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N\ REGION
NORRBOTTEN

Region Norrbotten aims to achieve sustainable growth in our region. We
do this on behalf of the Swedish government and the elected politicians
in the Norrbotten region. The vision “Norrbotten will become Sweden’s
most welcoming and innovative region” sets the direction towards 2030.
It shows how we will create an attractive region with long-term viability
for those of us who already live and work here, and for those we hope will

want to become a part of our future Norrbotten.
www.utvecklanorrbotten.se
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“Tourism is a powerful force for progress and mutual under-
standing. But in order to deliver its full benefits, this force must

be protected and nurtured. So let us all do more to harness
the full potential of sustainable tourism. Because investing
in sustainable tourism is investing in a better future for all.”

Anténio Guterres, United Nations Secretary-General

Photo: Mark Garten
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In many respects, the hospitality sector holds the keys

to a Norrbotten that is viable in the long run

The hospitality sector has injected new life

into areas struggling with a loss of employment
opportunities, reduced service, and outwards
migration. The sector attracts women and young
people — parts of the population that Norrbotten
has had a hard time retaining in the past. The
industry can quickly provide work for both
young and new inhabitants in Norrbotten.

With the focused effort on the destination Swedish
Lapland, the hospitality sector has developed into a
new primary industry in Norrbotten, alongside heavy
industry. It helps create jobs, diversifies the labour
market, and generates tax income and growth, across
industries. It builds natural bridges between urban,
rural, and sparsely populated areas.

In a time when Norrbotten needs tens of thousands
additional inhabitants to realise the green transition,
the hospitality sector contributes to an attractive
living environment and international in-migration.
The path towards a new everyday life in Norrbotten
might begin with a reservation at Treehotel, or a
mountain trek in Abisko.

The hospitality sector is therefore an obvious priority
in the regional development strategy as well as in
Norrbotten’s strategy for smart specialisation.

Region Norrbotten’s objective is sustainable regional
development. Everything we do, we do with a focus on
sustainability, gender equality, general equality, and
diversity. The hospitality sector is an important driving
force and inspiration for this work.

Covid-19 heavily impacted everything related to travel,
tourism, and restaurants. The hospitality sector is built
on people coming together, and the pandemic years
had serious consequences. Emergency measures were
deployed to help otherwise viable companies to weath-
er the storm and long-term work took a back seat.

Now that we are looking towards the future again,
we are rebuilding the hospitality sector in a new way.
We have learnt a great deal about monitoring what
is happening in the world and making quick adjust-
ments when necessary. We have also re-evaluated all
dimensions of sustainability: social, economic, and
environmental.

Swedish Lapland Visitors Board has on behalf of
Region Norrbotten made a scenario analysis for the
hospitality sector and worked in close dialogue with
the sector to prioritise strategic intervention areas.
The result is the bold and ambitious roadmap you are
reading right now. It will hopefully contribute both to
attractiveness and the objectives of Agenda 2030.

The strategy is based on a regenerative approach, and
the aim is for the hospitality sector to have a positive
impact on the destination, taking all dimensions of
sustainability into account. The vision for Swedish
Lapland; to be the world’s most responsible Arctic
destination, is underpinned by an integrated and inno-
vative sustainable approach. This approach requires
all stakeholders to take responsibility and contribute to
a sustainable development. This way of thinking and
working can serve as an example and a model for other
industries and regions.

Region Norrbotten is responsible for regional devel-
opment. This means we are mandated by the gov-
ernment to coordinate the work towards sustainable
growth in Norrbotten. It is something we do together,
and we would like everyone to contribute to the vision
of Norrbotten becoming Sweden’s most welcoming
and innovative region. We believe that the hospitality
sector and the ecosystem around it is key to achieving
this vision.

Now we have our roadmap and it is time to begin our
journey. It will take good collaboration and wise deci-
sions to reach our goals. Region Norrbotten is ready to
do its part together with municipalities, organisations,
companies, locals, and guests.

Norrbotten is already a world-leading destination
thanks to our unique culture, history, climate, and
nature. It might take an outsider’s perspective to raise
awareness about the inherent value of everything we
take for granted. To see ourselves, and the amazing
place we live in.

Together we now share the task and the determination
to make the most of the region’s appeal, while also pre-
serving it for Norrbotten’s future residents and guests.
It is a fine balance. This hospitality sector strategy

— a roadmap towards 2030 — points the way.

—

Janus Brandin,

Regional director of
development Region Norrbotten

Photo: Simon Eliasson
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A new and important journey for the best place in the world

What we do as individuals, just as what we do as
industry and society, affects the place we live in
and our everyday life. A responsible hospitality
sector will always work for the good of the local
community. Because it is also our home.

Striving for — and being — a responsible destination
should be seen as a journey. We are in it together,
because we love and want to develop this very corner
of the world. With respect for the region, for those who
shaped it and for coming generations, we take the next
step. We live here now, but we were not the first ones
here, and we will not be the last. The aim of this effort,
for Sweden’s Arctic destination, is clear: We are going
to be top of the class!

In 2001, what would become Swedish Lapland Visitors
Board was established. It is a business-oriented collab-
orative platform for cooperation between municipali-
ties, aiming to strengthen the conditions for the hospi-
tality sector and realise the national and international
potential of our shared destination.

The list of our unique resources is long. Our rich Arctic
cultural heritage, our traditions and knowledge passed
from one generation to the next that we share with the
travellers of the world, Sweden’s most alpine environ-
ments, the large national rivers, the first and largest
national parks, natural wonders, natural resources,
and nature itself are all part of our appeal. We have
university cities, company towns and village commu-
nities. From the mountains and along the river valleys
all the way to the coast, we live an Arctic everyday life
where the seasons are constantly changing. Our rural
and urban life, between midnight sun and northern
lights. Our home.

There is something exciting about an Arctic cultural
landscape that has changed so little, during thousands
of years. Visitors, as well as locals, can feel like they

are having a pristine experience, like no one has been
there before. That says something about a sustainable
way of life, of taking responsibility for this place as a
resource for future generations, for their life quality
and onsite possibilities.

The transition to a fossil-free life that is taking place in
our traditional industries, helps place us on the world
map. In every sense, those of us who live here are
aware that all in all, this is something unique.

However, as this strategic roadmap is taking shape we
do not turn a blind eye to the challenges of the present.
Digitalisation and restructuring, linked to Sweden’s
adoption of the sustainable development goals in the
2030 Agenda, combined with the pandemic and other
concerns, affect everything.

But please allow me to reflect on what the hospitality
sector accomplished during the earlier strategy period
— the results are significant.

Together we have established ourselves as an interna-
tional destination in the Arctic. We did this through in-
dustry innovation and investments that have become
new reasons to visit us; through our international
business network of tour operators who package and
sell; through daily articles published by international
press; through advanced Al-technology enabling our
companies to reach new markets and customers in
new ways; through creating award-winning trademark
communication in both our own and external media
channels, reaching millions of travellers.

If there is one thing we have managed to create and
communicate, it is a living, appealing Arctic everyday
life — for those who want to visit, but also for us who
live here.

During the previous strategy period we launched a
widely talked-about social innovation, taking the step

from cooperation to interaction between all municipal-
ities within the destination. A new local and regional
promotional structure was built through the pioneer-
ing initiative Destination Capacity Building in Swedish
Lapland. This project was followed up by Business
Capacity Development in Swedish Lapland. The
hospitality sector has seen amazing results and growth
and is now an established primary industry. We can all
agree that the tourism and hospitality industries devel-
op our society. We are now once again in the process
of shaping new parameters for this interaction.

An increased number of visitors is positive in many
ways, but it also brings increased pressure that might
create challenges. As a destination and industry, we
must look further than what we can do for our visitors.
The strategy also focuses on how visitors can contribute
to the sustainable development of the entire region.

A responsible visitor makes informed choices, and there-
by contributes to local development opportunities.

Consequently, it is crucial for the destination to have

a strategic roadmap that strengthens the conditions
for, and enables, regenerative development, where

the hospitality sector creates new business and work
opportunities in a more gender-equal labour market.
All this to ensure a growing number of attractive living
environments to enhance villages, towns, and cities

in the region. It will not only appeal to visitors from

all over the world, but also give youth and people who
have moved here beliefs in the future.

Together we will achieve the hospitality sector’s chal-
lenging vision — to be the most responsible destination
in the Arctic. Welcome aboard on this exciting journey!

=

Annika Fredriksson,
CEO Swedish Lapland
Visitors Board

Photo: Mats Engfors/Photographic
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A new roadmap for the hospitality sector

What you are reading right now is

the regional strategy for the hospitality
sector in Norrbotten, developed by
Swedish Lapland Visitors Board on
behalf of Region Norrbotten.

The objective of the strategy is to draw up a bold
and ambitious roadmap for the development of the
hospitality sector aiming towards 2030. The strate-
gic roadmap outlines a mutual and comprehensive
direction for the tourism value chain, which consists
of a complex network of actors — public, private, and
non-profit — within the tourism ecosystem. This
includes those acting within the region, as well as
external collaborating commercial and public actors.

The roadmap might be further adjusted. This means
that you should regard it as a living document that
will be revisited, reviewed, and updated as a result
of changes affecting travel to Sweden’s Arctic
destination.

The hospitality sector works on a consumer market
where demand is governed by trends and individual
drivers, and it constantly has to offer sustainable,
relevant, and life-changing experiences.

But no man is an island, and neither is this strategy.
The approach of the roadmap is anchored in the 2030
Agenda for Sustainable Development and GSTC’s
(Global Sustainable Tourism Council) systems for
sustainable tourism development. It is based on, and
takes into account, among other things:

« The EU Transition Pathway for Tourism

« The EU European Tourism Agenda 2030

o The European Green Deal, European Commission

« Sweden’s 2030 Strategy for Sustainable Tourism
and a Growing Hospitality sector

« Norrbotten’s Regional Development Strategy 2030

Norrbotten’s Smart Specialisation Strategy
Sweden’s Strategy for the Arctic Region

The Plan for Nordic Tourism Cooperation
2019—2023, the Nordic Council of Ministers
Norrbotten’s local food strategy ‘Ndara Mat’
The scenario report Futures for the Hospitality
sector in Swedish Lapland — Scenarios for 2030
Reports and studies, see reference list.

TOGETHER WE ARE BOTH

STRONGER AND WISER

The tourism ecosystem is vast and complex, incor-
porating global and interconnected value chains.
Responsible tourism, with informed and responsible
travellers and a responsible and competitive hospi-
tality sector, contributes to employment and attrac-
tive places for visitors, population, and investments
in the entire region of Norrbotten.

According to Norrbotten’s Regional Development
Strategy 2030, the starting point is building a viable
region together, a region that can adapt quickly to
changing circumstances and safeguard our unique
conditions and possibilities.

European Tourism Agenda 2030 encourages the
development of a forward-looking vision to take
advantage of the many Europeans who want to
change their way of travelling, making tourism
more sustainable and responsible.

‘WE’MIGHT ALSO BE YOU

When the strategy speaks of ‘we’ and ‘us’ it includes
all those who work in and for the hospitality sector
in Norrbotten. Those of us who work every day to
give people the best possible experience here with
us — on a regional and local level — but also all actors
in the tourism ecosystem, creating possibilities for
growth and building foundations.

So please embrace this strategic roadmap as some-
thing that involves you and your business, and as
an opportunity to implement relevant parts of the
various strategic intervention areas in your activi-
ties and your plan of action.

Contributing to the 2030 Agenda global sustaina-
bility goals is a key task for our generation, and an
obligation towards future generations. We all need
to join forces and turn vision into action.

Photo: Carl-Johan Utsi
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OALS FOR 2030

THE 2030 AGENDA:
End extreme poverty, reduce
inequalities and inequities in
the world, promote peace and

justice and address the
climate crisis.

EU:

Maintain Europe’s position
as a leading destination and
at the same time maximise
tourism and hospitality sector
contributions to growth and
employment; promote coop-
eration between EU countries,
particularly by exchanging
good practice.

SWEDEN:

Ensure that Sweden has strong
appeal as a tourist destination
and a tourism industry that is
viable in the long term, con-
tributing to sustainable growth
and increased employment
in the entire country.

NORRBOTTEN’S SMART
SPECIALISATION STRATEGY:
Secure sustainable growth to
guarantee competitiveness
as one of the most attractive

regions in the country.

THE DESTINATION:
Make it easy for responsible
travellers to visit our Arctic
destination and for them to
make sustainable choices
once they are here, actively
contributing to sustainable
local development.

Photo: Andy Anderson
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Regenerative tourism and the
ambition to ’build back better’
as a new way of travelling

Visitors in this region contribute to many values, but
they also have an impact on the destination. This im-
pact varies from place to place but could for example
be how it affects the landscape and the ecosystem’s
wildlife and nature. House prices and accommoda-
tion prices might also increase on attractive locations.

WHAT IS REGENERATIVE TOURISM?

The term refers to a sustainable way of travelling and

discovering new places. The main goal is for visitors
to have a positive effect on the destination, which
means leaving it in better shape than it was when
they arrived. This is not a new idea, but it has been
revisited with the growth of the hospitality sector.

Regeneration means to actively revitalise and im-
prove — to regenerate — the destination. This is ex-
pected to have a positive effect on local communities.

REGENERATIVE - THE NEXT LEVEL

BEYOND SUSTAINABILITY

The regenerative approach changes traditional busi-
ness models and the view of social progress. The idea
is to move from unconditional growth to a more qual-
itative development, contributing to the health and
wellbeing of humans and ecosystems. It also improves
local economies and preserves local culture and
biodiversity, while offering memorable and life-chang-
ing experiences. Destination development and local
development go hand in hand.

All stakeholders in the tourism value chain and
ecosystem — travellers, hospitality sector and commu-
nities — share a responsibility to preserve local assets
and enable regenerative development.

A regenerative approach

EXTRACTIVE GREEN

Reductionist

Excluding

UN REGENERATIVE PRINCIPLES

According to UN, tourism, when properly managed,
can contribute to all sustainable development goals
in the 2030 Agenda. UN has also developed a set of
regenerative tourism principles for a tourism based
on traditional knowledge, namely the following:

- Holistic understanding and living-systems approach:

The understanding that everything is interconnected
and that the interactions between every stakeholder
in the tourism value chain impact the entire ecosys-
tem.

« Collaborative: Encourage and promote collaboration
between a wide range of stakeholders from govern-
ment to the private sector, the non-profit sector, and
local communities. This is different from the competi-
tive view governing the present economic system.

« Diverse by nature: Diversity in sources of income
helps reduce dependence on a one-sided income
within the tourism ecosystem and in the community.

energy and materials

LESS

energy and materials
required

SUSTAINABLE RESTORATIVE

MORE

required

Diversifying between various segments - national and
international visitors, leisure, and business travel -
also helps mitigate economic and geopolitical risk and
improves resilience.

+ Inclusive and equitable: Local communities being
involved and cooperating with hospitality sector busi-
nesses can provide resources and support to economi-
cally vulnerable people, asylum seekers, and refugees.

« Transformational and inspirational: Personal and
genuine experiences that highlight what is unique
about each place, and involve local cultural heritage,
traditions, gastronomy, landmarks - are life changing.

+ Environmentally responsible: Preservation of natural
resources, safeguarding biodiversity, protection of
fragile landscapes and wildlife.

« Cultural stewardship: Protection of local cultural her-
itage and traditions and safeguarding local people as
specialists looking after the local biodiversity, thanks
to knowledge passed from generation to generation.

Including

Holistic thinking
s-based worldview

NERATING

NUTRITIVE

Inspiration: Bill Reed's "Trajectory of Ecological Design’.
lllustration: John Fullerton / Swedish Lapland Visitors Board

Features of regenerative
tourism compared to
normal and sustainable
tourism.
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What is Sweden’s Arctic destination?

The story about a place is a combination of its
geographical location and values associated with it.
Identity and knowledge are built on the uniqueness
of a place, but a place is also part of something great-
er. To be able to develop and reach our goals, we have
to look at the bigger picture: the world around us.

Sweden’s Arctic destination is part of Sweden as a
country. This provides a stepping stone to the global
arena thanks to Sweden’s good reputation when it
comes to sustainability, equality and democracy,
well-known brands, prestigious research environ-
ments, and cutting-edge industries. Sweden’s image
is characterised by progressivity, a high standard of
living, and social justice.

Sweden as a destination thinks new and differently.
We are in the beginning of a new era, where travel
involves looking at the world afresh and creating
lasting values. Sweden’s Arctic destination works
closely other regions in the country, as well as

Visit Sweden.

The Arctic part of our northern destination tells a
story of a unique environment and climate. It has

a history filled with traditions and a culture in the
shape of a multi-cultural melting pot. Sweden’s
indigenous people — the Sami — have lived here
since ancient times, in Sdpmi, a borderless region
stretching from the northernmost parts of Norway,
Sweden and Finland all the way to the Kola penin-
sula in Russia. The Torne Valley, by the Torne River,
is the origin of Tornedalians, Lantalaiset and Kvens.
They all have their own culture and a proliferation
of craft, building and food traditions, and Mednkieli
as a minority language.

Sweden’s Arctic destination is the only region that

borders two countries. Historically this gave rise 7

to a multi-cultural exchange between East and : b

West. Nowadays, we call this region Arctic Europe. : NORTI\-\I\\\
It is still an important area geopolitically speaking, : AMERICA .

where Norrbotten is positioned for sustainable b
Arctic communities with world-class innovations :
in the areas of academic institutions, industry,
and the public sector.

We are also part of the Nordic region, which is
essentially defined as a unit by the rest of the world.
The image of the area is mainly positive, thanks to
our solutions to economic and political challenges.
People talk about the Nordic model, and it is part

of every nation’s own model. Transparency and a
belief in everyone’s right to express their opinions, a
trust in each other and in our leaders is something
we have in common, lending an advantage to the
trademark of each country. Sustainability and a
focus on creativity and innovation are other shared
traits. It is an image to nurture, and an image that
Sweden’s Arctic destination significantly contrib-
utes to. According to the EU Social Progress Index,
the region is one of Europe’s most socially progres-
sive. The living conditions here are among the best
in the world.

THE MAP
The Arctic part of Sweden, our home, is part of the Norrbotten
global fabric — and at the same time, every place The region represents
has its own story to tell. the Swedish part of the

Arctic, shared with seven
other countries: the US,
Norway, Finland, Russia,
Greenland, Canada,

Our shared promise to visitors is:
Welcome to share our Arctic lifestyle.

and Iceland.

Photo: Tobias Hagg
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Hospitality sector vs tourism

THE HOSPITALITY SECTOR is an umbrella term
for several sectors selling service to visitors — tour-
ist spending. In short: everything visitors consume.
Such as staying, travelling, eating, doing, and shop-
ping. This means that every actor selling anything to
visitors is defined as part of the hospitality sector.

Business capacity and skills must be strengthened
to enhance the hospitality sector. This takes spe-
cialist knowledge of visitors’ expectations (product
development), how to reach visitors (market devel-
opment) and businesses being run in a professional
manner (business development).

TOURISM, people’s need to visit other places for
business or pleasure, is the raw material of the
hospitality sector: people travelling and consum-
ing what the hospitality sector produces. It is what
minerals are to the mining industry.

According to UNWTO, UN’s World Tourism Organ-
isation, tourism includes activities when we travel
to and stay in places outside our usual environment
for less than one year for leisure, business, and other
purposes.

There are many different types of tourism. Leisure
is one example: tourism involving travelling for
pleasure — a holiday, visiting friends or family, or
practising a hobby.

Business travel is travelling for work, for example

in the MICE segment: Meeting, Incentive Travel,
Conferences and Events. Industrial development
and other expertise related to a specific place
creates another kind of tourism: in-depth study
visits. Visitors meet with specialists working in a
cutting-edge industry to gain first-class information
and a behind-the-scenes experience.

Tourism development is all about what the place
wants to be and offer — including attitudes and so-
cietal climate. Visitors must be able to travel to and
within the destination, and this requires strategic
work by several different stakeholders. An attractive
destination is beneficial to all businesses, organisa-
tions, and communities.

The hospitality sector produces services and prod-
ucts consumed by visitors. This creates employment
and an equal labour market. It also creates more ser-
vice-producing business that in turn are beneficial
to residents, a living countryside, and attractive
living environments.

AR

Equal
employment

Service-producing

businesses
TOURISM/ A living countryside
VISITORS Attractive living
(consumers) environments

The hospitality sector is a network economy incorporating the activities of twelve different
sectors/product groups. The hospitality economy is divided into five segments:

TRAVEL
Flights Accommodation
Road transports Collective Private
accommo- accommo-
dation dation

Trains
Rentals/rental cars

Ferries/ships

Café

EAT

Restaurant

Cate-
ring

Bar

A

NN

B

HOSPITALITY
SECTOR

(producers)

Mllustration:
Swedish Lapland
Visitors Board

o

O O
DO SHOP
Travel agencies Commerce
Culture Speciality Everyday
retail retail
Sports and activities

Other services lustration
(events, nature SWT/(QS,); L:ggz,{j

experiences, etc.)
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THE EFFECTS OF THE HOSPITALITY ECONOMY
The World Travel & Tourism Council, WTTC, makes
a multi-level calculation according to the model
below. It shows how visitor consumption is distrib-
uted far beyond the direct purchases made - direct,
indirect, and collateral effects — and the general
economic and socio-economic impact of tourism.

s
OISR
ﬁ@@) 00

In Norway, the model showed that as many as
350,000 job opportunities were associated with
tourism in 2018. Sweden lacks this kind of national
statistics, but the Norwegian example indicates the
values visitors contribute to countries, regions, and
municipalities.

TOURISM

- the visitors - has an economic
trickle-down effect on the community
as a whole.

DIRECT - Visitors purchasing products in
the categories stay, eat, do, shop and travel
is the hospitality sector’s value chain.

INDIRECT - Companies in the hospitality
sector make their purchases from the indirect
value chain of products and services outside
of tourism.

BOTH LEVELS CREATE EMPLOYMENT

- salaries, fees, profits, taxes, etc.

- to welfare in the form of community
infrastructure, technology, transports,
education, etc.

} CONTRIBUTING FINANCIALLY

lllustration: Swedish Lapland Visitors Board, redesign of
O "How money travels in the tourist industry. About the direct,
indirect and induced effects of visitor consumption.” (WTTC 2017)

BUSINESS MODELS CHANGE

IN TIMES OF TRANSITION

The model also shows how closely linked the hos-
pitality sector is to community development. Its
services give inhabitants added value and provide
them with an attractive service supply, but it also
offers secondary services in other parts of the local
economy and society.

Further radical innovations and changes will meet
travellers’ new needs and consumption patterns.
This will challenge the hospitality sector’s ability
to manage innovation and business development.
Some examples below:

The booking service AirBnB has increased accom-
modation supply and affected many destinations.
Access to private cottages and apartments both
challenges and supplements commercial accom-
modation facilities.

Increased interest in healthy food and drink cre-
ates new concepts in the restaurant business and
new markets for local food producers.
Innovations in sports equipment, such as e-bikes
and special skis, also change travel behaviour.
The ‘digital nomad’ trend creates opportunities
with new guest categories and an increased book-
ing rate during traditional low season.
Responsible and conscious tourists ask for locally
produced service and products, which drives local
business development.
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Method and process

Background

The work on the 2030 Hospitality sector Strategy for
Norrbotten began in 2019, with the previous 2020
strategy as a starting point, but was put on hold as
the pandemic required all resources to be directed
to supporting the industry through the crisis.

The first starting point was an evaluation of the
present situation in Swedish Lapland, mapping the
hospitality sector’s development, structure, willing-
ness to invest, and what the companies regard as
shared key issues related to development.

The second starting point was the present situation
with regards to the previous national strategy goal
to double the industry turnover 2010—2020. The

destination Swedish Lapland increased its turn-
over from 4.1 billion to 7.6 billion in 2019, almost
the double.

The approach of the 2030 Hospitality sector Strategy
for Norrbotten was decided before a national strat-
egy had been launched and therefore a significant
part of it was prepared independently of national
goals and strategies — albeit with connections to
European and global frameworks. In autumn 2021,
the 2030 Strategy for Sustainable Tourism and a
Growing Hospitality sector was launched, indicating
national goals, and intervention areas from this
national strategy have been considered during

the process.

Turnover in
billion SEK
A
8 Goal
Turnover
b
6= billions
billions
T 2019
4= Turnover
3 B 6
: b
Py billions
1T
> VYear
2000 2010 2020

Swedish Lapland set the goal to double the turnover within the tourist industry between 2010-2020.

Cluster analysis

In 2020, Region Norrbotten carried out a com-
prehensive cluster analysis of several sectors.

Using an extensive amount of collected data as a
basis, an analysis was also made of the hospitality
sector’s connections, strengths (lack of cluster
gaps), and weaknesses (existing cluster gaps).
Clusters are crucial as they contribute to increased
cooperation, enhanced collaboration, and a higher
level of innovation within an industry. Norrbotten
constitutes nearly a quarter of Sweden’s total area
and is characterised by sparsely inhabited areas,
small local markets, and a low rate of people in the
working age population. As a result, the structural
obstacles are greater than in other parts of the coun-
try — distances make it more difficult to establish
and maintain viable cooperation. A cluster can help
decrease perceived distance and has a better chance
of survival once projects and other measures come
to an end.

The cluster analysis revealed an intricate network

within the destination Swedish Lapland. There is

a clear dependency on authorities and the regional

organisation Swedish Lapland Visitors Board,

but also local member organisations and local

export-oriented hospitality sector businesses with

several linked subcontractors. The conclusion is

that there is an obvious need to collaborate within

the industry: businesses need to work together

to package offers, implement cooperative market

actions, and make the industry’s voice heard.
The Cluster analysis

0 is summarised here
and can be read in its
entirety (in Swedish)
at swedishlapland-
visitorsboard.com.

The regional promoter organisation plays an impor-
tant role as a cohesive force for the industry, and
the contact with Swedish Lapland Visitors Board

is often crucial to reach the international market.
Based on the result, it is important to reflect on the
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cluster gaps that might limit the industry’s future
growth. One example is that there is a significant
gap between the industry and private investors and
the support system for innovations. Even if there is
no gap between authorities and hospitality sector
businesses at first glance, additional interviews
show that the quality of contacts is not optimal.
Many entrepreneurs in the hospitality sector stated
that local and regional authorities lack an under-
standing of the industry’s requirements, and that
they feel side-lined compared to other industries

as a result.

Evaluation of the present
situation

In the beginning of 2019, Swedish Lapland Visitors
Board commissioned the consultancy firm WSP
Advisory to carry out an evaluation of the present
situation for Swedish Lapland. The evaluation was
based on a survey and in-depth interviews with two
focus groups consisting of businesses active in the
hospitality sector. The aim was to map the industry,
pinpoint obstacles related to development, and
identify key sustainability issues for the industry.
The survey was followed up in 2021 with Needs and
Future Prospects of Businesses in Swedish Lapland,
with supplementary questions about the impact of
the pandemic. In 2023 the survey was conducted
once again to obtain indicators on the present
situation as well as business-critical challenges

and views to the future.

c The result is summarised here and
can be read in its entirety (in Swedish)
at swedishlaplandvisitorsboard.com.

Finding the right staff/retaining staff

Interaction with the surrounding community
(e.g. land issues, exploitation)

Securing financing to be able to invest
(e.g. bank loans, risk capital, etc.)

Marketing ourselves to our target groups

Digitalisation of the business
(e.g. lacking knowledge, resources, or time)

The season is too short

To live up to customer/guest expectations
on environmental and ecological sustainability

Knowing what our target groups want

Transports to our destination

Transports within our destination

Infrastructure such as signs, trails, etc.

Increased industrialisation of the land
(e.g. forest harvesting etc.)

The visibility of the destination on the market
(e.g. on a homepage)

Cooperation with other businesses in the hospitality
sector when it comes to offers, target groups etc.

Digital availability at the destination
(e.g. mobile phone coverage and access to broadband)

2023 [l 2021

Hlustration: Swedish Lapland Visitors Board / WSP

2023 [l 2021 2019

Hlustration: Swedish Lapland Visitors Board / WSP

< With regards to your business, to what extent do you view
the below as an obstacle to your development?
(1 = “very weak” and 5 = “very strong”)

Interms of business activities, the majority of those asked have
indicated “supply of skill” as the main obstacle - the challenge
of finding the right staff and retaining staff. This is followed by
“interaction with the surrounding community” and “securing
financing to be able to invest”.

Further obstacles related to insufficient marketing skills

and marketing aimed at target groups, and digitalisation

are mentioned. Several also point out a lack of support from
municipalities, and state that the hospitality sector, reindeer
husbandry, and nature conservation interests are at odds with
industrialisation and therefore discouraged locally.

< With regards to issues linked to the destination - to what
extent do you feel that any of the below is an obstacle for
your business?

(1 = “very weak” and 5 = “very strong”)

In the survey, obstacles for development are divided into
obstacles within the activity itself and obstacles linked to the
destination. In 2019, 2021 and 2023, participating businesses
stated that the biggest obstacle linked to the destination was
“transports to and within the destination”. The infrastructure
challenge is divided at best: some feel it is imperative to invest
in direct flights to the destination, while others consider it
more important to develop other options, such as the train
experience, providing an obvious, sustainable transport alter-
native. An “increased industrialisation of the land, e.g. forest
harvesting, wind energy development, mining and quarrying”
is a recently identified obstacle to the continuous development
of businesses.
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THE AFTERMATH OF THE PANDEMIC

The pandemic hit the hospitality sector hard, also in
Sweden’s Arctic destination. In a remote destination
with a high rate of international visitors and a small
population, this vulnerability became apparent dur-
ing a global crisis. During the first year of the pan-
demic there was even a lack of national visitors, but
this changed in 2021, when the number of Swedish
visitors was unprecedented during the summer
months. After studying and comparing mobile data
from mobile network operator Telia for the summer
months before and after the pandemic, it became
clear that it is first and foremost people from Nor-
rbotten who travel in their own region, followed by
neighbouring regions. The number of visitors from
the southern parts of the country dropped during
the pandemic years, and the Swedish and regional
travellers did not compensate for the international
visitors who did not come.

In the company survey from 2021, a larger num-
ber of businesses stated that they had made a loss
or broke even compared to 2019. Most gave the
pandemic as a reason — with fewer guests/custom-
ers than planned. Respondents wrote in reply to

the open-ended questions that the pandemic had
affected the business both positively and negatively,
but the absolute majority said it had had a negative
effect.

External factors such as war, the global economy,
and climate change continue to have an impact.
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Hlustration: Swedish Lapland Visitors Board / SCB

11%

The business showed good
profitability / made a profit

The business

The business achieved
i made a loss

a breakeven point
(no profit, no loss)

2023 [l 2021 2019

Not sure / Prefer not

to answer

Hlustration: Swedish Lapland Visitors Board / WSP

< Guest nights Norrbotten region 2008-2022.

Accommodation statistics from Statistics Sweden show
that 2022 exceeded the previous record year 2019 in terms
of registered guest nights in the categories: hotels, cabins,
hostels and camping. The number of visitors to the region
has been growing steadily from 2008 until the pandemic
hit in 2020.

< Business development - post-pandemic recovery.

When asked about the latest financial year, an increased
number of businesses - slightly over half - stated that “the
company showed good profitability/made a profit” and
the number of businesses reporting a loss decreased.

In 2023, one out of four stated that the pandemic still
affected their activities. In 2021 four out of five stated
that the pandemic had affected them significantly.
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A STRONG BELIEF IN THE FUTURE

According to the follow-up in 2023, there is still

a strong belief in the future within the industry.
Compared to 2021, a larger portion of the respond-
ents have moved towards level three on a five-point
scale. Despite foreseeing robust growth going for-
ward, fewer (compared to 2021) plan to employ
staff in the coming year.

Limited travel infrastructure, difficulties finding
new staff with the right skills, and concerns about
the industrialisation of nearby land are some of the
factors making it difficult to plan ahead.
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Hllustration: Swedish Lapland Visitors Board / WSP
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20%
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Hlustration: Swedish Lapland Visitors Board / WSP

< Looking two years ahead: How do you see your business
developing?
(1 = “very weak” and 5 = “very strong”)

Nearly two thirds of businesses believe in strong growth for
the next two years. The accommodation and transport sectors
are the most positive. There are, however, fewer businesses
that view their own development as “strong” or “very strong”
compared to 2021.

< Do you plan to employ staff in the coming year?

31% of the respondents plan to hire during the year, a lower
percentage than previous years. The accommodation and
transport sectors show the highest percentage, where more
than 39% and 43% respectively state that they plan to take on
staff during the year to come.
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Planning for the future

It is difficult to predict the future and to be proac-
tive. Both the past and the present hold clues that
can help us face the future as efficiently as possible.
At the start of the strategy process it was decided
that the strategy should be preceded by a scenario
analysis. The aim of the strategy was to draw up a
roadmap towards 2030, and the scenarios would
provide different paths to take into consideration
when discussing challenges and future-proofing
strategic action.

First, external factors that might affect the answers
to the question “What possible future scenarios are
there for the hospitality sector in Swedish Lapland
up to 2030?” were collected and analysed. The anal-

ysis was documented and separated into trends and

uncertainties. The main uncertainties were polar-
ised to create a scenario cross, where the collected

material provided a base for four different scenarios.

Strategists, business developers, and communica-
tors were involved in the process. Workshops were
held with representatives from all municipalities

as well as internal workshops, data gathering, trend
monitoring and interviews. The work was carried
out by research company Kairos Future in coopera-
tion with Swedish Lapland Visitors Board, and the
analysis of external factors should be understood as
a broad outline of what affects the development of
the hospitality sector in Norrbotten towards 2030.

By simulating how the industry would develop in
each scenario, Swedish Lapland Visitors Board has
made an analysis of how the industry should act
to ensure sustainable development regardless of
scenario. Actions that feature in all scenarios then

TRENDS
Developments we W
are confident of . /
A,
Today Future g

UNCERTAINTIES

|
Developments we 4 :

are unsure of |

| »
|

Today Future

> <

_J

Uncertainty 2

SCENARIO A

> Uncertainty 1

SCENARIOC

llustration: Swedish Lapland
Visitors Board / Kairos Future

Scenarios are based on trends and uncertainties, where trends describe what all scenarios have in common while uncertainties

distinguish them from each other.

form a base for the strategic intervention areas that
are outlined in this strategy.

No scenario is more likely or more desirable than
the other, and the future is more likely to look like

a combination of scenarios rather than just the one.
The purpose is to show the range of possible devel-
opmental paths and different futures.

o

The scenario report “Futures for the Hospitality sector
in Swedish Lapland — Scenarios for 2030” can be read
(in Swedish) at swedishlaplandvisitorsboard.com.
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FOUR FUTURE SCENARIOS FOR 2030
Below is a summary of the four scenarios we
have gone forward with to build upon, based
on the scenario report Futures for the Hospi-
tality sector in Swedish Lapland — Scenarios
for 2030, produced by Kairos Future in the
beginning of the strategy process.

Scenario Great Rapids

‘Great Rapids’is experiencing significant industrial
development and tourism is expanding both in terms
of supply and size. The industrial investments made in
the beginning of the 2020s were successful and more
actors have been attracted to the region due to the
discovery of new deposits of rare-earth metals along-
side the establishment of additional data processing
centres.

At the same time, tourism has seen a significant surge.
The unique nature and experiences in Swedish Lapland
were exactly what many were looking for following

the pandemic years, and tourists started to arrive ina
steady stream.

The hospitality sector’s rapid development helps
attract new inhabitants, as there are more job oppor-
tunities for family members. Thanks to people moving
in - and relatively good salaries - municipal finances
are doing fairly well and more investments are made in
the public sector.

This scenario is characterised by sound cooperation
between the industry and the hospitality sector. There
is a considerable lead in terms of a circular economy
and cross-fertilisation between industry, hospitality
sector and cultural sectors.

The stumbling block has been the need for renewable
electricity. There is still resistance to wind farms, for
example, said to disturb fauna, reindeer husbandry
and outdoor recreation. Nature and forests are

under heavy pressure and access to virgin nature has
decreased as more facilities - both tourism-related and
industrial - are established, and there is a problem with
over-tourism in many places where no restrictions can
be placed on the right of public access.

Substantially increased tourism

Limited develop-
ment with modera-

Industry development

A

in Swedish Lapland

GREAT RAPIDS

Significant deve-

te needs for land
and energy

LOCH SECRET

Uniqueness-based tourism

There is substantial industrial development going on in
‘Lule River’, but tourism focuses on a narrow, high-pay-
ing segment that wants to experience the unique
Arctic nature and culture.

In Swedish Lapland, new establishments such as North-
volt, H2GS, Hybrit, and the mining industry dominate.
Facebook has extended its server farm and more data
centres have been established as access to green ener-
gy has increased, and because of the cold climate.

In parallel, the tourism industry has developed special,
unique experiences catering to a middle class with
purchasing power. These experiences are supplied by
several smaller companies and lifestyle entrepreneurs.

Nevertheless, resource extraction taxes and fees
benefit the state and not the local economy. The
long-standing conflict on where natural resources are
found and where the profit ends up remains. Despite
agreements on land use with local entrepreneurs in the
hospitality sector, there are several ongoing conflicts
between tourism and large-scale industries on who has
the rights to nature.

v

. lopment with high
needs for land and
energy

Mllustration: Swedish Lapland
Visitors Board / Kairos Future

Scenario Loch Secret

In ‘Loch Secret’, industrial development stalls and
becomes more limited. Tourism focuses on being close
to nature and offering simple experiences.

Investments that were promised a decade ago,

have failed to come to fruition. The aftermath of the
pandemic has been worse than feared and it has been
difficult to open up society and get the wheels turning.
Some new establishments, such as Northvolt and
Facebook, are still around but the big, new ideas did
not really catch on when technology proved difficult
to master.

The hospitality sector mainly consists of several small-
er actors appealing to a target segment with purchase
power looking for unique, tailor-made, and luxurious
experiences. Swedish Lapland is seen as a bucket-list
destination.

Public finances are under pressure due to an aging pop-
ulation and limited inward migration, which results in
difficulties in making investments in infrastructure that
would improve availability and increase the number

of visitors. The question everyone is asking is where
responsibility lies for leading the region into the future.

Illustration of the scenario cross and
four future scenarios for 2030.

In “Troll Lake’ tourism gets going through compre-
hensive investments and plenty of staycations, while
industrial investments have yet to be successful.

The great ideas that characterised the industry in the
early 2020s have not gained much traction. Dreams of
new investments into the metal and mining industries
were never fulfilled, just like the proposed steelworks
project 'Stélverk 80’ in the 1980s.

Instead, a new primary industry has emerged: the
hospitality sector. Once the vaccine had been distrib-
uted globally, tourists from all corners of the world
came to visit Swedish Lapland. The development has
mainly been driven by large actors, often backed by
international capital.

There are plenty of jobs available, including entry-level
jobs, and more and more people choose to live in the
region. Big companies who can offer everything to
everyone dominate the hospitality sector. Small-
scale businesses are still around but find competition
difficult to navigate; several businesses have already
been acquired. Charter companies operate in the
airspace above northern Sweden; visitors spend more
and more money in the region which means increased
tax revenue. Foreign investors have scattered money
generously and it has been a wild journey filled with
fortune seekers.

The right of public access can now be cancelled local-
ly, and visitors have to pay to access places such as
national parks. Hospitality sector representatives are
actively working on policies and frameworks to ensure
tourism grows in a sustainable manner. Nevertheless,
there are conflicts between groups of residents and
the large tourism companies. The feeling is that what is
real and genuine, which has always been a character-
istic of Swedish Lapland, is under threat and there is
fear that nature will be ruined.
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Target and vision

The hospitality sector’s target and vision
are in line with the global sustainable
development goals in the 2030 Agenda and
the EU’s European Tourism Agenda 2030.

The 2030 Agenda is an action plan with goals for transition-
ing to a sustainable society for people, planet, and pros-
perity. The 2030 Agenda features milestones and targets
that are integrated and indivisible, incorporating all three
dimensions of sustainable development: economic, social,
and environmental.

The European Tourism Agenda 2030 is a shared compass
for relevant stakeholders in the member states in the joint
effort towards a greener, more digital, and more resilient
tourism ecosystem.

Region Norrbotten’s sustainability work is based on the
2030 Agenda and defined by the level of contribution that
can be made towards reaching the targets. The region calls
it an contributing and accountable approach; others might
call it synergy effects and conflicting objectives.

The 2030 target is: “It is easy for responsible travellers to
visit our Arctic destination, to make sustainable choices once
they are here, and actively contribute to sustainable local
development.”

The ambition is to help Norrbotten achieve the global
targets, and this is why the regional hospitality sector
has a long-term, bold vision: The world’s most responsible
Arctic destination.

The hospitality sector in the region assumes responsibility
and works actively for a sustainable transition. Based

on our target and long-term vision, we will implement

a number of strategic interventions in different areas
leading up to 2030.

:',.

GLOBAL TARGETS EU TOURISM AGENDA REGIONAL TARGET
It is easy for respon-
sible travellers to visit
our Arctic destination,
to make sustainable

choices once they are
here, and actively con- |
tribute to sustainable

local development.

INTERVENTION AREAS VISION

O

The world’s most
responsible Arctic
destination

A greener, more
digital, and more
resilient tourism
ecosystem.
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IMlustration:
Swedish Lapland.
Visitors Board

Photo: Viggo Lundberg
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Five strategic intervention areas

Considering scenario analysis, surveys,
the 2030 Agenda, international, national
and regional strategies, a number of inter-
vention areas have been identified and
selected for further action towards 2030.

These intervention areas will be important to the industry
no matter what the future holds. But even so, the roadmap

is not carved in stone - it will be revisited every two years.

The future scenarios will be updated in 2025, to allow for
potential adjustment of the course.

The strategic roadmap has been prepared considering the
key challenges towards 2030, as identified by the industry.
Five intervention areas have been defined — focus areas
based on developmental needs and possibilities, as well
as other action plans and development strategies in the
region.

It should be noted that no intervention area is a separate
unit; they are very much intertwined and interdependent.

Businesses and social players work simultaneously,
driving parallel processes. Within the intervention areas
— Respect, Balance, Plan, Innovate, Attract — there is a
need for a common, comprehensive approach and
increased interaction between the stakeholders in the
tourism ecosystem.

+ The shared destination trademark

+ The right target group

« The visitor value chain

+ Relevant education

+ The chain of hospitality and being a good guest
+ In harmony with the local population

+ A part of Sdpmi

+ Traditional knowledge and customs

The appeal of the place
+ Dialogue with stakeholders

&

RESPECT

Work towards consensus
regarding visitors and indu-

stry development, involving
\ all who live and work in
the destination.

Increase knowledge about the destination
The right message at the right time

+ The hospitality sector
- atool for sustainable
development
+ Year-round income
+ Visitor management
- organising the unorganised
+ From ambiguity to clarity

TARGET

It is easy for respon-
sible travellers to visit
our Arctic destination, to
make sustainable choices
once they are here, and

actively contribute
to sustainable local
development.

ATTRACT

Increase the appeal of the
place through systematic
marketing applied through-
out the tourism value
chain.

BALANCE

Consciously decide
where and when we want
and do not want visitors.

Business putting the guest in focus
Innovation in experiences and

L

knowledge sharing Q

Catching the digital train =
A circular economy INNOVATE

Developing new products
based on the present
and future needs of
responsible visitors.

=~
Q7

PLAN
Further develop physical
prerequisites for sustainable
industry growth.

+ Engaging with the outside world
+ Planning for visitors

+ Who gets to use the land?

The surrounding ecosystem « Facilitating running a business
Right people in the right place « Infrastructure - a crucial issue

Investments

llustration:
Swedish Lapland
Visitors Board
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Strategic intervention area: Respect

To be a responsible destination all stake-
holders and industries must appreciate
each other’s roles and respect individual
challenges and missions, as well as local
circumstances.

The chain of hospitality
and being a good guest

Hosting that makes visitors feel welcome is an
important part of the journey towards becoming a
world-class responsible destination. Hosting and
personal treatment are important factors, affecting
the desire to stay, the willingness to return and
how visitors recount their stay and recommend the
journey to others.

As well as we work with the tourism value chain in
the hospitality sector, we also need to consider the
hosting chain. Good hosting will support the flow
of tourists, which is beneficial for both visitors and
other hosts in the chain of hospitality. Good hosting
can be sharing knowledge about the destination,
offering information about other points of interest
than just your own, and taking a curious interest in
visitors to be able to offer added value.

Hosting needs to be both personal and digital.
Working in a structured manner with values and
developing different types of hosting, we will link
destinations, hospitality sector businesses and
residents in terms of service, treatment, quality,
friendship, and hospitality.

A responsible traveller is keen to make the right,
informed choices when travelling. Part of respon-
sible hosting is to help visitors by showcasing good
examples and desirable action.

In harmony with
the local population

Local populations are an important part of a growing
hospitality sector that often involves activities in the
resident’s natural and living environment. A mutual
understanding of needs on both sides is desirable, as
friction between industry and residents can have a
negative impact. Challenges that arise because of in-
creased tourism should not lead to residents feeling
a pressure to adapt.

Hence, it is important to find consensus and involve
residents in development efforts to shape a mutual
definition of why the hospitality sector matters. How
can tourism help contribute to the development of
the place? These targets will vary depending on the
location.

It takes a structured approach to involve residents
and make them feel part of, and proud of, the
development of the destination. This could include
community planning as well as the development of
new products and services, and marketing. Residents
are often the destination’s best ambassadors and
incredibly important to hosting. Their role needs to
be made visible.

Good examples can be found in community plan-
ning, where methods are already in place. To involve
citizens, councils could investigate how satisfied res-
idents are by asking questions about tourism. Sys-
tematically involving residents when developing the
hospitality sector means that any conflict of interest
that might occur can be overcome. The residents will
define when tourism becomes a problem.

Photo: Pernilla Ahlsén
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A part of Sapmi

Sweden’s Arctic destination is a part of Sdpmi, the
traditional settlement area of Sweden’s indige-
nous population: the Sami. Essentially, the entire
destination is reindeer grazing land, where 32 Sami
‘communities’ (economic and administrative asso-
ciations that organises reindeer husbandry — Same-
by in Swedish) practise reindeer husbandry from
the mountains to the islands in the Bothnian Bay
archipelago. There are mountain Sami communi-
ties, forest Sami communities and concession Sami
communities. Sami culture is a significant draw for
tourists, who often want to learn more about the
indigenous population. There are many active Sami
entrepreneurs in the destination’s hospitality sector
and they are important cultural carriers.

In Sweden, reindeer husbandry is an industry
reserved for the Sami communities (Sameby)
according to law. In Sami society, the reindeer is

the most important cultural carrier and resource.
Reindeer need to roam free and graze in peace,

and those visiting reindeer grazing areas must be
understanding and considerate of this. The Reindeer
Husbandry Act (1971:437) regulates how operators
and private individuals should behave in nature and
how to manage forest and land in a way that does
not disturb the reindeer.

When tourism grows quickly in an area, it could
have consequences for reindeer husbandry. It is
important to ensure a responsible development,
enabling reindeer husbandry and hospitality sector
to function side by side. Knowledge and skills linked
to reindeer husbandry, Sami culture and reindeer
behaviour should be ensured within every hospi-
tality sector business in the region. This work must
include the Sami communities as well as Sami

institutions, authorities, and organisations. The
Swedish Environmental Protection Agency, Region
Norrbotten, the region administration, and the mu-
nicipalities must work closely together to find forms
of cooperation and information pathways between
actors.

Traditional knowledge
and customs

Both international and national visitors look for
meetings with — or experiences based on — local and
traditional knowledge. There is potential in the hos-
pitality sector for those who possess this knowledge
to communicate and transmit learning, contribut-
ing to sustainable development. It is important to
safeguard, respect, preserve and retain knowledge,
traditions, and customs from indigenous and local
communities with a traditional way of life in our
Arctic cultural landscape.

Demand generates a substantial, obvious potential
to develop Sami activities, using visitors as a driving
force. Arbediehtu is the word for Sami traditional
knowledge, handed down from generation to gener-
ation, but changing and developing with time. This
traditional knowledge is at work in reindeer hus-
bandry and other Sami activities. The Torne Valley
culture and other distinct places also incorporate
traditions and knowledge that attract visitors. The
Arctic culture is of great interest.

The research program Naptek’s Investigation of the
Status and Trends of Local and Traditional Know!-
edge in Sweden indicates that there is a high risk
of knowledge erosion. Most of the work on local
and traditional knowledge is done by non-prof-

it organisations and through private initiatives.
Collaboration is more or less non-existent, as are

incentives. The hospitality sector has an opportuni-
ty to both live up to potential visitor requirements
and contribute to sustainable management of the
location-specific, intangible cultural heritage. Using
traditional knowledge and customs also positions
the place itself.

Increased knowledge tourism connected to local
cultural heritage makes local handicraft and food
production more competitive.

Dialogue with stakeholders

When it comes to societal transformation and
questions concerning land use and exploitation,
local governments need to systematically involve all
industries using the land to find a common under-
standing and locate synergies. We can, and should,
provide examples of sound cooperation from all our
industries. We need a common way forward and
share the responsibility.

The forest contributes to development and the
conditions necessary to live and work in rural areas.
It provides raw material, attractive environments,
recreation, health, and wellbeing. It also helps safe-
guard and enhance our intangible cultural heritage
and constitutes the infrastructure for a growing
hospitality sector.

To achieve our goals, there must be collaboration
between actors in the forest environment as well as
improved knowledge. The regional forest program in
the strategy for Norrbotten gives an opportunity for
authorities, relevant industries, forest owners, local
governments, academia, and stakeholder organi-
sations here in Sweden’s largest forest area to get
involved and progress towards the targets set.

&>

For the interven-
tion area Respect
we will:

O improve both
hospitality and
hostmanship

O promote know-
ledge tourism
linked to local
traditions and
cultural heritage

strive towards

cooperation and
engage in dialogue
with the local pop-
ulation

engage in dialogue
with a mutual
respect for

other regional
industries, such

as forestry, wind
power, mining,
reindeer husban-
dry and others.
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Strategic intervention area: Balance

The hospitality sector is an important
tool to create the necessary conditions
for a lively countryside. It helps find a
balance between the three aspects of
sustainability: social sustainability,
local economic sustainability, and
local environmental conditions.

The hospitality sector — a tool
for sustainable development

Few industries have such a distinct entire-country
perspective as the hospitality sector. Solid coopera-
tion between regions, destinations and businesses :
can create new and innovative solutions increasing B -
the appeal in the form of tourism products and :
experiences. The industry also contributes to the
protection and upkeep of natural and cultural envi-
ronments, as these environments are often part

of the appeal according to A Country to Visit — a
Unified Policy for Sustainable Tourism and the Grow-
ing Hospitality sector (SOU 2017:95). The hospitality
sector is a catalyst for growth and highly likely to
have more points of contact with society and other
sectors than any other industry. This makes it
important on both a local and a regional level for
rural area development.

One of the four overarching objectives in the Region-
al Development Strategy 2030 speaks of high quality
of life in attractive living environments. It indicates
the hospitality sector as an actor creating the neces-
sary conditions to achieve this.

Thanks to the hospitality sector a certain kind of
service can be maintained and developed, which
also benefits the local population. If the location

Photo: Andy Anderson
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lacks a large local customer base, this could be
remedied by visitors with purchasing power.
Governmental investigations show clear synergies
between local service and tourism in rural areas.
They also indicate the importance of the hospitali-
ty sector, as it creates livelihoods and employment.

The development strategy highlights the main
challenge of encouraging young women to stay in,
or choose to live in, Norrbotten. Again, our indus-
try is a key sector contributing to a positive em-
ployment rate for young and foreign-born people,
other target groups that the region has defined as
critical to provide employment for, and encourage
to stay. The hospitality sector’s international envi-
ronment makes it easy for a global, newly qualified
workforce to find employment at all levels: from
management positions to entry-level jobs.

The hospitality sector sets a good example for
other industries and sectors when it comes to
increasing the employment rate for the above
target groups mentioned above, and getting them
to choose our region. This is also true in terms of
equal opportunities, as our industry is one of the
most balanced, looking at employment rate, num-
ber of entrepreneurs, and new enterprises. The
hospitality sector balances and complements the
traditionally male-dominated primary industries
in Norrbotten and contributes to a more varied
and attractive labour market.

A place’s appeal is of essence to counteract
outward migration and attract new residents.
Employment opportunities, service supply and
recreational facilities are aspects that influence
decisions to relocate — the hospitality sector makes
a significant contribution to all these areas.
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It also strengthens beliefs in the future and in-
creases local pride through joint efforts to enhance
the destination trademark. The residents are
happy to show local handicraft and traditions to
visitors, which increases understanding of other
cultures and increases diversity.

Solid and recognised reasons for visiting the
destination create a trickle-down effect and new
establishments emerge. The hospitality sector
helps promote local products and can further the
development of small-scale green businesses. Food
production is just one of numerous examples.
There are exciting future forms of cooperation
waiting to be found.

Year-round income

To achieve sustainable development in the region,
efforts must be made to develop and strengthen
year-round activities in the hospitality sector. The
challenge for many businesses is to cover the year-
ly fixed costs during one season, or two seasons at
best. Their activities might need to be shut down
during parts of the year and become economically
inefficient. This affects the level of services availa-
ble, and the appeal of the place.

Year-round activities also contribute positively to
the skill supply. More people can be employed all
year round, and more people choose to live onsite
as a result. This highlights the importance of mak-
ing systematic efforts to steer the flow of visitors,
by developing products and actively marketing
seasons, and by creating common strategies for
issues relating to how, when and where visitors in
the region partake the tourism offer.
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Visitor management
— organising the unorganised

Planning for, and managing, visitors is an important
part of local work, providing a foundation for sus-
tainable tourism and a growing hospitality sector.
This concerns towns, communities, rural areas

and protected natural areas. But managing a place
comes with its challenges.

Visitors travelling in an organised manner, buying
services and experiences from hospitality sector
businesses, should be assisted by local hosts to
receive knowledge and insights. Visitors are given
the opportunity to contribute to the place by acting
responsibly and sustainably. Reaching those who
travel and stay independently, the unorganised
visits, is a challenge we must face together.

Visitor management — local, regional, and national
— must have tools and methods in place before there
is too much visitor pressure. If there is no plan for
where, when, and how visits are suitable, the desti-
nation risks losing control over visitor movements
and places of interest, leading to heavily exposed
natural areas and disruptions to outdoor recrea-
tion and reindeer husbandry. It takes work models
to steer, manage and handle visits to ensure that
the visitor experience is as good as possible while
creating value for the local community. This is why
several actors must think and act together, using a
new approach. Support structures should consist of
relevant actors: national, regional, and local author-
ities as well as civil society, hospitality sector and
business promoters.

Hospitality management is based on learning and
gathering knowledge of where challenges could
appear and using different tools to steer the flow of

Photo: Carl-Johan Utsi

visitors. For example, alternative points of interests
could be promoted rather than the best-known ones,
visits could be spread out throughout the year, or
there could be locations that are adapted to — and
have the capacity to handle - increased visitor
pressure during high season. There is every reason
to believe that the protected areas in Norrbotten
will be more highly sought after in the future. Local
visitor strategies are needed for unorganised visits
to protect both natural values and public amenity in
the long term. These strategies should also safe-
guard national objectives for recreational activities.

When speaking of visitor management and the
responsibility inherent to it, there is also a possibil-
ity to realise the visitor potential of natural parks,
nature reserves and other protected areas. To max-
imise local value creation, there must be effective
collaboration between administrative actors and the
hospitality sector, based on a sound understanding
of roles and division of labour.

From ambiguity to clarity

Land use in Norrbotten is a complex issue. Various
activities depend on nature as a resource and infra-
structure, which is increasingly leading to conflicts
of interest. Added to this are conflicts between glob-
al climate objectives and local environmental objec-
tives. Ambiguities lead to differing interpretations,
which in turn can lead to problematic conflicts,
lengthy investigation processes and court cases.
Regulating the exploitation of land is important to
protect and care for the sensitive Arctic ecosystem,
attractive living environments, Arctic cultural land-
scapes, and reindeer husbandry. Different industries
are positioned against each other, whilst nature and
cultural interests oppose exploitation and commu-
nity development.
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At present, there are no efficient methods and tools
in place to handle these conflicts of interests. It is
also unclear where the overall responsibility lies and
who has the mandate and responsibility for collabo-
ration or for balancing the various interests making
claims on the land. As it stands, it is often the actors
themselves who are responsible for cooperation

and for creating conditions that allow for mutual
development. In this context, however, consultation
procedures are an imprecise method where the vari-
ous stakeholders enter the process from their own
point of view, with their own set of expectations.
This is a result of indistinct roles, mandates, regula-
tory frameworks, and responsibilities.

The situation leads to land claims, an ambiguous
separation of powers, and conflicting goals acting
against one another, holding back development for
the hospitality sector and other relevant industries,
while breeding conflict. In its report Tourism, Nature
and Sustainability, The Nordic Council of Ministers
highlights the challenge of legislative and regulato-
ry frameworks on nature and land use in Sweden,
being filled with ambiguities and grey areas.

The hospitality sector needs long-term transparen-
cy, clear regulatory frameworks, and legal disposi-
tions to rely on to invest in permanent, long-term
establishments in areas where national interests
clash. If there is ambiguity and unpredictability,
important investments will fall through. There is a
need for a single actor with a global approach and
overall responsibility for land use to weigh up in-
terests and regulations that affect the development
of the place. Collaboration and a balance of interest
can create a suitable environment for sustainable
development.

To regulate visitor pressure in some places at cer-
tain times by limiting the number of visitors is
a prerequisite for sustainable visitor management.

For the intervention area
Balance we will:

[0 show how the hospitality sector is a tool for

sustainable community development

O develop and strengthen possibilities for
year-round activities within the industry

O actively work for a shared and structured
visitor management strategy

O work for clear legislation and regulatory
frameworks concerning land and land use.
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Strategic intervention area: Plan

A clear view of business objectives and

a roadmap describing the direction, are
imperative for fostering responsible busi-
ness practices. To create the necessary
conditions for the industry to keep devel-
oping in a sustainable manner, support
is needed from actors on all levels: inter-
national, national, regional, and local.

Engaging with the outside world

The hospitality sector is an ever-changing sector. It
consists of globally interwoven value chains that are
affected by what happens in an international con-
text. The pandemic taught us to keep an eye on glob-
al change and to make quick, informed decisions.

The hospitality sector must work strategically with
monitoring, analysis, and insights, i.e. gather and
analyse critical information about global events that
might affect the activities and customer behaviour,
as well as challenge the adaptive capacity of busi-
nesses. This is an important role for the hospitality
sector to play, and it needs resources to systemat-
ically gather, process and share information about
the rest of the world that has a direct effect on travel
to the destination.

Statistics and measurements provide valuable
information about visiting guests, and can high-
light trends indicating visitor behaviour and future
demand. It is important to continue developing
measurement methods and to analyse and assess
implications of gathered data to package it and use
it for dissemination of know-how in a way that will
benefit all actors within the tourism ecosystem.

As opposed to many other sectors where growth, or
turnover, is measured in production, it is difficult

to measure an industry based on consumption. The
hospitality sector is a network economy with several
different sectors, and it is difficult to compile rele-
vant and consolidated statistics on a local, regional,
and national level. Hence, it is crucial to be prepared
to assess measurement methods continuously and
contribute to their advancement.

Planning for visitors

Local master plans for tourism are the foundation
of successful visitor management. Active visitor
management ensures a sustainable way of planning
for and managing visitors at the destination, realise
visitor potential and allow for a good visitor experi-
ence that is also beneficial to the local community.

The hospitality sector needs closer collaboration
with local and regional growth efforts, not least
when it comes to community planning. The needs
of the hospitality sector should be considered in
municipal planning work, building the necessary
capacity to manage visitors based on local condi-
tions and requirements. Joint efforts will create the
potential to attract more visitors who contribute to
new local revenue.

It is difficult to predict where a hospitality sector
business might be established. As an example: who
would have guessed in 2009 that in ten years’ time,
the small village Harads in Boden municipality
would turn into a must-see success, featuring on the
map of global travellers?

Successful collaboration with the hospitality sector
is based on internal cooperation within the munic-
ipal sphere between those responsible for business
promotion, destination development and commu-
nity planning. Conflicts of interests could occur,
both internally in local planning and externally with

Photo: Fredrik Broman
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other actors. Municipalities that are already actively
working with master plans for tourism find it
difficult to get small businesses to get involved and
state the need for a clear industry representative,
according to a report from the Swedish Association
of Local Authorities and Regions: The Hospitality
sector in Community Planning.

It takes a close dialogue to succeed, but smaller
businesses rarely have the time or the resources. In
its report Recommendations to Strengthen the Hos-
pitality sector in the Countryside (2020), the Swedish
Board of Agriculture indicates the importance of a
regional coordinating tourism actor to voice hospi-
tality sector needs in municipal planning.

By involving the hospitality sector in the planning,
businesses gain increased knowledge of munici-
pal processes regarding planning regulations and
building codes. These insights will be added to their
future development efforts. Increased knowledge
also leads to a better common understanding.

Another advantage of master plans for tourism is
the opportunity to identify new potential areas of
touristic value and set aside resources to develop
these. The plans also help municipalities act pro-
actively when it comes to new establishments and
facilitate enterprise expansion. If the municipality
can offer swift planning and construction permit
processes, this will enable the development of the
local hospitality sector.

Facilitating running a business

The hospitality sector is heavily regulated by
authorities, with links to multiple policy areas.
This places significant demands on the individu-
al entrepreneur, who often has limited resources
and possibilities to keep up to date with changes,

dkan Stenlund

application processes and complex rules governing
their activity.

The national Strategy for Sustainable Tourism and
a Growing Hospitality sector describes the added
value of clarity and coordination in policy areas
linked to the hospitality sector. The strategy encour-
ages new ways of working to promote the needs of
businesses in the hospitality sector. On a regional
level there is for example AGON — Accelerated Green
Transition in Norrbotten — where Luled Business
Region and the Regional Administrative Board of
Norrbotten operate a network to accelerate the
green industrial transition in the region, for instance
by increasing efficiency in licensing and updating
regulatory practices.

The aim is for Norrbotten to be a testing ground for
the permits and rules of the future, and a corre-
sponding process could be used to develop tourism
and hospitality industries. Actively working for
simplified permits and rules in our industry is done
through advocacy, which should involve other con-
cerned regional and national parties.

Among the legal provisions directly concerning the
hospitality sector, but also our visitors, are the Right
of Public Access, the Reindeer Husbandry Act, and
the Off-Road Driving Act. It is important to ensure

that visitors are well-informed, educated and follow
regulations. Visitors also need to be given the right
conditions and information to assume their respon-
sibility.

The hospitality sector needs to increase knowledge
of legal provisions that directly or indirectly affect
its activities. From an industry perspective, some
laws might also need a review or revision to respond
to a new context. This takes proactive advocacy in
coordination with other stakeholders.

Who gets to use the land?

Many of the Arctic experiences offered by activity
companies take place on someone else’s land. In
some cases, it is state or municipal land, and in
others it is owned by individuals or commercial
undertakings. A majority of the destination consists
of reindeer grazing land, regulated by the Reindeer
Husbandry Act. It is important for all industries and
private individuals to take this into consideration.
The land is used by many. Different sectors, along
with outdoor recreation, share nature as an asset
and resource.

Landowners, the reindeer husbandry, and hospi-
tality sector businesses need to understand each
other’s perspective and frameworks to collaborate in
a structured manner and create a starting point for
long-term contractual agreements with a sustaina-
ble use of nature in focus.

This refers to new enterprises as well as those al-
ready established but lacking land agreements.

Voices are heard advocating modifications to the
right of public access. The hospitality sector needs
to follow this development driven by increasing
stress caused by accelerating tourism, industrial
transition, and the overall industrialisation.
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Infrastructure — a crucial issue

Hospitality sector businesses have identified travel
infrastructure as an area that is crucial to their con-
tinuous development, not least in rural areas. Re-
sponsible travellers demand and expect safe, acces-
sible, and working infrastructure at the location, and
this needs to be prioritised to ensure an attractive
destination. Long-term, ongoing efforts are required
to ensure, plan, and invest in infrastructure, with
collaboration once again being the pivotal focus.
Several parties on a national and regional level need
to take their responsibility on the journey towards
becoming a world-class destination.

SUSTAINABLE PUBLIC

TRANSPORT FOR ALL

Informed and responsible travellers, keen to reduce
their footprint, are a growing target segment. A
growing, synchronised network of travel by bus, air
and train help visitors make sustainable choices
during their trip. When a destination addresses
international visitors, there is an increased need for
attractive means of transport to or between nearby
points of interests. This calls for coordination
between different modes of transport, as well as
connections. Operational synergies are possible, and
one example is the regional public transport author-
ity’s initiative “AkerBdr, providing a new traffic map
among other things.

Hospitality sector development relies on interac-
tion between private and commercial operators, as
well as public expenditure and investment. Visitor
experiences are often created in places that benefit
from public investment, of which transport and
infrastructure is a large part. Constructive, busi-
ness-driven synergies between private and public
sectors influence the development of the industry.

The Regional Development Strategy 2030 indicates
sustainable transport and availability as one of

the focus areas for the region towards 2030. This
affects those who live and work there and is also a
prerequisite for the hospitality sector — a prioritised
industry — to be able to grow.

We face many challenges. There is a need for more
direct lines on international flights. Direct flights are
more sustainable from an environmental perspec-
tive, but also in economic terms for travellers. As
international modes of transports are limited, struc-
tured work to promote flight options must continue.

The industry might be active in places that are far
from transportation hubs such as airports or railway
stations. Within the hospitality sector we often talk
of ‘last-mile transportation), the challenge to find
innovative, sustainable, and joint solutions to the
final leg between the transportation hub and the
final destination.

Traffic planning is often based on yearly averages,
which often fails to show the real requirements dur-
ing seasonal traffic peaks that the hospitality sector
tends to add to in many locations. This needs to be
made more visible. There is potential in promoting
transport coordination, and the hospitality sector
could be an important player in many places in the
region.

Visitors rarely pay attention to regional or national
borders when travelling. In Norrbotten, the only
region that borders with two other countries, it
becomes even more noticeable. Visitors’ preferred
travel routes between the northernmost regions in
Norway, Sweden and Finland must be identified.
They need transfer solutions that allow them to
book and pay their entire route even if they trav-
el through different countries. They should also
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be able to pick up a rental car in one country and
return it in another.

There is intraregional work to be done, too. Region-
al tourist hubs and routes between municipalities
must be identified and developed. The hospitality
sector must have a permanent presence when
planning public transport and connections between
different modes of transport.

The pandemic led to increased car travel, and it is
expected to increase even further in the years to
come, since people state they feel more safe and
flexible travelling by car. In Norrbotten, the quality
of roads and road networks is closely linked to the
development potential of the hospitality sector.

Train service to and within the destination suffers
from recurring problems with delays and disruptions,
often with severe impact on travellers. The railway
network is vulnerable as most of it is one-way, and
passenger transport share it with ore and freight
services. The planned line Norrbotniabanan from
Umea to Luled will enable future visitors to choose a
greener way of travelling along the coast and will also
create new connections between destinations.

According to the Swedish Transport Administra-
tion’s forecast for passenger traffic 2040, the railway
bottlenecks will persist at least until 2030. Since
visitors need to feel confident when choosing to
travel by train — to the destination as well as within
it — expanding train services should be a priority
both regionally and nationally.

FOSSIL-FREE TRAVEL

Avital piece working towards the 2030 climate
objectives is fossil-free transport. If more people
travel by car, new needs arise. This area has great
improvement potential in Norrbotten.

The demand for a public charging structure is great-
er than the number of electric vehicles owned by in-
habitants in the region. In part, this is due to visitors
travelling by electric cars, but it is also due to the car
testing industry. The proportion of electric cars sold
increases every year and according to the Stock-
holm Chamber of Commerce report Electric Cars are
Catching Up — a Forecast of the Future Vehicle Fleet
(2020), the Swedish vehicle fleet might consist of up
to 65% electric cars in 2030.

If electric cars are to become a sustainable and com-
petitive alternative, the right amount of charging
stations must be available in the right locations,
both public and commercial. This requires an exten-
sion of the public charging structure to provide fast
chargers, especially along the main routes of travel.
Providing good hubs for the charging infrastructure,
offers visitors things to see or experience while the
car is charging.

The air transport sector is getting ready for electric
aircrafts. If electric aircrafts allow for passenger
seats to be sold at a lower price than traditional air-
crafts, this would make new routes possible, which
in turn would lead to new demand, new travel
routes and possible transfer from travel by car, train,
and bus. Norrbotten, with its relatively empty air-
space and large number of smaller airports, could be
an excellent testing ground for regional routes using
electric aircraft — not least considering weather
conditions in the region.

Arvidsjaur, Gallivare and Pajala airports are part of
Gron Flygplats, “Green Airport” — a climate project
uniting regional airports in Sweden for sustainable
travel. Electric flights also pave the road for a more
sustainable way of travelling between us and our
neighbouring countries. The possibility of flying
east to west in the Nordic countries could have a

positive effect on the hospitality sector. Significant
strides in electric aircraft development are being
made through extensive Nordic cooperation, anoth-
er factor that speaks to the future of regional electric
flights.

To make these new modes of transport a reality, a
balance is needed between public and private pro-
ject-funding models and horizontal sectoral busi-
ness models. This requires collaboration at different
levels in our region, but also nationally, internation-
ally, and between different sectors.
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TRAILS, NATIONAL PARKS, NATURE RESERVES
There is a significant need for trails, used for activ-
ities such as hiking, biking, skiing and so on. This
kind of tourism often occurs in national parks, na-
ture reserves or other protected areas. In Norrbotten
there are 2,250 kilometres’ worth of state trails, and
if you add private and municipal trails this number
is doubled. In winter there are also additional trails
created for snowmobiles and dog sledding.

There are eight national parks in Norrbotten and
more than 430 nature reserves, all subject to rules
and regulations. In total, 25% of the region is pro-
tected nature, compared to 12% in the country

as a whole.

Interest in hiking tourism had already increased
considerably — nationally as well as internationally
— before the pandemic, and it keeps growing. This
affects the hospitality sector in various ways. On
the one hand, the target segment ‘New to Nature’
expands significantly, with inexperienced visitors in
need of support and guidance. On the other hand,
unorganised tourism increases in general, where
visitors travel themselves without local guides along
trails in remote areas without roads. Visitors have

a responsibility to learn what the Right of Public
Access and the Off-Road Driving Act entail.

Increased volumes of visitors require far-reaching
joint strategies for dissemination of knowledge of

rights and obligations, information points, and a
developed service infrastructure along trails. When
planning and investing in new trail areas, these
factors are crucial for sustainable development.

In the future, there must be joint, structured, and
forward-looking work between the hospitality sector
and trail managers when it comes to development,
quality assurance, information, and travel to and
from these areas. Together with other key actors,

the Swedish Environmental Protection Agency has
drawn up a national framework and collaboration
model for hiking development that should be imple-
mented in the region.

The Haparanda Archipelago
National Park was created
in 1995.
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DIGITAL INFRASTRUCTURE

Within the tourism infrastructure, digital infra-
structure is a key element. Sweden should be a
world leader in using the possibilities offered by
digitalisation in 2025, according to the government
digitalisation strategy. The entire country should

have access to a secure, stable digital infrastructure.

The 2020 objective was that 95% of households in
Sweden should have access to broadband, but the
number is Norrbotten was only 78%.

Region Norrbotten is systematically addressing
several areas to increase the connectivity rate. The
challenge is that funds set aside on a national level
fail to cover the cost of extending broadband con-
nections. This is business-critical to the hospitality
sector, as businesses need the right conditions in

place to be able to function in the region’s more
remote locations.

The hospitality sector must be involved in initia-
tives to develop mobile as well as fixed broadband
coverage. The ambition to have an attractive and
competitive rural community makes conditions
more conducive for sustainable development of
the hospitality sector.

If an investment on regional travel infrastructure

is complemented by an extended digital infrastruc-
ture, it creates possibilities for innovative transport
solutions in the form of digital services for ride
sharing, on-call bus systems and driverless vehicles,
for example.

51

El/ For the intervention area

Plan we will:

O work systematically with relevant stake-
holders, using statistics and analysis to
increase industry resilience when faced with
global change, as well as build foundations
for community and business development

[0 promote sustainable modes of transport

and access to infrastructure, both physical
and digital

[0 contribute to the establishment of
frameworks and structures for tourism
on third-party land to ensure long-term
focus and sustainable use of local resources

[0 work to ensure that the hospitality sector
and visitors are considered in municipal
plans and strategies.
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Strategic intervention area: Innovate

Innovation presents a versatile tool for
addressing challenges. Experience inno-
vations are at the heart of hospitality
sector competitiveness. Given the indus-
try’s ongoing challenges, there is a need
for innovation alongside more structured
collaboration to solve business-critical
development issues.

Business putting
the guest in focus

Sweden’s Arctic destination has generous and valu-
able raw material in the form of nature, culture, and
lifestyle. The hospitality sector must work continu-
ously to develop and refine experiences and services
requested by responsible and informed travellers.
The offer must be constantly renewed to attract po-
tential visitors and based on the needs and motives
of guests, the innovative strength of businesses,
and the specific local conditions. While innova-

tion provides compelling reasons for international
travel, the development of ancillary attractions will
complement these efforts, helping to form a whole,
a reason to travel to this very location.

Many micro, small and medium-sized enterprises
in the hospitality sector find working regular and
long-term with business and product development
challenging, as they lack resources and necessary
conditions. Business-promoting efforts sometimes
overlook the perspective of small business owners.
Business and product development offered as pro-
jects can also become obstacles as they are limited
in time, and efforts come to a halt at some point. On
the other hand, projects can enable new and unex-
pected business collaboration, promoting innovation

processes. The industry itself has highlighted this,
and needs to be considered going forward.

In its report Sustainable Product Development with a
Focus on Nature and Cultural Tourism, the Swedish
Agency for Economic and Regional Growth indicates
the challenge of business-promoting actions not be-
ing a good fit for small enterprises in the hospitality
sector, and that they are often left without innova-
tion aid. The report also points to the importance of
having a regional actor to manage and advance the
tailor-made approaches for business and product
development that smaller enterprises require. Be-
sides increased knowledge of business development,
pricing, digitalisation, marketing, and sales channels,
there is also a need for a better understanding of
international trends, markets, and customer needs.
Promoters and municipalities are important actors
when supporting businesses in this sense.

To be able to offer a sustainable, network-based
process for business and product development in the
hospitality sector, there must be tailor-made tools
and methods that ensure business-promoting efforts
are also adapted to the smallest enterprises. This
takes regional collaboration, and an actor to actively
and long-term manage and support the network.

The necessary conditions for a sustainable transition
are created by integrating innovation work in the
hospitality sector with regional and local development
processes. Region Norrbotten’s strategy for smart
specialisation is one of several tools to ensure integra-
tion. It would be beneficial for municipalities to work
proactively, supporting business development by for
example setting areas aside for tourism and actively
suggesting business ideas that would favour the indi-
vidual entrepreneur as well as local development.

Visitors

Photo: Ted Logart
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On a national level there is potential to coordinate
organisations, authorities, and businesses so they
can work together to strengthen hospitality sector
development in rural areas. Community stakehold-
ers should take note of these actions and implement
them in the region.

Innovation in experiences
and knowledge sharing

A key to promoting innovation in tourism is
cross-sectoral work, linking knowledge-intensive
environments, actors in the innovation support sys-
tem, and the hospitality sector. Existing structures,
platforms, and innovation arenas (incubators, accel-
erators, and technology parks) nationally, regionally,
and locally have the potential to be used for know-
ledge and innovation. The hospitality sector needs
to take its place in the innovation arena; further
possibilities must be created, and access to innova-
tion aid increase. According to Region Norrbotten’s
cluster analysis, there is currently a gap between
the hospitality sector and the innovation support
system. Few innovation arenas focus on experience
innovation, and the industry lacks information on
how to participate. That gap needs to be bridged.

There is a lot to be gained by cooperating with other
industries to create experience innovation. Cultural
and green sectors could for example share the in-
depth knowledge the hospitality sector has of visitor
behaviour and needs. Other sectors could also help
create or deliver new experiences to enhance what
the destination has to offer.

Food tourism is a growing reason for travelling, and
a corner stone of the overall experience. We need
more actors in the interface between food produc-
tion and processing and the hospitality sector to
offer the requested food experiences.
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Catching the digital train

Everyone is aware of digitalisation. It affects
customer behaviour and traveller expectations of
availability and service. There is an increasing need
for around-the-clock information about everything,
from opening hours and prices to timetables. Hos-
pitality sector businesses should provide not only
practical information but also engaging storytelling,
to both inform and attract.

Companies in rural and sparsely populated areas
need digitalised business advisory services. Using
technology to overcome distance, entrepreneurs can
be offered digitalised service anytime, anywhere.
Digitalisation of municipal services equally in-
creases availability. It is a sustainable approach that
reduces pressure on business resources as well as
the environment.

Environments for virtual innovation and devel-
opment can be created for key actors to interact
and develop, test, and evaluate new services and
solutions. Other examples of testing environments
are found in the hospitality sector itself, where
digital and physical forums are combined for better
dynamics and to reach a wider audience — as well
as other industries and new visitors.

Big data (processing large amounts of data) and

Al are important tools to maximise innovation
related to appeal, sales, and experiences. Hospitality
sector businesses using new technology and digital
solutions are part of the industry’s competitiveness.
Increased digital know-how makes data-powered
and cost-effective marketing possible. Using data

as a strategic resource, and digital tools, increases
business efficiency. The hospitality sector needs
collective education efforts, shared knowledge, and
ongoing digitalisation processes.
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Data-driven and Al-based marketing is often more
cost effective and accurate compared to traditional
marketing. The potential for development is huge,
and the knowledge and skill of hospitality sector
businesses is consistently reinforced to reach full
potential.

Hospitality sector services and skills will be devel-
oped and sometimes replaced by digital and auto-
mated solutions. Companies need to be prepared for
future competence exchange.

This is one of many things that Region Norrbotten’s
Smart Specialisation Strategy points out, highlighting
the importance of creating digital processes where
many stakeholders interact. The strategy also states
that the public sphere should meet new knowledge
and skill requirements that follow from digitalisa-
tion to ensure the digital infrastructure. The regional
development strategy also addresses digitalisation as
a strategic activity to keep the region innovative and
competitive.

When it comes to digital processes, the hospitality
sector has great potential to develop in a way that
strengthens resilience and prepares for the future.

A circular economy

The hospitality sector can benefit from the principles
of a circular economy. What differs a circular econo-
my from recycling and closed-loop cycles, that many
are working with right now, is that it aims to prevent
or reduce waste throughout the value chain: from
idea to finished product and end-use application of
materials. The process is based on both technical and
social innovation. A “sharing economy” is part of the
circular economy context.

The national strategy Circular Economy — Strategy
for the Transition in Sweden, adopted by the Swedish

government in 2020, indicates the direction and am-
bition of a long-term and sustainable societal trans-
formation. This is essential for Sweden to become
the world’s first fossil-free welfare state. The pace of
the transitioning work must accelerate to meet envi-
ronmental and climate objectives, as well as several
global Agenda 2030 sustainable development goals.

Sweden’s focus areas for a circular economy:

« Sustainable production and product design

« Sustainable ways of consuming and using
materials, products, and services

« Non-toxic and circular cycles

« Driving force for industries and other actors
promoting innovation and circular business
models

Consumers’ willingness to take responsibility for
their consumption is increasing, which is reflected
in several services where consumers are offered

an opportunity to do the right thing. This could be
apps offering left-over food from restaurants, tools
or products lending and borrowing, or advise on
recycling. Visitors can benefit from the possibility to
borrow vehicles or other equipment they will only
use once. The goal is to have less new production,
and a more efficient use of existing resources.

A sharing economy suits smaller enterprises that
can cooperate and jointly purchase services as well
as products. This can also have a positive effect on
local development: a few small companies might
share an accountant, for example. The same ap-
proach can be used when purchasing more expen-
sive products, such as electric bikes, snowmobiles,
etc. A sharing economy has strong roots in commu-
nities where village associations have always shared
resources.

Promoting natural and cross-sectoral cooperation
increases the likelihood of circular solutions in the
hospitality sector. It takes support and resources
to work in a more innovative and methodical way.
More specific guidance could help businesses who
want to be a part of the local circular economy.
Enterprises can even make use of their own waste
— one example is Camp Ripan, where spent coffee
grounds from the restaurant are used in their

spa products.

Photo: Hakan Stenlund
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Network economy
— the visitor value chain

The hospitality sector as a network economy is
based on visitor consumption of goods and services
at the location. An ecosystem of services — STAY,
DO, EAT, TRAVEL, SHOP. This value chain is the
infrastructure of a functional destination. When
visitors spend money in a place, it creates employ-
ment opportunities, and this is how the hospitality
sector contributes positively to the local economy.
Interaction within the tourism value chain shapes
business networks that are brought together by a
common target group, training course, theme, or
project, for example. If the tourism value chain
breaks or weakens, the entire network economy

is affected.

THE VISITOR
VALUE CHAIN
Services and facilities

in a functional
destination

llustration
Swedish Lapland
Visitors Board

Visitors’ need of service - stay, eat, do, shop, travel - is the
fabric that holds the hospitality sector together as a network
economy made up of several different sectors.
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The surrounding ecosystem

To be able to deliver a functional and attractive value
chain to visitors, the hospitality sector relies on its
surrounding context — an ecosystem.

The report Sustainable Product Development with a
Focus on Nature and Cultural Tourism prepared by the
Swedish Agency for Economic and Regional Growth
shows that hospitality sector issues are relatively
separated from other regional growth efforts, with

a weak link to regional strategies. The report shows
the need for a wider perspective and more forms of
cooperation with other actors in the ecosystem.

A unified view of the ecosystem, coupled with
seamless integration, can significantly enhance the
cultivation of the region’s unique potential, serving as
a catalyst for sustainable development. Cooperation
builds smart and trust-based network constellations
that create new business opportunities, employment,
and businesses, but also contribute to addressing
societal challenges.

Coordination within the surrounding ecosystem en-
ables businesses to be more innovative and strategic,
compared to acting independently. Focusing solely on
businesses, representing the core of tourism, would
mean overlooking the interconnected value chain
that binds the tourism industry together.

The main goal should always be to enhance value
creation along the entire chain while bolstering its
competitiveness. The hospitality sector plays a crucial
role in numerous processes at both local and regional
levels. By convening representatives from businesses
and other stakeholders, collaborative efforts can be
made to establish platforms that actively promotes
sustainability across various sectors and levels.
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When actors from the hospitality sector, research,

academy, public activity, the non-profit sector, and

« New paths to financing and investments
« Easier to hire skilled staff

society at large come together, it creates a betterunder- : . Cooperation, innovation, new business models

standing of other activities and their context. Ulti-
mately, this leads to regional innovation and renewal.

Advantages of a coordinated ecosystem:

« New customer segments and products, e.g. by
continuously creating possibilities based on trends

« Support to apply sustainable development
principles in business strategy and marketing

+ Reduce costs for businesses through cost-sharing
and improved efficiency

and skills

« Competitiveness and quality in products and service

- Contribution to sustainable development, job crea-
tion and diversification of the business environment

« Technology development, digitalisation, quality
development, data use for analysis and optimisation

+ Business environment monitoring - risk mitigation -

resilience

The hospitality sector
ecosystem is based on a core
of companies wanting to do
business - in fair competition -
based on a common objective
and collaboration. To be able
to deliver a functional product
to potential visitors, the hospi-
tality sector relies on a wider
context of commercial market
partners, business services,
authorities, educational institu-
tions, academia and research,
and innovation environments.

The regional hospitality sector
cluster comprises some 500
active hospitality sector entre-
preneurs in the sectors stay,
eat, do, shop and travel.

o

Read the analysis of the
hospitality sector cluster

in Swedish Lapland (in
Swedish) at swedishlapland-
visitorsboard.com.
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Right people in the right place
Availability of skill is a business-critical area. It was
highlighted as a key area to prioritise in the prelim-
inary study that preceded the formulation of the
hospitality sector strategy, and follow-up investi-
gations show that the area is still one of the most
important elements for industry development.

Availability of skill is also indicated as a focus area
in the Regional Development Strategy 2030, which
especially emphasises the importance of including
groups currently outside the labour market. The
hospitality sector has a role to play, as it can employ
young people, new arrivals, and recent graduates
relatively quickly. It is important to note that the
hospitality sector offers more than just entry-level
jobs; it is highly international, and a global work-
force can find work on all levels.

It is essential to strengthen business professional-
ism, which enhances the ability to operate and grow
a hospitality business. Also, various business pro-
moting systems in the region (ALMI, Nyforetagar-
centrum, etc.) can lower their thresholds and seize
the potential of future hospitality entrepreneurs.

How well the hospitality sector can attract compe-
tence depends on its ability to evolve as an employ-
er throughout the employment journey — attract,
recruit, develop, keep, and conclude in the best
way possible.

There is a need for better understanding of what
matters to people when choosing employer or
sector, and how businesses can live up to these
expectations.

At the heart of Norrbotten’s economy are its mineral resources, forestry assets
and unique energy infrastructure, collectively driving its nature-based economy.

Smart specialisation, S3

R

o—>

Arctic testing
grounds

Cultural and
creative
industries

Energy
technology

Hospitality

technology sector

Smart Smart Smart Smart Smart
diversification diversification diversification diversification diversification

The public sector is another significant part of Norrbotten’s gross regional product - GRP.
State, municipalities and region councils accounted for 42 percent of the total employment.

Smart society

liustration: Swedish Lapland Visitors Board / Smart specialisering i Norrbotten

There are roles and tasks that are difficult to auto-
mate. Creativity, social competence, and perceptive-

We also see a demand for new skills that has not

been required in the industry up until now. Digitali-
sation and automatization make certain occupations ness will increase in value, as well as other complex
superfluous, while others become even more impor-
tant. Brand new occupations are created as man and

machine cooperate.

tasks such as problem solving and understanding
guest requirements in individual situations.

Another challenge is the impending generational

renewal. In some ten years or so, many characteris-
tic establishments in the region will have to change
hands. This comes with both risks and possibilities.

The hospitality sector should be up to date on
business-critical competence to ensure continuous
development and enhanced competitiveness.

The hospitality sector is an
essential cog in the wheel for
regional development. Regi-
on Norrbotten’s Smart Spe-
cialisation Strategy points

to the hospitality sector as
one of five industries with
great growth potential and
ability to contribute to the
overall picture of the region’s
competitiveness.
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Valuable knowledge, experience and skills are in
danger of being lost, new generations need to
be introduced.

According to the regional development strategy, it is
essential to find, develop and retain skill and exper-
tise for Norrbotten to be appealing and competitive.
All actors within the tourism ecosystem should be
proactive, developing ways of working and cooper-
ating with different competences and sectors. In-
creasing the number of residents in the region will
take more active international recruitment efforts,
aiming at stability through inwards migration.

Relevant education

Norrbotten currently lacks educational programmes
geared towards the hospitality sector across all ed-
ucational levels (secondary schools, post-secondary
education, higher vocational schools, and univer-
sities). It is a potential threat to the growth of the
industry, but also means that people moving out of
the region to go to school might not come back after
graduating. This must be remedied.

Hospitality sector businesses would like a clearer
distinction between qualification levels. Above all,
education at an academic level within the region
should be ensured.

The so-called college concept for healthcare and
technology developed in the region could be ex-
tended to the hospitality sector to create a platform
for interaction between municipalities, educational
coordinators, companies, and unions.

Digitalisation also brings possibilities for more
flexible remote learning, which is ideally suited for
a combination of education, training, and work.

There are a number of needs within the hospitality
sector, among them availability of skills, that must
be met through closer cooperation with the world

of research. Proactively approaching the research
community with business-related ideas and projects
to examine, could be crucial to further development.

Photo: Sven Burman
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Investments

Other essential elements in the development of the
regional hospitality sector are willingness to invest,
investment needs, and investment possibilities.
These needs are present on more than one level:
regional and in some cases national investments are
necessary for tourism-critical infrastructure, and
direct investment in hospitality sector business is
necessary for new establishments, reconstructions,

and restructurings, or to expand existing enterprises.

As the hospitality sector joins the transition towards
a more sustainable future, it will take major invest-
ments. This involves buildings, water and energy
supply, and fossil-free equipment for companies
providing activities involving snowmobiles or other
vehicles, for example. Public incentives will play an
important role, and so will the option of securing
favourable business loans. Financing to promote
innovation will be required to seize opportunities in
technological and digital development. This could be
in the form of public investment funds, but private
investors are also needed.

To allow hospitality sector businesses to grow and
develop, financing and loans must be available.
Research shows that proximity to bank branches has
a positive effect on the number of new enterprises,
whereas longer distances mean more limited access
to investment capital. When local bank offices are
closed, local knowledge of business possibilities,

business plans, and repayment capacity deteriorates.

This might lead to funding concerns, especially for
small businesses. Financing requests for invest-
ments in premises in smaller locations are often
turned down, because the property value of the
finished building would not meet the bank’s
collateral requirement.

When the hospitality sector grows in rural are-

as, more homes will be needed. In some places it
might be difficult to find property owners willing

to invest. They, too, face financing challenges when
the assessed value of the property is lower than the
construction costs. There might also be a lack of
land available for construction. Credit decisions are
largely governed by regulatory frameworks that can-
not be altered locally. The hospitality sector, together
with municipalities and the region, should have a
close dialogue with banks and business promoters
to spread the message about the place’s attractive-
ness, market potential, and future prospects.

Networks must be identified and built where
financial and lending institutions, investors and the
industry can interact in a productive manner. The
hospitality sector also needs to be present when
investment aid and other financial resources are
announced on a national and regional level. Pro-
moters of the hospitality sector should be offered
knowledge, information, and influence.

In Sweden’s Export and Investment Strategy, the
government indicates that it will take a sustained,
coordinated strategic approach for export and
investment promotion to provide the best possi-
ble benefits for nationwide entrepreneurship and
employment. Developing Swedish points of interest
and marketing Sweden as an attractive tourist
nation abroad are priority areas, for example within
nature tourism. Support to tourism and hospitali-
ty companies is developing within the framework
of regional export cooperation. The government
strategy also describes how keeping and enhancing
Sweden’s sustainability profile can provide substan-
tial competitive advantages. From north to south

there is contemporary culture and a cultural herit-

age, unique nature and city life, new and traditional
events — all contributing to Sweden’s overall image
and attracting important target groups.

{é}{g} For the intervention area

Innovate we will:

[ foster enhanced, cross-sectorial innovation
processes in the hospitality sector to pro-
mote investment, and business and product
development
strengthen and develop the hospitality
sector ecosystem to increase regional inno-
vation, sustainable development, and renewal

make use of possibilities that can be
created by circular solutions

aim to increase the attractiveness of the
industry as an employer, and create possibi-
lities for increased competence and recruit-
ment, both in the short and long term.
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Strategic intervention area: Attract

Marketing a place where people live
gives the hospitality sector a particular
responsibility. There is more involved
than just attracting visitors — it is also
about adding value to the location.

The appeal of the place

Today and tomorrow, the hospitality sector is and
will be all about quality of life and local accommo-
dation. Pride and identity, with a blurring between
values created for inhabitants and values created for
visitors. International visitors provide an interna-
tional atmosphere, visitors also provide more cus-
tomers for restaurants, keep supermarkets open, and
add to a sense of vitality. The hospitality sector helps
define what makes a place appealing today, and how
it should look in the future. Sweden’s Arctic region

is a place with access to welfare, nature, and values
inherent to the concept of sustainability.

The hospitality sector addresses and helps solve
many broader societal challenges. The effects are
numerous and complex, but it is important to keep
making strategic investments to ensure long-term
sustainable development.

There is increasing competition for investment, visi-
tors and people relocating. To face this global compe-
tition, the hospitality sector must develop methods
and tools to reinforce a place’s appeal.

The hospitality sector in the region has worked
strategically and with a long-term perspective to

establish collaboration between companies in the
industry, at both municipal and regional levels, and
for the development of marketing as well as sales.
The next step is to extend the collaboration to
include additional sectors.

There are many reasons why we should continue
making our region an attractive place from a visitor
perspective as well as a local viewpoint, and they
hold the answers to whether you want to visit, stay
or move there.

The future strategy of the hospitality sector should
not merely focus on attracting sustainable travel. It
should also be expected to develop a sector that can
attract visitors, inwards migration, and students —
and not least: convince people to stay. This contrib-
utes to the development of society as a whole.

National strategies for tourism and export highlight
the pivotal role of the hospital industry in collabo-
ration with regional enablers, initiating and leading
the development efforts aimed at enhancing the
attractiveness of the place.

Creating an appealing destination takes local, stra-
tegic, and target-oriented efforts engaging diverse
stakeholders from both the private and public
sectors. Additionally, academia and knowledge-
generating entities play a vital role in developing
methodologies to effectively measure and interpret
societal impacts. The hospitality sector serves as a
facilitator in this endeavour, building and reinforcing
the community fabric.

Photo: Magnus Winbjsrk
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The shared destination
trademark

The hospitality sector is an important factor when
creating appeal and promoting the identity of a
place. The hospitality sector, with Swedish Lap-
land Visitors Board at the helm, has in recent years
worked in a structured manner to promote the
trademark Swedish Lapland. It is charged with iden-
tity-shaping components that give the location an
internationally competitive position and distinguish
the destination from other destinations in Sweden
and the Arctic. The destination’s combination of
nature, people, culture, and history gives compara-
tive advantages and weaves the DNA of the desti-
nation. This permeates the market communication,
based on four of the destination’s most essential
and timeless immaterial added values: Arctic life,
Arctic hosting, Arctic nature, Arctic location in focus

Cx.
<
ARCTIC , ARCTIC
LIFE / HOSTING
(0
&
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Life here is perceived
as less complicated and
more real.

+ Local knowledge passed
through the generations
Traditional and modern

— creating a key message and trademark promise.
Welcome to share our Arctic lifestyle.

handicraft, art, and design
« Little things can matter the
most

Businesses, organisations, and people in the desti-
nation do not just recognise this trademark promise
— it is something they live. When visitors return

to their homes, people here continue their Arctic
everyday life. Because of this, it is strategically
important to transmit an image of Sweden’s Arctic
destination that confirms the inhabitants’ view of
the place. They are very much a part of the process
and help transmit the added values of the destina-
tion trademark.

« Natural frugality - an
ecological lifestyle
Culture-based activities

and experiences
+ New perspectives
Aligned with people’s own

values and beliefs

Sweden’s Arctic destination has several distinguish-
ing competitive advantages that are in demand right
now, and will be in the future: participation, limited
climate impact, and genuine social responsibility.
What our marketing transmits should be felt and
experienced by visitors once they arrive.

The destination trademark is characterised
by four added values reflecting the loca-
tion’s identity and way of life. Together with
the trademark promise and position, these
values are mutually reinforcing - the basis
for long-term, sustainable, and transforma-
tive trademark cooperation.

B
I'Ve/co me 1

Meet sincere people who

are happy to share their

everyday life.

+ Meaningful meetings

+ A personal approach

« Willing storytellers

« Local bearers of knowledge

« Stories and conversation
around an open fire

+ A welcoming community

« Afeeling of being in someo-
ne’s home

« An honest passion

+ Permissive and including

Focus is on our love of
nature and the local
culture.
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ARCTIC / ARCTIC
LOCATION
NATURE
IN FOCUS

Mutual

. ustration: Swedish
reinforcement

Lapland Visitors Board

Every point of interest,
village, community, and
town has a story to tell.

+ Nature as religion and
knowledge bank

Nature as a healing

power

+ Nature-based activities
and experiences

+ The changing seasons
and the changing light

Caring for animals,

nature, and fellow human
beings
Clean water and clean air

The trademark strategy can be read in its entirety
(in Swedish) at swedishlaplandvisitorsboard.com.

« Local traditions and cust-

oms define the place
Magnificent experiences

« Experiences in tune with the

place
Nature’s pantry - plants,
herbs, and game

+ Locally produced

ingredients and goods

« Linguistic diversity and

traditions
A living cultural heritage
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Increase knowledge about Sweden’s Arctic destination

‘Always on’is a popular expression these days.
Social networks and the web are a never-ending
stream, and Sweden’s Arctic destination should be
part of it — in its own way — at all times. It is an old
truth that what you cannot see, does not exist. But
the most important thing is to put the destination’s
message out there. Daring to be something, or
someone, to cut through the noise. The destination’s
ambition is to be a topic of conversation among
travellers all over the world. To put it simply: to
show that the Arctic lifestyle is preferrable, and

all the reasons why.

The groundwork has been established, through
development projects, but notably due to the contri-
butions of local communities and businesses within
the hospitality sector. This collective effort aims

to enhance awareness of Sweden’s Arctic destina-
tion, making it more appealing to the responsible
traveller. Significant content has been added to the
destination’s narrative — a tale rooted in individual
dedication and highlighting its positive attrib-

utes worth preserving. This narrative will endure
through its people.

The key to this is using methods with big data and
Al for joint, organised work with digital dissemi-
nation. Swedish Lapland Visitors Board has spent
years developing a tailor-made Al-based tool that
works according to the classic AIDA method (Atten-
tion, Interest, Desire, Action). The tool is used for
communication and marketing, related to hospi-
tality sector businesses as well as the destination
trademark. The joint user data becomes a living eco-
system with no internal competition, where outputs
become possibilities for others, for the destination
in general, and for every individual business. The
underlying strategy provides all hospitality sector
businesses with the same opportunities to reach
new customers.

To fulfil the ambition of being part of responsible
travellers’ daily life, a dialogue is created rather than
a campaign. Participation becomes just as crucial

as being ‘always on’, and the stories should reso-
nate with people’s emotional and cognitive choices.
Sweden’s Arctic destination adopts a comprehensive
approach to content, distribution, and data analysis
that is cutting-edge. The guiding principle of the
work is ‘create meaning, not marketing’.
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The right target group

The starting point for hospitality sector marketing
work are the needs and drives of the target group,
whether it involves marketing, business and product
development, or destination development. Who are
our visitors? What do visitors want to experience,
see, and do? How does this filter through the entire
guest chain? How can visitors be involved and take
responsibility for the development of the place?

The right message and the right experience for the
right person. The offerings of the destination and
businesses being matched against demand. This
takes knowledge, planning and focus.

Sweden’s Arctic destination has a joint target group
strategy, illustrated to the right. It is based on trends
identified in the analysis of the present situation

as well as target group work made through Visit
Sweden. The overall target group is the responsible
traveller — an informed traveller who makes rea-
soned choices, who is curious and pursues a simple,
natural lifestyle whether travelling for business or
for leisure. A responsible traveller values the place
and the experience.

The target group strategy departs from four
reasons to travel: local culture, adventure time,
time together, and alone time. It provides in-depth
descriptions of drivers and key messages, support
for marketing tailored to the target group, and prod-
uct development for businesses wishing to address
responsible travellers.

0 The target group strategy in its entirety
can be found (in Swedish) at Swedish

Lapland Visitors Board.

OVERALL
MESSAGE
The spec-
tacular,
accessible
nature is full
of activities,
and there is
something
for every-
one.

We divide our overall target group into four groups based on the reason for making the trip - motivation segments - that are further subdivided into eight guest categories.

OVERALL MESSAGE

In arctic Sweden there are vibrant villages and
communities with solid culinary and cultural traditions.
Come and share our arctic everyday life.

MOTIVATION

Broadening the
horizon with new
perspectives,
pushing limits

New in
nature

Adven-
ture
time

Niche
interests

MOTIVATION
Fulfilling oneself
and creating
meaning

Food in Traditions
focus in focus
MOTIVATION
Escaping the
daily routine and
Local creating new
culture travel memories

The
The 0 . business
responsible Ttlme
traveller 0-
— a curious and gether
well-informed The
traveller family
Alone time MOTIVATION
Looking after
oneself and one’s
relationships
Wellness Relaxation
OVERALL MESSAGE

The peaceful and quiet arctic Sweden gives
you space for personal reflection, and

time to spend with each other.

Hlustration:
Lapland

sitors Board

OVERALL
MESSAGE
An active
and welcom-
ing arctic
destination
- a perfect
place for
learning,
networking,
and social
interaction
for your
group.
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The right message
at the right time

Visitors need different information and messages
depending on where they are in the travel cycle.
The cycle illustrates a whole — before, during and
after the trip — and the tool can guide analysis and
marketing efforts.

Travellers need to be reached by a tailored message
through several different channels and at many
different times before they choose Sweden’s Arctic
destination. Consequently, there is a need for
long-term, knowledge-creating marketing as well
as short-term and selling product marketing.

&

clJ <
DREAM
Deciding country

and destination

RECOMMEND

Reviews, SoMe

@ PLAN
Looking for informa-

tion on places and

EXPERIENCE )
accommodation
Planning and book- RITA
ing experiences HIS

and meals at
the location

Sl

@b BOOK

Travel+accommodation
Ilustration:
Swedish Lapland
Visitors Board

The visitor travel cycle helps identify the need for targeted
action in communication, marketing, and digital accessibility.
The key is being in the right spot with the right message and
effort, depending on what stage the traveller is in.

During the different stages of travel, hospitality sec-
tor businesses must find suitable partners to max-
imise exposure and run cost-effective promotional
campaigns. The role of Swedish Lapland Visitors
Board in this process is to coordinate efforts to max-
imise the benefit for all participants, and to ensure
quality in destination trademark communication.

The travel cycle can also be used to illustrate where
the various hospitality sector businesses act in

the value chain. In essence, several internationally
established actors work with the stages Dream, Plan
and Book, and they help increase destination knowl-
edge and desire to travel.

Other businesses meet the visitors when they arrive.

It could be the petrol station, the local handicraft
shop, or the taxi driver. They do not always see
themselves as a hospitality sector business but
are an important part of the overall destination
experience.

Once at the destination, the visitor looks for things
to do — points of interest. Enhancing the digital ac-
cessibility of experience businesses holds substan-
tial potential, allowing visitors to find and book their
experiences. The advantages are many, the local
economy grows, and the visitor is given a reason

to stay longer.

%

For the intervention area
Attract we will:

O consistent and long-term work with the
location’s appeal towards visitors, locals,
inward migrants, investors, and other
stakeholders

O make cost-effective and accurate
marketing efforts aimed at the right target
group, with the right message at the right
place, at the right time, and with the right
partner

[ participate in coordinated marketing
action — internationally, nationally, regionally
and locally — to optimise our competitive
edge on a global scale

O work on increasing knowledge and attrac-
tiveness related to our Arctic destination
and the reasons for travelling here

[0 work with, develop, and market actors
in all stages of travel.
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An Arctic agenda for a more responsible destination

In the Arctic, global warming is happen-
ing twice as fast as in other parts of the
world. This affects the way our nature,
our lives and communities are structured,

and these impacts will continue to be felt. &zx %?7 (@) @j/
N I /
: &

Care for the Arctic is an Arctic agenda for the key
stakeholders in a responsible destination. It is : fo)
based on the European Tourism Agenda 2030 and /-{
the Global Goals 2030, turning vision into action : [7/ /[{
and harnessing people’s commitment to their
local community.

The
responsible

_Q_ traveller

Each call for action in the agenda’s toolbox shows
how individuals, entrepreneurs and enablers can
take more responsibility through action and help

co-create place development. The aim is to create l!m
value; locally and globally, today, and for future The world’s
generations. most responsible e
: [>D arctic
destination
| |

The
responsible

53 The responsible company P)
enabler @

Photo: Nino Pels

Ilustration:
Swedish Lapland
(W) Visitors Board

Care for the Arctic was used as a unified key message during
Emigration Expo in Houten 2023. The message served as

an umbrella for all municipalities in Norrbotten to position
Arctic Sweden as a collective signature and attract migrants
to the region.
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THE RESPONSIBLE
ENABLER

It is difficult to act as a responsible entrepreneur

or visitor without the right conditions in place.
Enablers, municipal and regional actors, authorities,
civil society, and several others must assume their
responsibility on the journey towards becoming the
world’s most responsible Arctic destination.

Collaboration is essential. Hospitality sector busi-
nesses should be met with sensitivity to the specific
conditions of the sector, and the fact that local, re-
gional, and national enablers have knowledge about
the needs of visitors. Leadership, innovation, and
competence are crucial for further development.

With Region Norrbotten’s own strategies and
development plans, the 2030 Agenda and the EU’s
Tourism Transition Pathway as support, seven cri-
teria have been prioritised and adapted; we call for
responsible enablers to deliver on these requests.

Collaborate locally.
Collaborate in both old
and new constellations
to find the right forms of
interaction and common
goals for development.
That benefits all who live
and work in your location.
The tourism and hospi-
tality network economy
and value chains include
many different sectors
and also have a bearing
on public-sector and not-
for-profit services.

b

Foster a business-
friendly climate. The
tourism sector is highly
dependent on public
authorities and regulato-
ry bodies, which places
high demands on small
and micro-companies.
Review, design and apply
processes ways that
simplifies. Shortening the
time of application and
permitting processes are
particularly important.

9

Understand the
visitor’s needs. Give
visitors the opportunity

to take advantage of

our common services

and infrastructure. Gain
knowledge about visitors’
specific needs and be
aware of, and attentive to,
conditions in the tourism
and hospitality sector. In
this way, many obstacles
can be overcome and you
create new values for your
local community.

[[]

Attract and retain the
right co-workers. Labour
and recruitment of com-
petent, qualified people in
all positions is a decisive
factor for the success of
the tourism and hospitality
sector’s ongoing devel-
opment. More relevant
training programmes
directed at all levels of the
sector are essential. Social
inclusion creates the right
conditions for an attractive
place to live and work.

Seven requests for informed and responsible enablers

Clarify the terms of
responsible land use.
Plan and create long-term
guidelines for a respon-
sible destination. Many
tourism companies oper-
ate on land they do not
own, making permitting
procedures, agreements,
designated areas for
tourism-related activities
and an understanding of
‘right of common’ crucial
for their success.

_\Q_

Stimulate change and
innovation. Gather
insight to challenge
established structures and
business models using
effective, tested methods
and early-stage user test-
ing. We are undergoing

a paradigm shift; public
policy and means of con-
trol must be coordinated
to meet the future.

Increase accessibility.
Develop travel infrastruc-
ture by tailoring regional
and local transit services
to also meet visitor
requirements. Prioritise
regional investment in
sustainable modes of
transport on land, water
and in the air, expanded
charging infrastructure
and road maintenance.
Access to broadband and
mobile-phone coverage in
the region is also decisive.
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N

M THE RESPONSIBLE
[ ] COMPANY

A responsible company is driven by a will to develop
its activities and products in a sustainable way and
offers visitors good hospitality and experiences
respecting the place. A responsible company has a
plan making it possible for guests to make sustain-
able and informed choices during their stay, and is
also a good employer. Development work takes the
place into consideration and contributes to it, with

a solid foundation in the local community.

Based on the Global Sustainable Tourism Council’s
criteria for hospitality sector companies, the 2030
Agenda and the EU’s Tourism Transition Pathway as
well as other regional strategies, ten criteria have
been prioritised and adapted; we call for responsible
companies to deliver on these requests.

o ©

Ten requests for informed and responsible companies

Make a plan. Establish
systems for tracking and
overseeing sustainability
initiatives. Develop a
comprehensive, long-term
plan tailored to the scale
of your business and the
resources at your dispos-
al. Talk about the positive
effects that your work has
on guests, suppliers and
collaborating partners.

Make it easy to do

the right thing. Enable
guests to support sus-
tainability and the local
economy. Guide them

on responsible behavior
during their visit. Be open
and transparent about
your business’s journey
towards sustainability;
with respect to deficien-
cies, objectives and future
plans.

S

Show concern for the
place. Gain an under-
standing of environmental
terms and conditions

and adapt accordingly

to its opportunities and
constraints. The world

is in a constant state of
flux, so evolve alongside

it while adhering to the
specific conditions of your
surroundings.

Be a good employer.

Offer fair terms of employ-
ment, competitive salaries
and clearly-defined oppor-
tunities for professional de-
velopment. Communicate
your company’s values

and objectives to all team
members. Understand the
motivations of your current
and prospective employ-
ees. Extend operating sea-
sons to foster a sustainable
business with improved
working conditions.

Sy

Respect your neighbours
and guests. Act to make
the tourism and hospitality
sector more inclusive and
accessible for diverse
groups of visitors. Honor
local culture and customs
and actively engage in
meaningful dialogues with
key stakeholders, including
Sami villages and local
residents. Sign or renew
agreements with landown-
ers and other stakeholders
to support these initiatives.

£

Provide safe experi-
ences. Follow national and
local safety regulations
and recommendations to
ensure safe and secure
experiences and workplac-
es. Ensure that you have
the necessary insurance,
permits, and authoriza-
tions in place. Continuous-
ly plan and conduct risk
assessments. In case of an
accident, is there support
available for both guests
and co-workers?

&

Act locally. Recognize
your role within the local
network economy and the
tourism value chain. It's
essential to understand
that the majority of the
offerings and experiences
are derived from locally
produced goods and
services, setting the stage
for a sustainable future.

V4

Be a hospitable host.
Keep in mind that genuine
hospitality benefits both
guests and hosts. Familiar-
ize yourself with Swedish
Lapland and share
information about various
attractions beyond your
own. Tailor your offerings,
advice, and hospitality to
the guest’s position in their
travel journey. Communi-
cate with guests through
their preferred channel.

Ze.,
B

Minimise your
footprint. Promote
climate-smart transport
and travel. Create condi-
tions for distributing the
numbers of visits through-
out the entire year. Take
advantage of opportuni-
ties that arise within the
sharing economy and
circularity.

Choose the right guests.
Target marketing efforts at
‘The Responsible Traveler.”
This approach increases
your chances of reaching
those who are interested in
what you offer. The more
accurately you tailor your
offering to someone whose
needs you can address or
whose requests you can
fulfill, the more cost-ef-
fective your marketing
becomes.
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o
0/-1 THE RESPONSIBLE
7/

TRAVELLER

There is an active awareness about how travel
affects places, nature, and culture worldwide —
positively as well as negatively. By reflecting on
their impact, visitors also take responsibility for
making the most sustainable choices possible,
whether this involves interaction with the local
community, transport, accommodation, or other
hospitality sector services.

The World Tourism Organization (UNWTO), the
UN entity responsible for promoting responsible,
sustainable, and publicly available tourism, has
defined a number of criteria to fulfil to be a respon-
sible traveller. The Global Sustainable Tourism
Council also provides criteria in the form of global
standards for sustainable travel and tourism. Taking
these definitions as a starting point, six criteria have
been prioritised and adapted; we call for responsible
visitors to fulfil these at the destination.

Sy

Respect your fellow
human beings. Safeguard
human rights and our com-
mon heritage. Do research
on the destination to

learn more. By under-
standing what makes the
place unique - its history,
customs and culture - you
will have a more enriching
experience. This will make
it easier for you to make
more informed choices
during your travels.

&

Buy locally. Support
companies that operate
locally and that foster
equality and diversity.
Choose locally produced
goods and enjoy unique,
local experiences.
Respect local artisans
and producers by paying
fair prices. Hire local
guides and purchase local
services.

Protect our Arctic
nature. Protect our
sensitive ecosystems in
the mountains, forests and
coastal areas. Respect
wildlife and its habitats. In
protected areas, visit only
places that are reserved
for visitors. Minimise wear-
and-tear, follow designat-
ed pathways, take only
pictures and leave nothing
but footprints. Stay up-
dated on local regulations
and restrictions.

%

Travel safely and
securely. Take care of
yourself, find out which
travel rules apply and trav-
el with the right insurance.
Our destination is a unique
region with Arctic condi-
tions and rapidly changing
weather. The right equip-
ment and the right attitude
are prerequisites for a re-
warding experience. Many
wild animals also use our
roads. Drive carefully.

Six requests for informed and responsible travellers

/s,
Y

Minimise your climate
impact. Remember; your
travel places a burden
on the environment. Plan
travelso as to minimise
your impact and be care-
ful how you use energy
while you are here. Re-
duce waste, refrain from
using single-use items
and recycle whenever
possible. Minimise your
footprint and leave only
good impressions.

_\Q_

Be an informed traveler.
Enjoy your stay by meeting
local residents and getting
acquainted with, and
respecting, their lifestyle.
Choose companies and op-
erators that have environ-
mental and sustainability
policies. Comply with laws
and regulations. Respect
private property. Don't
always choose the most
frequently visited places or
the most popular seasons.
Slow down, stay longer.
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Concluding remarks

The world’s most responsible Arctic destination
does not appear overnight. There is no magic wand
to wave. It will take dedicated and insightful labour
to achieve this goal and it is best done together,
because the simple truth is that a burden shared

is a burden halved. Regional representatives, local
entrepreneurs, decision makers and implementers,
residents, and guests — we can all collaborate to
keep our Arctic lifestyle and develop it to build a
better future for the world.

Perhaps you have just taken your first step towards
it, reading this strategy. For others, this work has
been ongoing for generations. Our place on Earth

is unparalleled in several regards, but there is no
guarantee that it will always be this way. It takes
awareness and a will to keep the identity and quality
of a place: keeping the air clean, the water clear and
the village inhabited in the future.

The Arctic lifestyle is in many ways already
sustainable, but a lifestyle can always be improved
- aregenerative approach.

It takes respect for the place and for each other,

a balance in our choices, but also planning and
innovation to maintain our ability to attract people
to Sweden’s most welcoming and innovative region,
Sweden’s Arctic destination.

Photo: Magnus Winbjérk
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Summary of the strategic roadmap towards 2030

To strive for, and operate as, a

responsible destination must be seen

as an ongoing journey. Those of us
living here now were not the first,
and we will not be the last. That is

why the industry, social stakehold-

ers, and visitors along the way will

work together to become the world’s
most responsible Arctic destination.

THE AGENDA 2030 as a global action plan
where the goals for societal transformation are
integrated and indivisible. Region Norrbotten’s

sustainability efforts are based on the 2030 Agenda

and defined by the extent to which different actors
can contribute to achieving the goals - a contribu-
ting and responsible perspective. The 2030 Agenda
is the outer framework of the hospitality sector’s
strategic roadmap.

OVERARCHING OBJECTIVES —/

FOR THE DESTINATION

INTERVENTION AREAS. |n the light of the
scenario analysis, surveys, and Nordic, national
and regional strategies, five strategic intervention
areas have been identified and chosen for further
work towards 2030. They are intertwined and
interdependent - the destination’s key stake
holders are responsible for increased interaction
and work with an integrated approach in ongoing,
parallel processes.

—

e sustainable choices once g
e,
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The responsible

CARE FOR THE ARCTIC is an Arctic agenda
that comes with a toolbox for the key stakeholders
in a responsible destination. Care for the Arctic can
be used as a practical method for actors to turn
words into action in the continued pursuit of the
2030 Agenda’s global goals.

THE DESTINATION'’S
KEY STAKEHOLDERS:

Progress towards the vision is propelled by:
« the potential traveller - those who visit the place
« the hospitality sector with its 12 sectors in the
five areas: live, eat, do, shop and travel
- the destination’s social actors as enablers
and facilitators

THE RESPONSIBLE TRAVELLER. Travelling
has both positive and negative effects. A respon-
sible traveller plans ahead and makes active,
informed choices.

THE RESPONSIBLE BUSINESS is motivated by

a will to continually improve its activities in a sus-
tainable and regenerative direction. A responsible
company has a plan for how to help guests make
sustainable and informed choices.

THE RESPONSIBLE ENABLER helps create the
right conditions for responsible travellers and
responsible businesses. Local, regional, national,
and international social actors assume their share
of responsibility in pursuit of the vision. Innovation,
cooperation, mobilisation, and competence are
crucial driving the transition forward.

THE VISION. With an ambition to contribute
to the global goals, Norrbotten’s hospitality sector
strategy outlines a long-term vision: becoming the
world'’s most responsible Arctic destination. As we
strive towards this vision, the hospitality sector
takes responsibility and plays an active role in
fostering its own transition, and that of society.
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