

were recruited via a random sampling strategy, after which they participated in a photovoice 

exercise and were interviewed in the form of semi-structured interviews. The photovoice 

method gave the participant freedom to establish for themselves what their local identity is 

and provided a basis for the interviews, in which they discussed their vision on place 

branding. After that I analysed the transcripts by applying thematic research, and categorized 

the photos taken. Furthermore, the validity, reliability and research ethics of this research are 

discussed in this chapter. This research is done in a form of a case study in which the concepts 

discussed in the theoretical framework are discussed and applied to the case of Heerenveen, 

which will help answer the research questions.  

Case and Participant Selection 

Case Description  

The municipality of Heerenveen has a couple of traits which make it an interesting case study. 

As mentioned in the introduction, the place branding strategy ran until 2025 (Gemeente 

Heerenveen, 2017), meaning goals like the “successful branding of Heerenveen as a 

municipality of sports” should be achieved, no new place branding strategy has been 

announced since, as of the time of writing.  

The organization conducting the branding in Heerenveen is ‘‘n Gouden Plak,’ which is both 

concerned with promoting and the branding of a place. They are titled regional marketing 

organization (Regio Heerenveen Gouden Plak, n.d.), many of their activities, however, are 

closer related to the place branding definition established before (Boisen et al., 2018).  

‘n Gouden Plak work as an independent foundation on paper (Omrop Fryslân, 2021), which 

also became clear after a casual conversation with the head of the organization on April 8th. 

Although they do collaborate, sometimes do work as a request by the municipality and are 

also partly funded by them, making the relationship not as straightforward as being a 

completely dependent or independent organisation. 
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Participant Selection 

To recruit sufficient participants an announcement was published social media platforms: 

LinkedIn, Instagram, and Facebook, in the form of a flyer (Appendix E). On LinkedIn it was 

posted publicly, visible for everyone, on Facebook it was posted in two different 

‘Heerenveen’ groups, and because of the limitations of Instagram it was only visible to my 

followers. This is an example of random sampling, as everyone who saw it had a chance to 

respond and participate. It in unclear how many people in total have seen or interacted with 

the recruitment flyer. Both Facebook groups have 5000 members, but it is unclear how many 

of them are active and have seen the flyer. Only LinkedIn provides detailed statistics and 

around 850 people have seen it on that platform. 

In total nine participants contributed to this research, all of which inhabitants of the 

municipality of Heerenveen. This resulted in a total output of 71 pictures and more than 4 

hours of recorded audio in the form of interviews. The sample is a mix of male and female 

representatives, of which five live in the town of Heerenveen, which is where approximately 

60% of the inhabitants live (Allecijfers.nl, 2026), and the other four live in surrounding 

towns, also within the municipality. 

An overview of the participants is presented in the figure below (Figure 4). Since some 

villages within the municipality are small, demographic data such as age, occupation and 

place of residence are not included in this table, since in combination with the photos taken 

and things said during the interviews, might endanger the anonymity of the participants. 

Participant 

Number 

Pseudonym Gender Date of 

Interview 

Amount of 

Photos 

Interview 

Duration 

Participant 1 George Female 4-5-2026 7 28 minutes 

Participant 2 Marjan Male 5-5-2026 10 22 minutes 

Participant 3 Goku Male 5-5-2026 8 32 minutes 

Participant 4 Olivia Male 6-5-2026 8 29 minutes 

Participant 5 Yuki Male 11-5-2026 7 40 minutes 

Participant 6 Nenke Male 13-5-2026 7 27 minutes 

Participant 7 Jan Male 14-5-2026 6 26 minutes 

Participant 8 Dirk Male 14-5-2026 10 28 minutes 

Participant 9 Sander Female 19-5-2026 8 40 minutes 

Figure 4: Overview of Participants, made by author (2026) 

Data Collection Instruments 

Photovoice 

The first method; photovoice, is a research method that provides data in the form of pictures. 

It gives the participant the opportunity to take pictures and add their own description without 

being biased too much from being given too many instructions. The only instructions they are 

given is that they should take between 3 and 10 pictures of what they associate with the 

municipality of Heerenveen (Appendix C; Appendix E). The Photovoice method is also 

perfect for providing out-of-the-box data, data I as researcher might not think of beforehand 

(Nykiforuk et al., 2011). Since I am familiar with the municipality, it has the additional 

benefit that it reduces my potential bias in this research by being influenced in my questioning 

of what I associate with Heerenveen. 
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The photovoice method has the additional benefit of forming a basis to start the interviews 

with, as participants can use the pictures to supports their opinions. After recruiting the first 

couple of participants, some of them gave feedback that the photovoice method was time 

consuming. Therefore, an alternative was provided which enabled the participants to capture 

their desired locations via screenshots in Google Maps, or any other map application. Most of 

the photos received; 53 out of 71, were however self-made pictures. 

Semi-Structured Interviews 

The type of interviews selected are semi-structured interviews. The advantages of semi-

structured interviews are that I can go in depth by asking specific questions related to the 

theory, and the interviewee has the option to explain things and construct an argument 

(Longhurst, 2009). Interviews are also necessary to compliment the photovoice exercise, as 

photo alone will not be answering my research questions with sufficient depth, the photos in 

combination with motivations given during the interviews do I my opinion. 

For the interviews, an interview guide was constructed (Appendix B). The interview guide is 

based on the theoretical framework and consists of bullet points. This makes it easier for me 

as an interviewer to be flexible. Participants were given an estimated duration of 30 minutes 

and had the option to hold the interviews in person or online, although no one made use of the 

second option. Participants were given instructions to complete the photovoice exercise 

before the interview, which did not provide any issues. 

These interview guides used are in Dutch (Appendix B2) as that was the language 

interviewees were most comfortable in. As a result, the analysis was also done in the Dutch 

language, and only the data used in this final paper is translated into English to prevent 

unnecessary translation work. However, an English translation of the interview guide is 

provided as well in this paper (Appendix B1). 

 

Data Analysis 

Coding 

Before the start of every interview, I asked the participant for permission to record the 

interview, to which every participant agreed. The audio recordings were uploaded into the 

Whisper AI tool provided by the University of Groningen, in which a transcript was 

constructed.  

The transcripts were uploaded to Atlas.Ti, a coding program the University of Groningen 

provides a license to, where the audio recordings and transcripts were synchronized. There 

codes were applied to the transcripts, which are based on the concepts discussed in the 

theoretical framework, so codes include concepts related to the PIIC and place branding 

paradoxes, and other concepts as place, unique selling points and brand personality were also 

added as codes later, as those topics were mentioned frequently as well during the interviews. 

Lastly the code ‘other’ was added, as in a couple of cases I could not connect certain codes to 

the concepts, but I still deemed them interesting enough to highlight. 
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The coding was done in three different cycles. Open coding, axial coding, and selective 

coding. For the open coding cycle, themes that related to the concepts were assigned one or 

more fitting codes. During the axial coding cycle codes were merged where possible, and 

during the selective coding process it was decided which codes were most useful to use for the 

final paper and thus made it to this paper. In summary, a thematic analysis was applied to the 

data (Lochmiller, 2021). As a result, codes related to the PIIC revealed how the participants 

experienced the municipality of Heerenveen themselves, while the codes related to the 

paradoxes revealed how the a new place brand should ideally be constructed. For example: 

the quotes that received the code ‘place stakeholders’ role,’ are a collection of fragments of 

participants talking about how actively or passively they and their fellow residents should be 

involved in the process according to them. 

Categorizing 

The structure of the results chapter is however based on the analysis of the photovoice 

exercise, which was also for a large part covered during the coding process. The first couple 

of questions in the interview were constructed, for the participants to reflect on and explain 

the photos they took (Appendix B). Supported by these explanations, pictures were grouped 

together in categories, which is what the themes in the results chapter are based on. 

In most cases this was straightforward, as when talking about a football stadium everyone 

started speaking about the sports going on over there, so they were placed in the ‘sports’ 

category. To not make the results chapter too elaborate I decided to only highlight the three 

most occurring categories; ‘sports’, ’nature’ and ‘Heerenveen town centre’ with separate 

chapters in the results chapter. Lesser occurring categories were merged and are briefly 

presented in ‘other’ category in the results chapter. The first part of the results chapter is 

highlighting the local identity of Heerenveen, in which the pictures and their explanations are 

highlighted. 

 

Ethical Considerations 

Validity & Reliability 

Since a qualitative research method was selected, validity and reliability will never be a 100% 

assured. However, by being transparent about the sampling strategy, data collection and data 

analysis, this research can be replicated to a certain extent by following these steps one by 

one, thereby increasing replicability. A relatively large participant group, distributing the 

announcement across different platforms, and the photovoice methods are also contributing to 

reduce as much bias as possible for a project of this size. 

By adding the interview guide and other documents at the appendices of the document as 

much transparency as possible is provided in how the data is collected. Furthermore, the raw 

data files; the Atlas Ti. files containing the transcripts and codes, are uploaded to the 

University of Groningen y-drive, where they will remain for 5 years after this research is 

published. These raw data files will however not be presented in this paper, as they might 

contain confidential information, but supervisors of this paper have access to them. 
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Positionality & Ethical Considerations 

I should also acknowledge my own positionality as a researcher. I am a resident of the 

municipality of Heerenveen myself and have done research before in this region. Therefore, I 

am biased in to a certain degree; I also have an opinion on how I experience this place and 

how the place branding should be applied. Therefore, I tried construct the research as 

objectively as possible, by asking open-ended questions during the interview for example and 

not giving my own private opinions to the interviewees. Furthermore, as mentioned before, 

the photovoice method was also partly selected to give the participants as much freedom as 

possible to form their opinion without my interference as a researcher. 

Since this research includes human participants, their rights are considered. A consent form 

has been constructed which the interviewee has to sign before the interview to proceed, based 

on the template provided by the University of Groningen (2026). This document is also 

provided in this paper (Appendix D) together with an information sheet explaining the 

research to the participants (Appendix C). Through these document participants were made 

aware of their rights of which the withdrawal and right to refuse to answer any question are 

examples. This information sheets were sent to candidates before conducting the photovoice 

exercise, while the consent forms were signed before every interview.  

In this consent form participants were given the option for the interview not to be recorded 

and were made anonymous in the final paper. These documents were provided to the 

participants in Dutch (Appendix C2; Appendix D2), but English translations are in the 

appendices as well (Appendix C1; Appendix D1). 

 

Results 

Capturing the Local Identity 

“Capture 3 to 10 pictures of what you associate with Heerenveen” was the only instruction 

participants were given for the Photovoice exercise (Appendix C; Appendix E). This worked 

out in the end as every participant at least submitted six pictures and were able to motivate 

them in the interviews afterwards. There were some overlapping reoccurring themes, which 

have gotten their own sub-chapter in this section and are presented more in-depth. But there 

were also a couple of more unique and interesting pictures and motivations, which are also 

briefly covered afterwards. 

Sports 

Most pictures: 24 in total, are associated to sports. Every single participant submitted a picture 

of the Abe Lenstra Stadion, home of the local football team SC Heerenveen, which plays in 

the highest national division (SC Heerenveen, n.d.). Eight out of nine participants submitted a 

picture of Thialf; the ice-skating rink that hosts many international events (Thialf, n.d.). 

Furthermore, six pictures were taken of Sportstad; a multifunctional sports centre, where 

multiple Olympic gold medal winners have been training (Sportstad Heerenveen, n.d.), 

sometimes in combination with the next-door Abe Lenstra Stadion. And four more pictures 

were taken of amateur sporting facilities, spread out over the municipality.  
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These four different sporting facilities; the Abe Lenstra Stadion, Thialf, Sportstad and an 

amateur football field are displayed below from left to right (Figure 5). 

 

Figure 5: Photos of Heerenveen and Sports, from left to right; made by Nenke, Yuki, Marjan & Dirk (2026) 

The Abe Lenstra Stadion is described by most participants as a common interest among most  

residents and as a place where everyone comes together. It is also a reflection of the local 

culture, as the home team plays in jerseys in the colours of the Frisian flag, which is also 

integrated in the logo, and fans also sing the Frisian national anthem before every game (Dirk; 

Marjan; Nenke). Most participants mentioned visiting the games themselves, sometimes form 

an early age already with their family (George; Jan). 

“SC Heerenveen really is alive and kicking. Because everyone you know talks about SC Heerenveen at some 

point. Also, a lot of people you know go to SC Heerenveen. And it is really a lot of different types of people who 

visit games. Basically, everyone comes together over there.” (Dirk) 

“Personally, I don't care that much about football (…) But yeah, if you are from Heerenveen, you're just 

automatically rooting for SC Heerenveen. And that's just how it is, you can't really say you aren't.” (Sander) 

The experience is different for Thialf and Sportstad. Some participants have visited these 

facilities, but not as regularly as they visit the Abe Lenstra Stadion. Six participants called 

Thialf ‘a flagship of the municipality’, they are proud to be known as host of such an arena 

that hosts such big events, despite sometimes a lack of personal connection to this arena. It 

was argued that it simply could not be excluded from the pictures because it is so important 

for the prestige of the region (Dirk; George; Jan; Nenke; Olivia; Yuki). 

“Yes, I think Thialf is more for outsiders. And SC Heerenveen, I think in terms of name you associate that more 

with Heerenveen than Thialf, I think. But yes, people from outside the region; I do not think they come to the SC 

Heerenveen matches. But they do of course come to Thialf.” (Nenke) 

“Thialf as an event centre, as the ice-skating centre of the Netherlands. Yes, I actually consider it a very 

important event location for the municipality. Also, because the Netherlands is a skating nation, as everyone 

knows, and I think it is very special that Heerenveen is the location to host it” (Yuki) 

In terms of amateur sports participants mention their personal connection with that place but 

also acknowledge the municipality putting in a lot of effort in providing and maintaining these 

facilities. For example, it was appreciated when padel courts became available in several 

locations after this became a large sport nationwide (Goku). And amateur footballers often do 

not have to leave the municipality to play away matches, with their football team, because 

most other villages inside the municipality also have a local football club (Dirk). 
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Nature 

The nature of the municipality is the category that was photographed second most frequently; 

18 times in total. They can be divided into three separate areas: nature in the town of 

Heerenveen, where five pictures were taken, the Oranjewoud forest, which was captured six 

times, and other locations spread across the municipality, which also were photographed six 

times. The Heidemeer in Heerenveen, Oranjewoud forest and two pictures taken in smaller 

villages are displayed below from left to right (figure 6). 

 

Figure 6: Photos of Heerenveen and Nature, from left to right: made by Marjan, Yuki, Dirk & Dirk (2026) 

It was mentioned twice that the town of Heerenveen is surprisingly green for a relatively large 

town (Goku; Olivia), and that the Heidemeer, a recreational lake at the edge at the edge of the 

town, was named as an example of nice relaxing spot were a couple of respondents have fond 

memories of (Goku; Jan; Sander). But pictures were also taken of other green areas in the 

town, also within or between neighbourhoods. 

“Heerenveen is generally like that if you think about it deeply. When I just skate, walk, or drive through it I think 

by myself: “it's actually quite green.” Well, one of those places is of course the Heidemeer. That just makes for a 

beautiful walking spot, and I think it also represents Heerenveen; just sustainable and green.” (Goku) 

More pictures of green areas were taken in the town next-door, Oranjewoud, which is where 

residents of the municipality come to relax and enjoy the calmness and nature (George; Jan; 

Nenke; Yuki). But also, the large residences and their connection to the royal family in the 

past added some personality (Nenke), furthermore the visual beauty, and the walkability of 

Oranjewoud was highlighted during the interviews (George; Yuki).  

“Yes, I think Oranjewoud is definitely a well-known place for residents of the municipality. Especially because it 

is so wooded and you can cycle and walk there. On an average spring day, when the sun is shining and it is 20 

degrees, it is actually quite busy. But yes, I just find Oranjewoud a nice place to be, to get out into nature. I am 

also a photographer, so I often take my camera along to shoot images. So yes, I just find it a nice place to clear 

my head and enjoy nature.” (Yuki) 

And lastly, a couple of pictures were taken around the smaller towns towards the east of the 

municipality. The calmness and empty space were mentioned, but also, similar to previous 

examples, the visual appeal of the countryside (Dirk; Nenke). 

“Because you can see so far everywhere, the beautiful nature and just a few sheep; otherwise, nothing that 

bothers you. And you can quietly just make a fire yourself in such a barrel and no one will be bothered by it. 

Which is something you might experience in somewhat busier municipalities.” (Dirk) 
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Town Centre 

Pictures in and around the town centre of Heerenveen were captured a total of 11 times. All 

these pictures were taken near or on the Oude Koemarkt, which is the central town square, 

three of them were specifically aimed at the Crackstate, the historical former town hall (Visit 

Friesland, n.d.) which below is displayed on the far right picture (figure 7). 

 

Figure 7: Photos of Heerenveen and its Town Centre, from left to right: made by George, Marjan, Yuki & Marjan (2026) 

There were a couple of reasons for selecting these locations according to the participants. 

First, it was mentioned that although the shopping possibilities are not outstanding compared 

to other municipalities, Heerenveen does provide everything necessary (Goku). Second, the 

cafés along the Oude Koemarkt make the city centre vibrant and alive (George; Marjan; Jan). 

Thirdly, interviewees acknowledged that events hosted were also part of the culture of 

Heerenveen (Dirk; Goku; Nenke; Sander). The third picture from the left was photographed 

because the participant associated it with the Sinterklaas festivities, which take place over 

there (Yuki). And when talking about the Oude Koemarkt, the main square, participants also 

mentioned the yearly ‘Night of the Koemarkt’ festival (Dirk; Goku; Sander), or the Kings day 

celebrations and the honouring of the 2026 Winter Olympics medal winners (Jan), which took 

place, not long before conducting these interviews. And lastly the architecture of Heerenveen 

was also perceived as typical by the participants, with the Crackstate as absolute highlight 

(George; Olivia). 

“This is a photo taken of a part of the Heerenveen city centre. A bit more the nightlife area. I just approach 

everyone there, you can easily make contact with everyone, it is all very lively. During celebrations like King's 

Day and all sorts of other events, you see the entire centre packed. Also, after the Olympic Games, when those 

skaters were honoured here, everyone gathers there too. It is simply beautiful (…). And otherwise, just the rest of 

the centre as well. Every Saturday, for example, I go out with my sister, we go to [name restaurant] or whatever, 

just to have a nice lunch.” (Jan) 

Other Categories 

Next to sports, nature and the town centre, there were also a couple of aspects that were only 

captured by a minority of participants, but still stood out, because of their unique motivations 

during the interviews. These examples might not be representative of what the majority of 

Heerenveen’s residents associate with their municipality, but they can be briefly highlighted. 
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Figure 8: Other Aspects of Heerenveen, from left to right: made by Dirk, Yuki, Goku, George & Yuki (2026) 

The picture on the left is quite abstract but represents the annual village festival of Katlijk-

Mildam. It was claimed that every small village has such a festival where everyone comes 

together and it represents the smaller sub-cultures of every individual village (Dirk). 

The second picture shows the eco cathedral in Mildam, which is a unique arts project 

stimulating the interaction between human and nature. It was described as a hidden gem 

within the municipality (Sander; Yuki), which a lot of people within the municipality might 

not know of, despite it being a national monument since 2025 (Rijksdienst voor het Cultureel 

Erfgoed. n.d.). 

The middle picture was submitted by a someone who submitted several pictures of more 

subtle things they noticed within the municipality. Those included him noticing the 

municipality investing in renovating elementary schools, providing spaces for children to 

play, and as captured on this picture; public places for elderly people to sit down. These 

pictures represented the effort of the municipality in increasing the liveability of Heerenveen 

(Goku). 

The fourth picture from the left is the local cinema, which was even renovated last year, 

which is quite unique for such a small municipality (George). Another respondent gave a 

similar motivation when capturing the Posthuis theatre, which often provides interesting acts 

(Marjan), which are both things not every municipality of this size has. 

And the picture on the right is where the highways A32 and A7 cross each other. The 

motivation for this picture was to describe central location of the municipality in the northern 

Netherlands, is has quite a strategical location in right in between the cities of Zwolle, 

Leeuwarden, and Groningen, and might be a reason Heerenveen has a relatively large 

industrial area (Yuki). 

 

Reflecting on Heerenveen as Municipality of Sports 

After being asked about the photovoice exercise and local identity of the municipality the 

participants were explained the goals of the municipality; to brand it as a municipality of 

sports (Gemeente Heerenveen, 2017). Participants were in general not aware of this strategy, 

although a couple have heard some specifics; for example, that Heerenveen became national 

sports municipality in 2017 (Goku; Jan; Nenke; Olivia; Omrop Fryslân, 2017). And although 

participants did not know this was a specific strategy, they have noticed certain initiatives and 

investments in infrastructure within their municipality (Dirk; George; Olivia; Sander; Yuki)  
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“I have noticed that, because Heerenveen, for as long as I have lived here, has indeed expanded significantly in 

that aspect. And you can notice that, you see it, because; indeed, those pedal lanes, the skate park, the extra 

gymnastics hall; they are all there now (…). Those are all things I have seen and experienced myself.” (Olivia) 

All participants understand why the municipality is going in this direction. Which is also 

reflected in the photovoice exercise, as sports was the most frequent category there as well. 

None of the participants, however, took images of sports related entities exclusively. So, they 

were asked if the branding should focus on sports exclusively. The responses were mixed; 

although none of the participants thought it was a promising idea to ditch the sports image 

completely, they were divided on whether to include some other categories, or to focus on 

sports exclusively. There were concerns to whether the nature or town centre, which are part 

of the local identity, are unique enough for outsider to promote. 

“I think that is a tricky question, actually. Because you don't want to commit yourself 100% to just one thing. As 

I just said; you do want to project a certain image. But on the other hand, if that does not work, then you have 

nothing to focus on for the rest. If you commit 100% to something and it does not work, then it is 100% gone. 

Then you have no backup. So, I would say you need to do some kind of mix.” (George) 

“I think that everyone is coming up with pretty much the same thing regarding sports. Sure, you have more to 

offer, but not on such a big scale as sports. So, if you are going to do something different and make it very big, 

then you have to be able to offer it on that scale as well. And I don't think Heerenveen has a counterweight to 

sports which is that big” (Marjan) 

Although there is thus no consensus on whether to include other aspects of the municipality in 

the place brand, the sports image the municipality was going for is representative of the local 

culture. There were minor doubts however about the execution. There were concerns on 

whether there is too much focus on professional sporting facilities, while the participants do 

not notice similar efforts in amateur sports, or in sports education for example (Goku; Olivia; 

Yuki). 

“Because I think if you look at the place branding, you are talking about, we want to play sports, we are one 

with the sports. Okay, but then you do have the MBO here, a fantastic CIOS program. But where is the next 

step? Where is that HBO program then? Why couldn't you offer that to students as well? So, that students can 

stay here too. I also don't think it has to be the only one [A sports related HBO program], but yes, HBO 

programs are something you can offer as well. But I also understand that you don't have the capacity in 

Heerenveen for housing to offer students a place to live and work during your studies. I also understand that 

those trade-offs are difficult for HBO as well.” (Goku)1 

 

Constructing a new Place Brand 

Although there is thus doubt whether Heerenveen should look for a new place brand, 

participants were asked hypothetical questions if and how they would like to be included if 

that were the case. On a personal level participants doubted if they would like to participate in 

an information session for example (George; Nenke; Olivia), but everyone agreed that the 

organization involved need to get some kind of input before making decisions regarding a 

possible new place brand, although it would be impossible to construct a new brand in which 

every resident is represented as opinions would differentiate. Organizations still need to make 

sure decisions in the end, as a consensus will otherwise never be reached. 

 
1 MBO and HBO refer to the different Educational levels in the Netherlands. CIOS is a MBO-level educational 

institution that offers several sports related programs (CIOS Nederland, 2024) 
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“Look, every Dutchman naturally thinks he or she knows better than the national coach when the Netherlands 

has to play football. Of course, but you still do need a national coach, also with place branding. You might want 

to hear as many people as possible, throw it all onto a pile, and then fish something out of it. At some point, it 

also must make sense from an economic perspective. People can say: "The Heerenveen identity is ABC," but if it 

doesn't match at all with what you want to project or what you think might offer a good firing perspective, then 

it's pointless.” (George) 

How and if the participants would like to be involved also depends on the goals of the place 

brand. Some of them argued they only wanted to participate if the municipality is steering the 

brand into a certain direction in which they feel represented (Marjan; Goku; Nenke). But none 

of the participants were too afraid that the municipality would aim for something completely 

unrelated to the local identity. When asked what they would think if the municipality would 

brand themselves as ‘the Las Vegas of Fryslân,’ they would not appreciate the municipality 

doing that, but they do not see it as a serious possibility (Dirk; Jan; Marjan; Nenke; Olivia). 

People would find out that image is not representative, so they think whatever is included in 

the brand should be a representation of reality, although you could for example exaggerate the 

beauty of the town centre of Heerenveen in the branding for example (Marjan; Olivia). 

“Well, personally, I'm not that afraid of it. But then again, if it does happen, I would really want to put a stop to 

it. And I wonder if there are more people in Heerenveen who would want to do it too. Because you do change the 

entire image of the municipality if you do that” (Jan) 

In general everyone agreed it is important that the municipality has a good name, and they 

think they have done a good job in the past, as they have the feeling the municipality is more 

well-known and has a good reputation to outsiders and they would like to keep that. There 

was not a clear consensus on whether the brand should be targeted towards residents or 

towards outsiders and what their image is, in this aspect participants are almost 50/50 divided. 

Furthermore, the photovoice exercise was received positively and the participants agreed that 

the municipality could do it in a comparable way if they would investigate the local identity 

of the municipality to construct a new place brand.  

“I think so. Then they would have to spread it out very widely across all the villages. I think opinions on that will 

differ quite a bit. Whether you really focus on Heerenveen itself or on the surrounding villages. I think that if you 

spread it out widely, you can get quite a nice result.” (Dirk) 

 

Discussion 

Place Identity and Bottom-up Branding 

What shapes the Place Identity? 

Before discussing how participants perceive their own place identity is also interesting to 

reflect on how the participants interpreted place (Medway, 2015). Pictures were not merely 

capturing visual appeal, but during the interviews it turned out that most of the pictures were 

taken because there were personal experiences behind those places. This first of all confirms 

the value of the selected mixed methods, as this would be difficult to capture with the 

photovoice method alone, and secondly that the tangible and intangible aspect of the place go 

hand in hand; how people experience it, is also part of a place’s identity (Zenker & Braun, 

2017). 
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In Heerenveen sports play a prominent role in the identity, but there is more to unravel. The 

Abe Lenstra Stadion and Thialf are both part of the local identity, but the first is seen as a 

place where people come together, while the latter is almost merely a showcase for outsiders. 

This example shows that places indeed can be complicated multilayered products (Kavaratzis 

& Ashworth, 2005), as both are essentially just sport arenas, yet their function for Heerenveen 

is completely different according to locals. This also raises the question why Thialf, plays 

such a huge role in the place identity. For the Abe Lenstra Stadion it makes sense; people 

come together over there and there are several signs of representation of the local culture, but 

those aspects were not mentioned during the interviews for Thialf. Most who included it, did 

because it an important flagship of the municipality, but do not visit races over there. 

It seems locals are aware of the place image of Heerenveen; they are proud to have such an 

internationally well-known asset close by, and because of it, it becomes also part of how 

people experience the place. It was already argued by Kavaratzis & Ashworth (2005) that the 

PIIC are closely related and influencing each other; and the Thialf example shows there is a 

thin line between these concepts. 

Caution should be taken however when speaking of ‘the identity of Heerenveen’. Although 

sports, nature and the town centre are important aspects in shaping the place identity, they do 

so for varied reasons. And yet there are other aspects; like the village festivals, movie theatre, 

and the central location of the municipality; all of them shape the lived experience is in this 

place. It is important to take into account the various offerings of the municipality to reduce 

the risk of spreading oversimplified brand (Warnaby & Medway, 2013). 

Bottom-up or Top-down Place Brand? 

Sports play a prominent role in the local identity and this is also the main feature in the place 

branding of Heerenveen (Gemeente Heerenveen, 2017), so the second research question can 

be answered positively; the locals are represented in the place branding strategy of 

Heerenveen. The question is whether the place brand is a natural representation of the local 

identity, or whether this is an outcome of the efforts of the municipality. Focussing the place 

branding strategy on sports works because it reflects lived reality; locals recognize their own 

experience in the brand, but this can arguably also be the result of Heerenveen promoting and 

investing in their sports infrastructure for a longer period. 

Heerenveen has done a good job in creating a strong brand personality (Vinyals-Mirabent & 

Mohammadi, 2018), as all participants were aware in them investing into sports and noticing 

that in their surroundings. And this imprinted idea of Heerenveen as municipality of sports 

was also noticeable in how arguments were constructed in the interviews. The results chapter 

included a quote of Sander who does not care about football, yet argues that you 

automatically have to cheer for SC Heerenveen if you live there, and there were several other 

quotes that could have been included instead, representing similar thoughts; 

“I think that most, if not all, residents of the municipality mention Thialf or Abe Lenstra and the Sports City in 

the same breath. (…) Yes, I think the municipality already found their identity” (Yuki) 

“I think when you think of Heerenveen, the first thing that comes to mind is sports, so I understand why they 

focus so heavily on that” (Nenke) 
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The photovoice method was selected as research method, because of its potential as its 

potential to investigate place branding from a bottom-up perspective, but the question arises if 

this is even fully possible, as arguably the resident’s opinions are shaped by top-down 

decisions made in the past. 

This has led to the point that sport has become Heerenveen’s unique selling point and that, 

according to participants, ditching the sports brand is not a viable idea anymore. Heerenveen 

could steer more towards a house of brands though (Zenker & Braun, 2017), in which sports 

takes a central theme. But as shown in the photovoice exercise, there are several other 

categories which reflect the local identity and could be used to promote the region, to specific 

target groups (Boisen et al., 2011); the natural aspect could be used to attract nature loving 

tourists, the central location could be promoted to attract entrepreneurs and the calmness and 

public facilities to attract new residents, for example. 

Heerenveen does not have a “one message, one target group brand” (Zenker & Braun, 2017), 

as the regional marketing organization targets to put Heerenveen on the map as a place to live, 

work, to engage in business and to visit (Regio Heerenveen Gouden Plak, n.d.). Still the idea 

of ‘Heerenveen as Municipality of Sports’ as presented in the statement by the municipality 

(Gemeente Heerenveen, 2017) is noticeable among its residents. 

 

Locals’ Representation in Place Branding 

Place branding is a continuous process in which constant reflection is necessary to keep this 

relevant (Kavaratzis & Hatch, 2013). The input the participants gave in the chapter, which 

was presented in the results chapter “constructing a new place brand”, will be discussed here 

and applied to the place branding paradoxes (Källstrom & Siljeklint, 2024).  

This is not straightforward as among participants there was no clear preference regarding the 

target group of the place brand. Participants would like Heerenveen to have a positive place 

image, reflecting the local identity, which is also what is described in the place identity 

approach theory. Place branding should be a representation of the PIIC (Kavaratzis & Hatch, 

2013), which is contradicting the this paradox, describing the target group as either an internal 

or external audience (Källstrom & Siljeklint, 2024), which seems more nuanced in reality. 

The only clear preference is not getting rid of the sports image. So, regarding its objective; to 

explore or exploit the residents were quite clear on; the branding should exploit what 

Heerenveen is good at and there was no desire to move away from what Heerenveen is 

already known as, it already has a strong brand personality (Vinyals-Mirabent & 

Mohammadi, 2018). Alike the target group paradox, this is not necessarily a ‘paradox’, if a 

house of brands is implemented the place brand could both be explorable and exploitable 

(Zenker & Braun, 2017). 

The desired place stakeholders’ role leans more towards the passive role. They would like 

some degree of influence but argue that the organizations in charge must make the final 

decision, as they deem it impossible to reach a consensus on the image being sold. Given the 

case of Ghent discussed in the theoretical framework, for which the final output was a bland 

brand which was too broad (Wolf et al., 2026), this is a valid concern.  
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If the municipality has the desire of co-creating a place brand with the locals it could probably 

learn more from the Blue Mountains case, in which the outcome of the brand; the unique 

selling points, are more or less fixed, but the execution and input is still open for debate 

(Sandbach, 2022). This is closely related to the main value paradox as well; where there 

should be more focus on the outcome of the brand, rather than the process. If the desired input 

on Arnstein’s ladder (Arnstein, 2019), it would fall around the steps describing degrees of 

tokenism, which means locals would be informed or consulted, but the organizations remain 

in charge of the end product. 

To summarize the answer to how a new place brand should be constructed; this can be done 

by letting the locals give input, which can be done with a photovoice exercise like this 

research, but still let the involved organizations have the final say in it, to guarantee the 

unique selling points are still included in the brand. This might however be very context 

specific for the municipality of Heerenveen as participants admitted they trust the involved 

organisations in making the right decision, and as mentioned before, are content with how 

they have been represented up until this point. This might be completely different in a 

municipality which does not have such a clear identity and unique selling points. 

 

Conclusions 

Coming back to the main research question; “To what extent do locals feel represented in the 

place branding of the municipality of Heerenveen?” It is clear that sports shape the identity of 

Heerenveen and locals feel represented in the place brand focussing on sports, but there is a 

larger complexity within. Especially when taking into account the role of the two largest 

sports arenas; the Abe Lenstra Stadion, where most residents come together, and Thialf; the 

ice-skating rink that is an internationally renowned sports venue, this questions what the local 

identity really is. The image people have on the municipality seems to influence how residents 

think about their local identity as well. 

Furthermore, participants state that ‘nothing is bigger than sports’, and ‘when you think of 

Heerenveen you think of sports’. And although this means the place branding strategy of the 

municipality works, as locals feel represented, the question remains whether the brand is a 

natural representation of the local identity, or if this is a consequence of the municipality 

pushing and investing in the sports agenda for a longer period. The photovoice exercise 

revealed that the municipality provides more than sports, so Heerenveen could consider 

implementing a house of brands, in which sports take a central theme, but other aspects as the 

nature and town centre of Heerenveen could be included in the brand as well.  

The strength of this research lie in how it has been set-up. It shows that a place brand can be  

constructed from a bottom-up perspective, by first determining what  the locals’ identity is by 

letting them take photos first, and later asking them to motivate how they want their identity 

to be represented in a the final place brand, which has not been done before. A similar method 

could be implemented when implementing a new brand in real life, as this gives the 

stakeholders and residents input, while keeping the decision power in hands of organizations 

responsible for the place branding strategy, which might prevent it from becoming too bland 

and too broad.  
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The selected mixed-methods has however not revealed to what scale the local identity has 

been shaped by place branding strategies in the past, for which more in-depth interview 

questions should have been constructed if this became apparent earlier. Furthermore, lessons 

other municipalities could learn from this research should be taken with a grain of salt, as 

Heerenveen is quite an unique case with a strong brand personality already. The same 

research setup with a different case, might provide different results. 

For further research I recommend doing this research on a bigger scale, since the limitations 

in time prevented a larger sample size, which is necessary to ensure the identity is truly 

representative of the whole municipality. In this case study, the towns in the north of the 

municipality were not represented in the limited sample size, which is partly an oversight, and 

a weakness with the selected sampling strategy. Another suggestion could be to perform a 

similar research across several municipalities to investigate what parts of the results might be 

universal for municipalities wanting to implement a place branding strategy. 
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Appendices 

Appendix A: Work Package 

Research Question → Research Objective → Research Design 

 

RQ’s 

Q1: How do locals perceive their own Place Identity? 

Q2: Did the Place Branding Strategy represent the Place Culture of Heerenveen? 

Q3: How should the new Place Brand be constructed? 

 

Research Objective 

Q1: Investigate how the locals perceive their own identity in Heerenveen 

Q2: Investigate similarities and differences between the Place Culture and the Place 

Branding of Heerenveen 

Q3: Investigate how the locals want to be represented in the new Place Brand 

 

Research Design 

Q1: Data Source:  Photovoice + Interviews 

 

Sampling P&I:  Random Sampling ->   Flyer LinkedIn, Facebook & Instagram 

   Snowball Sampling ->  Ask if they now interested people 

   Convenience Sampling ->  Use personal Network  

 

Analysis P&I:  Coding -> predetermined codes from literature + new one’s that pop up 

 

 

Q2: Data Source:  Semi-structured Interviews 

 

Sampling I: (same as Q1) 

  

Analysis I: (same as Q1) 

 

 

Q3: Data Source: Semi-Structured Interviews 

 

Sampling: (same as Q1) 

 

Analysis: (same as Q1) 

 



28 

 

Appendix B: Interview Guides 

Appendix B1: Interview Guide English 

----------------------------------------------------------------------------------------------------------------- 

Intro 

Explain: Research (briefly) 

Local Identity and Place Branding 

Interview will take +- 30 minutes 

 

Consent Form 

Go over main points 

Ask: permission for recording 

 

How is your connection with Heerenveen? 

● How long have you been living here? 

o Where? Heerenveen or surrounding towns? 

 

 

 

Place Identity / Photovoice 
 

Why did you take these pictures? 

● Ask: explanations of pictures 

● Do you think these pictures capture what Heerenveen means to you? 

o Why / why not? + follow-up 

● Were there any pictures you wished to select but didn’t? 

o If so: why? + follow-up 

● Do you think others would take similar pictures? 

o Do they capture the local identity for Heerenveen? 

▪ Is ‘context’ necessary to understand the pictures? 

▪ Do you think you were biased in taking pictures? 

● As in: Living in Heerenveen or surrounding towns 

▪ Would you be able to explain them to a non-local? 

● Follow-up 

● Would you be able to do the same task elsewhere? 

o Are these pictures unique for the municipality? 

 

Do you think Heerenveen has changed over time since you have been here? 

● What has changed? 

o Do you think Heerenveeners look different at the place than before? 

▪ And outsiders? 

▪ Has the identity changed? 

 

Is the Heerenveen identity different than the Frisian Identity? 

● In what aspects is it unique (or not)? 

o Follow-up 
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Heerenveen as “municipality of sports” 
 

Explain: “Heerenveen as municipality of sports” 

 

● Were you aware of the municipality doing this? 

o Can you explain what exactly? 

 

● Can you identify with this approach? 

o Reflect: is this similar to [DISCUSSION IDENTITY] earlier? 

▪ Is “sports” included in your pictures? 

o Do you associate the municipality with sports? 

▪ Are Thialf, Abe Lenstra Stadion, etc. important for Heerenveen? 

● Are they part of the Heerenveen culture?? 

▪ Also non-professional sports? 

o Do you think Heerenveen is “more than sports”? 

▪ Why? + Follow-up  

 

 

Heerenveen and Place Branding 
 

Explain: Heerenveen wants to move away from that image in Branding 

 

● Good idea or not? 

o Is sports what make Heerenveen unique? 

▪ Should this be their selling point? 

o Is sports too shallow?  

▪ Maybe: already too well known for that, not for other aspects 

 

● Do you have an idea for a new place brand? 

o What should absolutely be included? 

▪ Why? + Follow up 

o Do you think it is important what non-locals think of Heerenveen?  

▪ Why / why not? + follow-up 

▪ Do you want to create a certain image of Heerenveen? 

● Would it matter if it is not the same as the local identity? 

o Why / why not + follow-up 

 

● Would you like to be included in the process of creating a new brand? 

o Do you think it is important to be listened to (you or other locals)? 

▪ Do you think the local identity can be captured in a brand? 

● Do you think everyone’s opinion can be included? 

 

 

Outro 
 

Thanks for participating 

● Tell what will be done with the data 

Ask for snowballing 
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Appendix B2: Interview Guide Dutch 

----------------------------------------------------------------------------------------------------------------- 

Intro 

Uitleggen: Onderzoek (kort) 

Lokale Identiteit en Place Branding 

Interview duurt +- 30 minuten 

 

Toestemmingsformulier 

Hoofdpunten doornemen 

Vragen: toestemming voor opname 

 

Wat is uw band met Heerenveen? 

• Hoe lang woont u hier al? 

o Waar? Heerenveen of omliggende dorpen? 

 

 

 

Plaatsidentiteit / Photovoice 
 

Waarom heeft u deze foto's genomen? 

• Vragen: toelichtingen op foto's 

• Denkt u dat deze foto's weergeven wat Heerenveen voor u betekent? 

o Waarom / waarom niet? + follow-up 

• Waren er foto's die u had willen selecteren maar niet heeft gedaan? 

o Zo ja: waarom? + follow-up 

• Denkt u dat anderen vergelijkbare foto's zouden nemen? 

o Vangen ze de lokale identiteit van Heerenveen? 

▪ Is ‘context’ nodig om de foto's te begrijpen? 

▪ Denkt u dat u bevooroordeeld was bij het nemen van foto's? 

• Zoals: wonen in Heerenveen of omliggende dorpen 

▪ Zou u ze kunnen uitleggen aan iemand die niet van hier is? 

• Follow-up 

• Zou u dezelfde taak elders kunnen uitvoeren? 

o Zijn deze foto's uniek voor de gemeente? 

 

Denkt u dat Heerenveen in de loop der tijd veranderd is sinds u hier woont? 

• Wat is er veranderd? 

o Denkt u dat Heerenveeners anders naar de plek kijken dan vroeger? 

▪ En buitenstaanders? 

▪ Is de identiteit veranderd? 

 

Is de Heerenveense identiteit anders dan de Friese identiteit? 

• Op welke aspecten is het uniek (of niet)? 

o Follow-up 
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Heerenveen als “sportgemeente” 
 

Uitleggen: “Heerenveen als sportgemeente” 

 

• Was u ervan op de hoogte dat de gemeente dit doet? 

o Kunt u uitleggen wat precies? 

 

• Kunt u zich identificeren met deze aanpak? 

o Reflecteer: is dit vergelijkbaar met [DISCUSSIE IDENTITEIT] eerder? 

▪ Is “sport” opgenomen in uw foto's? 

o Associeert u de gemeente met sport? 

▪ Zijn Thialf, het Abe Lenstra Stadion, enz. belangrijk voor Heerenveen? 

• Maken ze deel uit van de Heerenveense cultuur?? 

▪ Ook niet-professionele sport? 

o Denkt u dat Heerenveen “meer dan sport” is? 

▪ Why? + Follow-up  
 

 

Heerenveen en Place Branding 
 
Uitleggen: Heerenveen wil afstappen van dat imago in Branding 

 

• Goed idee of niet? 

o Is sport wat Heerenveen uniek maakt? 

▪ Zou dit hun verkooppunt moeten zijn? 

o Is sport te oppervlakkig?  

▪ Misschien: al te bekend daarvoor, niet voor andere aspecten 

 

• Heeft u een idee voor een nieuw place brand? 

o Wat moet er absoluut in opgenomen worden? 

▪ Waarom? + Follow-up 

o Vindt u het belangrijk wat niet-locals van Heerenveen vinden?  

▪ Waarom / waarom niet? + follow-up 

▪ Wilt u een bepaald imago van Heerenveen creëren? 

• Zou het uitmaken als het niet hetzelfde is als de lokale 

identiteit? 

o Waarom / waarom niet + follow-up 

 

• Zou u betrokken willen worden bij het proces van het creëren van een nieuw merk? 

o Vindt u het belangrijk dat er naar u geluisterd wordt (u of andere locals)? 

▪ Denkt u dat de lokale identiteit kan worden gevangen in een merk? 

• Denkt u dat ieders mening meegenomen kan worden? 
 

 

Outro 
 

Bedankt voor uw deelname 

• Vertellen wat er met de data gedaan wordt 

• Vragen naar snowballing 
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Appendix C: Information Sheet 

Appendix C1: Information Sheet English 

----------------------------------------------------------------------------------------------------------------- 

PART 1: INFORMATION SHEET 

Local Identity and Place Branding Heerenveen 

Dear participant, 

 

Thank you for considering participation in this research. This information sheet explains what the study 
involves, what will be asked of you, and how your data will be handled. Please read it carefully. You 
are welcome to ask questions before deciding whether to participate. 

 

What is this study about? 

For this research I am asking residents of the municipality of Heerenveen about how they see their 
own identity how they feel represented by the local government. In total a maximum of around 12 to 15 
people are expected to participate. This research is not funded by any organisation, nor do I as a 
researcher, have any interest in any associated organization. To participate no prior knowledge is 
required, the only requirement is that you live within the municipality of Heerenveen! 

 

What does participation involve? 

First, participants are asked to deliver 3 to 10 pictures of anything they associate themselves with 
within the municipality of Heerenveen. These could be pictures of anything, and could include newly 
taken pictures, specifically taken for this research, or already existing pictures. A short description 
along with every picture would be useful, but is not required! 

IMPORTANT NOTICE: please do not submit any pictures containing sensitive or identifiable third 
parties. This includes: other people without their consent, identifiable private property, or other sensitive 
information. These pictures will be blurred and excluded from the final paper. 

 

Secondly, a short interview will be held in which you will be asked to explain your pictures and about 
your personal opinion of the local identity of Heerenveen. These will be open ended questions in 
which no right or wrong answers can be given! The duration of the interview depend partly on how 
much in depth you want to go, but the expectation is that it does not take any longer than 30 minutes. 
This interview can either be held in-person, or online.  

 

Is participation voluntary? 

Yes! Participation in this study is entirely voluntary. You may withdraw at any time and for any reason 
without consequence. You may also decline to answer any individual question without explanation. 

 

Are there any risks? 

The risks of participation are minimal. But, take into account that your information might be used in my 
final thesis, which might become accessible to public in the future. You will be made anonymous in the 
research, but be careful with sharing any sensitive information, especially in the pictures. 

At the end of the interview you may be asked whether you know others who might wish to participate. 
Those might be approached, but this will be done without disclosing your identity. This is however 
completely voluntary and not a requirement. 
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Are there any benefits? 

Participation is voluntary, so you won’t receive any compensation or reimbursement.  

 

How will your data be stored and protected? 

Pictures will only be used for research-related purposes, and also for the pictures specifically you will 
have the right to withdraw them at any time during the research.  

At the beginning of the interview I will ask for the interview to be recorded to create a transcript. If you 
do not agree with this, I can also take written notes during the interview as an alternative. 

Data will be stored in accordance with the General Data Protection Regulation (GDPR / AVG) and the 
University of Groningen's Research Data Management Policy. Data (consent forms, recordings, 
interview transcripts) will be retained on the Y-drive of the University of Groningen server for 5 years. 
Anonymised or non-personal data may be shared with other researchers for the purposes of peer 
review or replication. Such sharing will not enable your identification. 

 

What will happen with the results? 

Results will be published in my thesis, which will be accessible through the University of Groningen 
website in the future. Pictures will be grouped together and will not contain your name or any 
information that can be traced back to you, they will never be published individually without specific 
permission. For the interviews you will be referred to a pseudonym by choice. the aim is to make it 
impossible to trace the information back to you as an individual. 

 

Ethical clearance 

This study has received ethical clearance from the Ethics Committee of Campus Fryslân, University of 
Groningen. The researchers are committed to upholding the relevant ethical codes and GDPR 
obligations throughout the research. 

 

Informed consent 

If you agree to participate, you will be asked to sign or confirm the informed consent form included with 
this information sheet. Signing does not forfeit your right to withdraw at any time. 

 

Contact 

If there are any further questions do not hesitate to contact me, you can do it via the following 
channels: 

Phone / Whatsapp;  +31612144670 

Email;   j.f.vlag@student.rug.nl    

LinkedIn;  https://www.linkedin.com/in/juanvlag/ 

 

If you wish to contact the ethical committee of the Campus Fryslân directly you can do so by sending 
them an email; 

ethics-cf@rug.nl 

 

 

 

 

 

 

 

https://www.linkedin.com/in/juanvlag/
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Appendix C2: Information Sheet Dutch  

----------------------------------------------------------------------------------------------------------------- 

INFORMATIEBLAD 

Lokale Identiteit en Place Branding Heerenveen 

Beste deelnemer, 

 

Bedankt voor uw interesse in deelname aan dit onderzoek. In dit informatieblad staat wat dit 
onderzoek inhoudt, wat er van u gevraagd wordt en hoe uw gegevens worden verwerkt. Lees het 
alstublieft zorgvuldig door. U bent welkom om vragen te stellen voordat u besluit of u wilt deelnemen. 

 

Waar gaat dit onderzoek over? 

Voor dit onderzoek vraag ik inwoners van de gemeente Heerenveen naar hoe zij hun eigen identiteit 
zien en hoe zij zich vertegenwoordigd voelen door de lokale overheid. In totaal wordt verwacht dat 
maximaal 12 tot 15 personen deelnemen. Dit onderzoek wordt niet gefinancierd door een organisatie, 
en ik heb als onderzoeker ook geen belang bij een gelieerde organisatie. Om deel te nemen is geen 
voorkennis vereist, de enige vereiste is dat u binnen de gemeente Heerenveen woont! 

 

Wat houdt deelname in? 

Dit onderzoek bestaat uit 2 onderdelen. Ten eerste wordt gevraagd om 3 tot 10 foto's aan te leveren 
dingen die je associeert met de gemeente Heerenveen. Dit kunnen foto's zijn van alles en het gaat 
hier om je persoonlijke mening! Dit kunnen nieuw gemaakte foto's zijn, specifiek gemaakt voor dit 
onderzoek, of reeds bestaande foto's. Een korte beschrijving bij elke foto is handig, maar niet vereist! 

BELANGRIJKE MEDEDELING: dien geen foto's in met gevoelige informatie of identificeerbare derden. 
Dit bevat: andere personen zonder hun toestemming, identificeerbaar privéeigendom of andere 
gevoelige informatie. Deze foto's worden geblurred en uitgesloten van het onderzoek. 

 

Ten tweede wordt er een kort interview gehouden waarin wordt gevraagd de foto’s verder toe te 
lichten en je persoonlijke mening te geven over de lokale identiteit van Heerenveen. Dit zijn open 
vragen waarbij geen goede of foute antwoorden bestaan! De duur van het interview hangt deels af 
van hoe diepgaand je wil gaan met antwoorden geven, maar de verwachting is dat het niet langer dan 
30 minuten duurt. Dit interview kan zowel fysiek als online worden gehouden.  

 

Is deelname vrijwillig? 

Ja! Deelname aan dit onderzoek is volledig vrijwillig. U kunt zich op elk moment en om welke reden 
dan ook terugtrekken zonder gevolgen. U kunt ook weigeren elke individuele vraag te beantwoorden 
zonder uitleg te geven. 

 

Zijn er risico's? 

De risico's van deelname zijn minimaal. Houd er echter rekening mee dat uw informatie mogelijk wordt 
gebruikt in mijn eindscriptie, die in de toekomst openbaar gepubliceerd kan worden. U wordt anoniem 
gemaakt in het onderzoek, maar wees voorzichtig met het delen van gevoelige informatie, met name 
in de foto's. 

Aan het einde van het interview kan u worden gevraagd of u anderen kent die misschien willen 
deelnemen. Deze personen kunnen worden benaderd, maar dit zal gebeuren zonder uw identiteit te 
onthullen. Dit is echter volledig vrijwillig en geen vereiste. 
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Zijn er voordelen? 

Deelname is vrijwillig, dus u ontvangt geen vergoeding of compensatie.  

Hoe worden uw gegevens opgeslagen en beschermd? 

Foto's worden uitsluitend gebruikt voor onderzoek gerelateerde doeleinden, ook voor de foto's heeft u 
het recht om deze op elk moment tijdens het onderzoek in te trekken.  

Aan het begin van het interview zal ik vragen of het interview opgenomen mag worden om een 
transcript te maken. Als u hier niet mee akkoord gaat, kan ik in plaats daarvan ook schriftelijke 
aantekeningen maken tijdens het interview. 

Gegevens worden opgeslagen in overeenstemming met de Algemene Verordening 
Gegevensbescherming (AVG / GDPR) en het Onderzoek databeleid van de Rijksuniversiteit 
Groningen. Gegevens (toestemmingsformulieren, opnames, interviewtranscripten) worden vijf jaar 
bewaard op de Y-schijf van de server van de Rijksuniversiteit Groningen. Geanonimiseerde of niet-
persoonsgebonden gegevens kunnen worden gedeeld met andere onderzoekers ten behoeve van 
peer review of replicatie. Dit delen maakt uw identificatie niet mogelijk. 

 

Wat gebeurt er met de resultaten? 

De resultaten worden gepubliceerd in mijn scriptie, die in de toekomst toegankelijk zal zijn via de 
website van de Rijksuniversiteit Groningen. Foto's worden gegroepeerd en bevatten niet uw naam of 
informatie die naar u te herleiden is, ze zullen nooit individueel worden gepubliceerd zonder specifieke 
toestemming. Voor de interviews wordt u aangeduid met een door u gekozen pseudoniem. het doel is 
om het onmogelijk te maken de informatie naar u als individu te herleiden. 

 

Ethische goedkeuring 

Dit onderzoek heeft ethische goedkeuring ontvangen van de Ethische Commissie van Campus 
Fryslân, Rijksuniversiteit Groningen. De onderzoekers zijn toegewijd aan het naleven van de relevante 
ethische codes en AVG-verplichtingen gedurende het gehele onderzoek. 

 

Geïnformeerde toestemming 

Als u instemt met deelname, wordt u gevraagd het toestemmingsformulier dat bij dit informatieblad is 
gevoegd te ondertekenen of te bevestigen. Het ondertekenen doet geen afstand van uw recht om u op 
elk moment terug te trekken. 

 

Contact 

Als u nog verdere vragen heeft, aarzel dan niet om contact met mij op te nemen via de volgende 
kanalen: 

Telefoon / Whatsapp;  +31612144670 

Email;   j.f.vlag@student.rug.nl    

LinkedIn;  https://www.linkedin.com/in/juanvlag/ 

 

Als u rechtstreeks contact wilt opnemen met de ethische commissie van Campus Fryslân, kunt u dit 
doen door hen een e-mail te sturen; 

ethics-cf@rug.nl 

 

https://www.linkedin.com/in/juanvlag/
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Appendix D: Consent Form 

Appendix D1: Consent Form English 

----------------------------------------------------------------------------------------------------------------- 

INFORMED CONSENT FORM 

Local Identity and Place Branding in Heerenveen 

Participant name  

Pseudonym 

 
(when left empty the researcher 

will select one) 

 

Date  

 

Assessment — please confirm each statement 

☐ I have read and understood the information sheet and had the opportunity to ask 

questions. 

☐ I understand I may ask questions at any time during the study. 

☐ I understand that my participation is voluntary and that I may withdraw at any time 

without penalty and without giving a reason. 

☐ I understand that I may decline to answer any question without consequence. 

☐ I understand that I will not receive direct personal benefit from participating in this 

research. 

 

Confidentiality and data use 

☐ I understand that my data will be treated confidentially and that my name will not 

appear in any publication or output unless I have given explicit written permission for 

this. 

☐ I understand that my data will be used only for the purposes of this research and 

directly related outputs. 

☐ I understand that my data will be stored securely in accordance with GDPR and the 

University of Groningen's Research Data Management Policy, and retained for the 

period specified in the information sheet. 

☐ I understand that anonymised or non-personal data from this study may be shared with 

other researchers for the purposes of peer review or replication, and that such sharing 

will not enable my identification. 
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Optional 

☐ I consent to this session being audio recorded.  

☐ IF NOT: I consent to the researcher taking notes of the interview 

☐ I wish to receive a summary of the research findings upon completion. 

 

To be completed by participant 

Having read and understood the 

above, I agree to participate in this 

study. 

 

 

 

Participant signature 

 

 

 

Date 

 

 

 

 

 

To be completed by the researcher 

I confirm that I have fully informed 

this participant about the study and 

answered their questions to the best of 

my knowledge. I confirm that this 

person participates voluntarily. 

 

 

 

Researcher signature 

 

 

 

Date 

 

 

 

 

Ethics Committee Campus Fryslân  ·  ethics-cf@rug.nl 
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Appendix D2: Consent Form Dutch 

----------------------------------------------------------------------------------------------------------------- 

TOESTEMMINGSFORMULIER 

Lokale Identiteit en Place Branding in Heerenveen 

Naam deelnemer  

Pseudoniem 

(indien leeg gelaten, kiest de 

onderzoeker er een) 

 

Datum  

 

Beoordeling — bevestig elk statement 

☐ Ik heb het informatieblad gelezen en begrepen en heb de gelegenheid gehad om 

vragen te stellen. 

☐ Ik begrijp dat ik op elk moment tijdens het onderzoek vragen kan stellen. 

☐ Ik begrijp dat mijn deelname vrijwillig is en dat ik me op elk moment zonder gevolgen 

en zonder opgave van reden kan terugtrekken. 

☐ Ik begrijp dat ik elke vraag zonder gevolgen kan weigeren te beantwoorden. 

☐ Ik begrijp dat ik geen directe persoonlijke voordelen zal ontvangen van deelname aan 

dit onderzoek. 

 

Vertrouwelijkheid en gegevensgebruik 

☐ Ik begrijp dat mijn gegevens vertrouwelijk worden behandeld en dat mijn naam niet 

zal verschijnen in enige publicatie of uitvoer, tenzij ik daar uitdrukkelijk schriftelijke 

toestemming voor heb gegeven. 

☐ Ik begrijp dat mijn gegevens uitsluitend worden gebruikt voor de doeleinden van dit 

onderzoek en direct gerelateerde uitvoer. 

☐ Ik begrijp dat mijn gegevens veilig worden opgeslagen in overeenstemming met de 

AVG en het Onderzoeksdatabeleid van de Rijksuniversiteit Groningen, en worden 

bewaard voor de periode die in het informatieblad is vermeld. 

☐ Ik begrijp dat geanonimiseerde of niet-persoonsgebonden gegevens uit dit onderzoek 

kunnen worden gedeeld met andere onderzoekers ten behoeve van peer review of 

replicatie, en dat dit delen mijn identificatie niet mogelijk maakt. 
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Optioneel 

☐ Ik geef toestemming voor het opnemen van deze sessie.  

☐ ZO NIET: Ik geef toestemming aan de onderzoeker om aantekeningen te maken van 

het interview 

☐ Ik wens een samenvatting van de onderzoeksresultaten te ontvangen na afronding. 

 

In te vullen door de deelnemer: 

Na het lezen en begrijpen van het 

bovenstaande, ga ik akkoord met 

deelname aan dit onderzoek. 

 

 

 

Handtekening deelnemer 

 

 

 

Datum 

 

 

 

 

 

In te vullen door de onderzoeker: 

Ik bevestig dat ik deze deelnemer 

volledig heb geïnformeerd over het 

onderzoek en hun vragen naar mijn 

beste vermogen heb beantwoord. Ik 

bevestig dat deze persoon vrijwillig 

deelneemt. 

 

 

 

Handtekening onderzoeker 

 

 

 

Datum 

 

Ethische Commissie Campus Fryslân  ·  ethics 
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Appendix E: Recruitment Flyer 

 

 

 


