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Aim.of presentation
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Short recap of :

WHAT is digital transformation in tourism?
WHAT is smart destinations?

WHY smart destination?

Discussion of:

HOW did the Covid crisis local change
tourism?

WHAT is happening now in rural tourism?




e
Section 1: 12.30-13.15

Introduction of presentation and Hansi
My research for Visit Arctic Europe of Digital transformation
The "Hype of digitalization" in tourism

Tourism under transformation, challenges and paradigm shifts
Megatrends and technology revolution

Smart Touristy, and Smart Destinations

Question time

Section 2: 13.15-14.00

The pre-Corona tourism development hype

The Coronas Crisis - what happened to the digital transformation?
DMO changes & Market changes

Question time

Section 3: 14.00-14.45

What happens now? The future?

Micro-destination networks

Bottom-up micro-destination development, examples
Questions about the future?

Summary

Question time

Agenda
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- MyresearchforVAE 2017

2017 PAPER: Digital tourism - An analysis of digital trends in tourism and customer digital mobile
behaviour

/
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Looked at resent (2017) research papers and white papers (industry reports) what they predict
about trends in digital tourism. = Qualitative forecasting # Science Fiction
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An analysis of digital trends in tourism :

j 4
i our
nd customer digital mohile behavi 7 \/ I S | |
a .
for the 'giai;hrﬂic Furope project —|—
ho prega; it ooy The Future # s nowi!
e futUre jonigs 0 e
Swedish Lapland

Lapland —
Northern Norway i A
H Tourist Board V'S'tOFSBoard ;;?aln\lqgrth of

ROPE &= ===+ EH

Eurcponn Ragons DveopmentFond  EUR

The Future belongs to those who prepare for it today!

132pages The Future starts now!
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Sustainability crisis and climate change crisis affecting Nature tourism

Present tourism under transformation——

Post-materialism society transformation affecting consumption patterns
Digitalization revolution of tourism affecting tourism supply chain

The experience turn from service economy to experience economy

Hot new topic — transformative tourism turn affecting product practice
Corona pandemic with tourism crisis affecting markets

Economic crisis due to WAR and regression affecting world economy

= CALLANGES FOR SMALL BUSINESS IN TOURISM!
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~—Sundbo & Darmer 2008

Creating Experiences in the

Experience Economy

¥

Boswijk et al 2007
Experience Economy

L

Jensen 1999
Dream society

J

Pine & Gilmore 1999
Experience Economy

Gerhald Schulze 1992
Die Erlebnisgesellschaft

Alvin Toffler 1970
Future Shock

Experience Creation

Meaningful Experiences
Stages of Experience production

Erleben — Erfarung

D B

Story telling

Staging Experiences

Transformations

Experience society

Experience production

Experience society

Experience production

The Experience Economy

28  Sundbo & Sgrensen 2013
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Economy

Handbook on the
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Tourism Challenges: The Experience Economy shift

New “Tourism turn” from “Tourist Gaze” (Urry 1995, 2002) — “Been there, Seen It, Done It” to
meaningful experiences & personal transformations (Pine & Gilmore 1999)

Progression of Economic Value
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ative tourism

Transformation as a side effect of:
e  Wellness tourism

.~ * Retreat tourism
TRANSFORMATIONAL : i . =
TOUR'SM ¢ Missionary tourism (religion) TRANSFORMATIONAL

Tourist Perspectives ~* Religious pilgrim tourism TO U R SM

Host Perspeclives

EDITED BY YVETTE REISINGER e Yoga tourism

EDNTED BY YVETTE REASINGER

“«  Extreme sport tourism
“« Backpacker tourism

* Voluntary truism

e Educational tourism

«  WWOOFing (Willing Workers on Organic Farms)

 Nature & Ecotourism

i "THE NEW BLUEPRINT FOR
2 A SUSTAIMABLE FUTURE"



Transformative tourism

As a side effect of an tourist experiencé

TEMA tourists in Nepal Students in Nepal and Antarktis






"’mmd model”

T As a goal and tourist offermg

Protect the Poles - Protect the Planet

STUDENTS ON ICE
~expaeditions-
AHNTARCTICA - MACTIC
www.studentsonlce.com

Olle Karlsson




Transformative tourism

As a goal and tourist offering

an 47

TULER
NIVERSITY
OF TECHNOLOGY
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transformation of
tourism
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Tourism Challenges & Paradigm shifts—

VISIT ARCTIC EUROPE &= am =N

Disruptive megatrends in society are changing way of living and doing
business

Every industry sector is currently undergoing a Paradigm shift towards
digitalization (e-business, e-commerce, e-payment, e-tourism and e-

traveler, digital generations) = Digital transformation

We are entering industry revolution 3.0




Tﬂism Challenges & Megatrends in society

“ e ¢ ” Sy
A New World! — the “stage-thinking”!
Affluence
Technology
Globalization
Complexity Trans-modernity ] )
A stimujatina.Community . FUSION Society ??
T e : ™ Tobotes3 Androids
o - Guiding Transformations ~ -
P - Staging Experiences Y ~
y . Experience Society ™~
Conceptual SQCIety Consumer Society \
( Post-mo dernity Creators & Empathizers Dream SOCIe'ty '
EEp R - | Network Society
Delivering Service Digital Society V4
. . Knowledge Society P
== Information Society .~ Sl i
Modernity ~ . Knowledge workers Attention Society S e
Producing Goods TN = - = Lechoo-Sacics == =
Industrial society Zz:st-lndustr/al Society
Pre-modern ity Factory workers i
Extracting Commodities {
Agricultural Society
Pre-history o
Living of the land |
Pre-historic Society
IMtﬁrs & Collectors >
18th 19th 20th 21st
Century Century Century Century

.A simplified stage model of progression of society and economical offerings. (modified after Pine & Gilmore 1999, Florida 2002, Luyckx Ghisi, 2006, Pink 2007, and others.)
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~ TOURISM:
Service industry (1.0)-> Experience Industry (2.0)-> transformation industry (3.0)

Tourism Challenges & Paradigm shifts—

100% Tourism 1.0, Web 1.0
o ) First Generation
g Staging of experiences
a \1_0/ Degree of Direction
£ :
2 Industrial
v EXxperience .
£ | Production Tourism 2.0, Web 2.0
] Co-creation Second Generation
‘ of experiences
S Small-number \\20/ perienc
@ -
T Experience
= Production .
. Tourism 3.0 Web 3.0
(2]
£ Personal R Third Generation
g? Experience Self-d;r‘e’ctlon of experiences
Production ) |

0%

0% Staging of experience settings by the customer 100%

“igure 2. Different generations of experience production as actor-customer relationships in the creation of
neaningful experiences. (modified after Boswijk et al 2012, p 11)



From: Companies posting information (web 1.0) - Interacting with guests (Web 2.0) >
Self-creating experiences (Web 3.0) - Al supported experiences (Web 4.0)

Figure 4. The evolution of the Internet (compiled from diverse sources)
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//
~ Technological megatrends: wearables

Pulsar
Blusisotn muﬂg o WATCH

CW-EIIG:H The Digial First Headset ... .. Nike+
J-harw"lgm Blackberry PC seres Poad Fuei
& B SEes “s E
. caroitd14 THE WORLD’S MOST ADVANCED

1987 . 2000 "= 2006 2012
1999 2003 2008 208 WEARABLE COMPUTER

2004 2011
2007 G:; 2012

1984 2001 Adcda
. Google Glass - Medical grade
- Monilors (on wrst)
Glas

e - - Specialized Msual

-~ -—-I——' Microsoft
Caso Apple SPOT
Databani N;"g:“ A.pple Smanwuaxn Ap-pl-e
CD-40 Pod ¢ iPhone
. 1 &

Motorota GoPro
Razr

THIS EYE IMPLANT GIVES YOU

AUGMENTED REALITY VISION
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Tourism Challenge
e

- Technological megatrends: Brain-Computer interface

Brainternet! here very soon!

Scientists Connect A Human Brain To The Internet For

The First Time

Tired of tapping on the screen of your pesky, high-end smariphone to browse the
Internet? Mo fear, hecause the awlkwardly named “Brainternet” is herel A tea

Fl & -
| LA | LA e WL

s — The technological revelution

?

Wants to [l

| Computer [

VISIT ARCTIC EUROPE &= == 4= IH

Elon Musk

Merge Your )
Brainwitha

agiant brain,
speeding up progress
and evolvingintelligence.

4

Neuralink's product?

Yuval Noah Harari



Tou@ Challenges — The technological revelation

Technological megatrends: Augmented Reality - AR

Futurism

o~ X VIRTUALITY - —— )
Y — it
- ﬁ L o

Feu IT WILL FL?NDAMEMALLY CHANGE THE WAY

~ WILL GROW 35% ANNUALLY HUMANS LEARN, PERCEIVE AND CREATE
OVER THE NEXT FIVE YEARS

(® EON Reality

VISIT ARCTIC EUROPE &= == 4= N



Touriﬁn Challenges — The technological revelution

Technological megatrends: Virtual Reality - VR

S0urce: Facebook

. 0

» virtuality |

el

Watch Live as Mark Zuckerberg Unveils the Next Era in
Virtual Reality

‘ou can get all the updates here as they come in.

VISIT ARCTIC EUROPE &= == 4= IH



Tourism Challenges — The technological revelation

ssheet
- Technological megatrends: Virtual Reality TOURISM

wrruaLiTy IS ' : , Futurism

4

GOOGLE UNVEILED THE NEW GOOGLE | & | o e
EARTH AND IT'S AWESOME . = AIKIND OF LIKE GOINGON

A VIRTUAL VAgCATION |

%

e
Ry
S

A new feature called Voyager allows users to
take virtual, interactive teurs of the world

There are even virtual tour guides in certain instances
such as Jane Goodall or Zari, a six year old Muppet

VISIT ARCTIC EUROPE &= == 4= IH



Tourism Challeng
/

" Technological megatrends: Al Services

Meet
AM =LA

Your intelligent digital workforce

“We're going to shift from a service economy to an Al T_h_iS robot is now a =
economy” - GDR z citizen of Saudi Arabia

While GDR has frequently discussed the growth of Arificial Intelligence in the refail i S i oy
S : Y i A ource: Future Investment Initiative
and hospitality sectors in recent years, one of the most potentially significant. . f Footage: Future [Ppe— Initiative

B | GDRUK.COM

Imtlatlve

FLUENT IN NATURAL
CONVERSATION

EMOTIONALLY ENGAGED
UNDERSTANDS CONTEXT

SCALABLE
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Tourism Challenges — The technological revelation

s

- Technological megatrends: Al Robotics in tourism & service

ROBOTS EVOLUTION
Hitachi's EMIEW3 P o
@nd robotics IT

“LG just unveiled
aEwrhome robet

® LG Global

and will soon be
avdilable at airports

® LG Global



//
- Technological megatrends: Internet of Things

Consumer & Home Smart Infrastructure éecurity & Surveillance)
: p———, -y WY VeV 1 — d
=y : QDAL : e
P H | e ﬁ Q 1=
0 g '.-.l g Y - WA K 2S ﬁ

Healthcare \\ :‘ . /"/ 4 Transporasen o} s ' NT N ET f
. ™ | o
Network

e L g — W M
L— X

dﬁlﬁ’HYPE OF DIGITALISATION”
nter-connected interactive World
Windows loT
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Touriﬁ Challenges — The technological revelution
5 ﬁchnological megatrends: Internet of Things

“HYPE OF DIGITALISATION” &

DISITéL COCIKPIT

— BY HARMAN

n Smart Destinatio

WHAT MAKES A
SMART CITY SMART?

......................
........

L

VISIT ARCTIC EURQPE S= 2= 4~
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//
- Technological megatrends: Digital transformations

WHY this “HYPE OF DIGITALISATION”

Touri dH ital |

Ut 4 ooty CII Smort
Digital Age Destination
=heRlud \.

W iz

i T i [
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Tourism Challenge

Technological megatrends: Digital transformations

WHY this “HYPE OF DIGITALISATION”

= The technological r

Extrz-ordinary experience
i

S

U Non-ordinary achivily 7

Leawing Retunming
hewrne | e
Ordinary everyday life Ordinary everyday life
r'E ‘T’J o The fundamental phases of
Pre-travelling | | travelling | Post-travelling ~consumption and travelling and
— i — — experiencing (based on Jafari
Expectation Farmation e R Dacumentatian trampoline metaphor of traveling).
Decision-Making Short-Term Decson-#Making External Memary
Transactioms On-5ite Transacti omns Re-mperencing
A mti cipation A= oors truction

Attachmeant

. Facebooks five phases of the
Dream Book Experience Reflect
path to purchase for traveller

VISIT ARCTIC EUROPE &= == 4= IH
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- Technological megatrends: Digital transformations

Tourist digital behaviour: Mobile Micro-moments

Amy had 419 %
digital moments searches
researching her -

trip over 2 months 380 web
page visits

In real-life Micro-
moments of “Amy” using
mobile or desktop when
planning for a trip to
Disney World (from
Google)

of these

Mobite . digital moments
‘ ‘ | happened on

mobile

a3l Dagital Moments
Deskiop

fl oo

INSPIRATION

Social Media Prisma
that summarises the
social media in 2016 ‘
(by ethority Social ..

Media Intelligence, . h :
http://ethority.de/so = g e e |
cial-media-prisma/) A

w

DIRECT BOOKING FOR
MOBILE MICRO-MOMENTS

VISIT ARCTIC EUROPE S=s=4-Em " I N B




Tourism Challenges — The technological revelution

/ ,,,,,,, e

- Technological megatrends: Digital transformations

WHY this “HYPE OF DIGITALISATION”

THE SMART TOURIST

List of characteristics to define the technologically savvy tourists:
* Well-connected and well-informed
* Active critics and buzz marketers = FIT - Free Independent
* Demand highly personalised service Tourist/Traveller
®* Engaged both socially and technologically
® Dynamically discuss through social media
® Co-create experience
* Contribute to content

® Utilise end-user devices in multiple touch-points

VISIT ARCTIC EUROPE &= == 4= IH



Tourism Challenges — The technological revetution

/ ,,,,,

- Technological megatrends: Digital transformations

WHY this “HYPE OF DIGITALISATION”

THE SMART TOURIST- TOURIST DIGITAL BEHAVIOUR

* Importance of understanding Traveller’s road to decision

e Micro-moments in travel

 Cross-device movements

 Mobile-in-destination behaviour

 Anywhere-and-anytime availability (7/24)

* Radical self-reliance of modern travellers — FIT-boom

e Diversity and complexity of behaviours

* Blurring of on-site and post-travel experience; blogging-on-spot

VISIT ARCTIC EUROPE &= == 4= IH



Tourism Challenges — The technological revelution
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—

CHALLENGES FOR TOURISM COMPANIES
THE DIGITAL TRANSFORMATION IN TOURISM COMPANIES

» Digital organisation & working processes (business models, book-keeping,
production, cloud-computing, loT, Expert systems, mobile payment, etc.)

e Digital communication multiple platforms (homepage, social media, SMS etc.)
* Dynamic products (co-production, self-production)
* Dynamic digital marketing, booking and distribution

* Fierce competition by early adapters (to digital transformation)

VISIT ARCTIC EUROPE &= == 4= IH



Tourism Challenges = The technological ¢

= CHALLENGES FOR TOURISM COMPANIES
THE DIGITAL TRANSFORMATION IN TOURISM DISTRIBUTION

TRADITIONAL VALUE CHAIN IN DISTRIBUTION

Tourist

Consumer

"'

National Tourism
Organization Travel agent

Intermediaries

Internet

Reginal Tourism Tour operator
Organization Central
Reservation

System
Incoming IS
otel chain
Local Tourism agent -

DMOs, Planners Organization

& Administration
\ Airlines

Primary suppliers

Suppliers

Figure 13. Simplified traditional travel and tourism industry value chain (adapted after Werthner & Klein 1999)
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Tourism Challenges — The technologica

"

\

CHALLENGES FOR TOURISM COMPANIES
THE DIGITAL TRANSFORMATION IN TOURISM DISTRIBUTION

NEW EMERING CHAIN IN DISTRIBUTION

Sharing Economy services;
Airbnb, Uber, Coachsurfing etc.

Mobile Tourist

Consumer

Intermediates

Mega Online Travel Retailer
Instant booking

N

Online Travel agent Digital Tour

AN

Booking systems

Suppliers Supplier Webb sites  Supplier Mobile App

Primary suppliers

Figure 14. Simplified interpretation of future digital value chains in travel and tourism.
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Tourism Challenges — The technologica
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= CHALLENGES FOR TOURISM COMPANIES
THE DIGITAL TRANSFORMATION IN TOURISM DISTRIBUTION

NEW EMERING CHAIN IN DISTRIBUTION

Qma

EGA ONLINE TRAVEL RETAILER

Offers dynamic product
presentations of 5000 products of
1000 suppliers in Iceland:

® Book your tour

Find unique and exciting tours in Greenland

Guide to Iceland

Norway Travel Guide

Guide to Greenland

VISIT ARCTIC EUROPE &= == =N
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CHALLENGES FOR TOURISM COMPANIES
THE DIGITAL TRANSFORMATION IN TOURISM DISTRIBUTION

NEW EMERING CHAIN IN DISTRIBUTION
Disrupted value-chain by Cross-Selling by providers (BOKUN)

Arctic Adventure have 100 own products, 1000 products on dynamic webpage

Tourism Challenges — The technological revelution

VISIT ARCTIC EUROPE &= == 4= IH



Information Exchange Center
(IEC)

Artificiel Cloud Internet Of i
Intelligence Computing Things

Smart
y  Tourism

VISIT ARCTIC EUROPE &= == 4= IH



Touri} Challenges = The technological revolution
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SMART TOURISM — SMART DESTINATIONS

Internet of Smart Smart
Things Cities Tourism

New
Paradigm

VISIT ARCTIC EUROPE &= == 4= IH



Tourism Challenge
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SMART TOURISM — SMART DESTINATIONS

o | PN s > CONTACT US

R Your Smart Tg | Assistant

Caverzavz mgees

e

SMART DESTINATION ON THE MARKET

VISIT ARCTIC EUROPE &= == 4= IH

AISPOT mobile plattform:
e Al system for smart destinations,

* developed in Norway

Provide the right information at the right time

to tourists by allowing the use of loT towards
tourists,

who will have a mobile wallet travel assistance

for recommendations, activities, maps, booking
and tickets, etc.

https://aispot.no/



Tourism Challenges — The technological revelution
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SMART TOURISM — SMART DESTINATIONS

The overall aim of smart tourism is to:
* enhance tourism experience

* improve the efficiency of resource management
* maximise destination competitiveness
* increase consumer satisfaction

* whilst implementing sustainability aspects to the destination

O

Smart
Destination

VISIT ARCTIC EUROPE &= == =N



Touriiﬁ Challenges — The technological revolution

/

SMART TOURISM — SMART DESTINATIONS

e Smart tourism tools are a combination of mobile hardware, software and
network that enable an interactivity between tourists, stakeholders, and
physical objects.

* This communication allows tourists access to personalized services provided in
real-time information.

* The tracking and collection of Data via these systems enables stakeholders to
manage destinations effectively and efficiently.

Smart
Destination

VISIT ARCTIC EUROPE &= == 4= IH



Tourism Challenges — The technological revelution

/ ,,,,,,, e

—

SMART TOURISM — SMART DESTINATIONS
CHALLENGES:

® The construction of a balanced system of infrastructures, relations and values.

®* Any destination can become a Smart Tourism Destination by consisting of and
involving the concepts of Soft and Hard SMARTness.

* Soft SMARTness: collaboration, innovation, leadership (human capital)

®* Hard SMARTness: Technology and infrastructure (Heart of SMARTness)

®* This means that destinations cannot simply embed technology into their
environment and automatically believe it is smart

* the Soft aspects refer to the human capital and the smart decisions that can be
made based on the information gained through technical systems.

VISIT ARCTIC EUROPE &= == 4= IH



[ET:
Hardware
Software

Hard SMARTNESS

S —

Intera Soft SMARTNESS

|

Stakeholders

ICT knowledge >

Security of private data

Personalization  Green tourist y /;l sa:;(;il"ar(i::iton ,
Trust of technology I . A
Creative tourist S Tourist ||y ’
N

Co-creation \| experience

; \ 0 Innovation
Privacy — ‘
Efficiency & s I - b / K S

4 >
4 etworking

Attitude

\

Networking ‘

Smart tourist Infrastructure - ( Resources ))
Tourism management ), Mmanagement J; ﬂ 4 i
: A NN ' V& Leadership
Communication _J/ ' ‘\,,/\\ /,,\\{/ //
a2 /4 \ o
, o '
: ) = A Drive
L2 . ore ny Q _—
. Competitiveness Sustainabilit o :
DMOs petitiv Econom y )Z/ 3 Learning
3 Y Problem solving
| q = Understandi
: nderstandin
Web service \' g : 8
Tolctoi Sens-making

Decision-making

Social networks
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SMART TOURISM — SMART DESTINATIONS

D Smart
Destination




Pre- Corona development in Swedish Lapland

2010 National GOAL to
' DOUBLE tourism Swedish Lap[and
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Mébler Travaror Jarn och stal Livsmedel Persenbilar Turism

2011 Tourism classified as basic industry, 2019 turnover 309 10° SEK, 102 000 employees (year basis)



ECONOMIC CONSEQUENCES

Pandemic Could Set Tourism
Sector Back by $1 Trillion

Global international tourism receipts from 2000-2019

and possible scenarios for 2020
$1,500b

$1,200b

$900b

$600b 2020 scenarios based on

the gradual opening of borders

$300b and lifting of travel restrictions in —
July, and December _m
$0b
2000 2005 2010 2015 2020
Source: UNWTO
@O®06 statlsta

A Post-COVID-19 Context

COVID-19 AND THE
TOURISM INDUSTRY

SUSTAIMABALITY, RESILIENCE AND MEW
DIRECTIRNS.
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Babu George

Pandemic Causes Historic

COVID-19 HAD AN UNPRECEDENTED
IMPACT ON EUROPEAN TOURISM
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> Pre- Corona Destination Developme,nt =

International Market

Visitor

Brands (USP)

Distribution & sell channels

“DESTINATION-HOUSE”—

Internationell marknad och konkurrens
om "Globala Resenaren”

Besokaren

Destinationens attraktiva och kénda foretags-,
upplevelse och plaisvarumérken

varumaérke

Distribution/forséaljningskanaler

Internationella dterforsaljare/B2B Internationell direktforsaljning/B2C

Tour Operator  Inb: d R aer i Egna kanaler g- och latt
fAgents /DMC andra lander - web

- Malmarknader - Destination - kedjor - mail = Expedia‘ Hotels.com, Booking.
- Nischer Marketing - nischer - massa com (B2C+P2P+B2B)

Market & Communication

Marknad & kommunikation

Affarsresor Privatresor Press/ PR Kommunika-  Storytelling Interaktion/

- Moten -tema - Internationell  tionskanaler - bilder dialog med

- Incentive - s4song och nationell - web - filmer connectors/

- Konferenser/ - infresse press - sociala medier - reportage early adopters
kongresser - trender - nischade - event/massor - berattelser involvering

- Technical visits bloggare - trycksaker medskapande
- Event - annons

MARKNADSGRUPPER OCH AKTIVITETSPLANER
VARUMARKES- OCH KOMMUNIKATIONSSTRATEGI

Export ready products

Exportmogna produkter/reseanledningar

Regional g och komp i
Tema Prioriterade Platsens unika Technical Visits Lokalspecifik
- nischer Malmarknader 5 - fordjupade stu- kultur - musik,
- sasonger - 'Ll:xgkland - adderande diebesok mat, design, teater,
- trender - klusterprodukter - lokal spets andra  hantverk
efc - lokala unikiteter naringar

Export ready companies

Export ready destination
(Infrastructure)

Exportmoget fﬁretaglaﬁiirsutveckﬁng

Nystart av cuslu:mgn-adgv— ingar/ Fi i Kompetens-
foretag nmg for Etableringar d IOIetag forsorjni
mspuera!shrnulera, och tillva: sat Proakfiv process fDlsaljrlll'l -utbildningsinsatser
E‘B un; om sande foretag for attrahera agaroverlatelser - larlingsystem
erfrigan, behov, - inspirera/stimu- - nya anlaggningar
mojligheter, krav lera utvecklings- nya foretag
process
Exportmogen destination
Logistik for Planering & Service for  Finans- Platsbunden Digital Evenemang
besokare fillstind besdkare iering  information tiliganglighet - moten/kongr.
-inresande  kommunala | okalavaror Kurdax - digitalt for attraherande - event
- rundre- FOP for Lokal mat kunder - skyltar -platsvarumarke - arrangemang

sande turistisk caféer “fans”  olika spréik -webb/soc.media Sport, foretag,
kollektivt verksamhet  Handel - Visitors Center - kanaler Kultur, organisa-
individuelit IMuristbyrd - tfnfinternet tioner

Swedish Lapland
\isitors Board

REGIONAL TOURISM ORGANISATION OF
SWEDEN'S NORTHERNMOST DESTINATION

2015-2017
Destination
Capacity Building
in Swedish Lapland,
DCB

152 10° SEK total

—— 2018-2022
Business Capacity
Development in
Swedish Lapland,
BCD

- 65 106 SEK
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DMO - Destination Management Organisation
Pre-Corona

DMO:

National
Market

Brand
. . - o D in i n
visit Pitea Estinatio >
NNNNNNNNNNNNNNNNN Marketing
Organization Distribution/Sell Channels
: Marketing & Communication

ﬁ rieikemmen  DEStination
Management

Export ready destination
Accessability
Infrastrukture
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DMO - Destination Management Organisation

Post-Corona
D M O : National
Market
Brand
UsP

Distribution/Sell Channels

Marketing & Communication

ﬁ Pited Kemmun DEStination

Manage.m.ent. Export ready destination
By Municipality Accessability

Infrastrukture

visit Pitea




~Tourism Ch es— The Market

Tourism company’s path to international market

Complexity of

busﬂin‘tva\ss C O rO n a Swedish Lapland

\lisitors Board

Travel trade
Tour operators
OTAs (online travel agencies)

EEEEEE 'S NORTHERNMOST DESTINATION

al é I DCB, BCD
projects

Booking system

Export ready company :
English homepage

Digitalization

Investments

National market

Professionalization e

Education

Business development
from other sector

New established business
Hobby-Business



Tourism Market in Swedish Lapland pre-corona

/ England, Holland, France, Italy

‘gg Others overseas

Germany
Finland

Denmark

Kalla SCB



Tourism opportunities = The Market race™

s o

Post Corona tourism Development

Destination Management

visit Plteé ‘ @ Pited Kommun

Business driven Municipality
DMO (political and clerk)
driven DMO

Post-Corona strategy
Bottom-up business

networking tourism
development

—

—

=

Pitea
Lulea
Alvsbyn
Jokkmokk
Etc.



Wi ro-destination networks

o
Network Cluster . Node .
: A common cooperation area or A junction or branching
Established contact network of platform within a geographical in a network, such as a
people with the same goal and demarcated environment withing resort or incoming
problem challenge. companies within similar industry company.

together produce a end product, for
example a destination

Kommunerna
Figillpaket Dalarna
Region Dalarna

\ CeTler Hogskolan Dalarna
Etour
@ HUI
@ Q

" Besdksndiringscollege
Kurbits Affarsutveckling
Living Lab- Lirandekoncept
Produktutvecklingsprocesser
Natverk typ Biking Dalarna
visitdalarna.se

1. Féretag-foretag

2. Féretag-forskning

3. Féretag-utbildning
4, Féretag—kapital

5. Férelag—offentliga

6. Foretag—global

7. Féretag—andra kluster

Hotel (Icehotel, Tree Hotel)
Resort (Pitea Havsbad)
Incoming company

Pited Alvdal
Solanderleden R3ne3 Alvdal

Rosfors Harlads



Micro-destination networks ——

WHY NETWORKING

Cooperation:

Give inspiration and energy to development

Generates new business — and product ideas in cooperation
Generate more products in cooperation

Creates contacts for cooperation

Generates mutually learning

Open for new target groups and markets

Generates new destinations

Increase the attraction of the area/municipality with more
visitors and more moving in and staying in the area

All together it generates Rural development and tourist visitors



e Micro-destination networks _—

3 /»Sla nder I ed n— N 220 km from Javre to Luled Airport
-“ 3 == . S ~ ~—“ Organic developed — bottom up

Aim — Rural development

Use Storytelling: The storytelling trail \
- Story of Daniel Solander ‘
- Stories of local nature and culture B




=

-Solanderleden -

Micro-destination networks

Daniel Solander was born 1733 in Pite3,
and was a student and diciples of Carl
von Linné —aimed to marry Linnés
daugther and take over his position as
professor in Uppsala.

Daniel sailed on the Endaviour 1867
with James Cook around the world,
collecting new specimens for science.

Daniel Solander is more known around
the world then in Sweden.

The thematic name Solander Trail, gives
a storytelling-frame of natural and
cultural history, discovery and
entrepreneurship.




Micro-destination networks

Organic trail development

SOLANDERLEDEN

v Organic developed — bottom
% o up,
X W by involving local communities,

landowners, village elders’,
local associations and
companies.

Each village its own trail-color.

Connecting existing trails:
Arkeologistsiwéekﬁ, Javre
Eliasleden, Svensbyn
Pilgrimsleden, Vallsberget
Flottarstigen, Bole-Stormyrberget
Faboleden, Ersnas

Etc.




Micro-destination networks _ ——

16 companies along the trail in a project: ”Pllot pro;ect A

= NATURE'S
Model for eco-trail development by network certification of SWEBD[ESPE

QUALITY APPROVED BY
SWEDISH ECOTOURISM SOCIETY

.
‘ entrepreneurs for Nature’s Best Sweden along the trail
@

SOLANDERLEDEN
Lko-vandrmgsled
'd F
I 24

Féretag vid projektets horjan 2020:

. Lulea Travel, Luled, Cecilia Sandstrém

. Ariginal Adventures, Lulea Ari Hultqvist

. Kallax Gardshotell, Kallax Maria & Kristina Wikstrém
. Jéssgarden, Sjulsmark, Helene och Torbjérn Forsberg
. PK Reindeer, Rosfors, Ronny Koskinen, Katarina Parfa Koskinen
. Forestretreat Guide Natura, Rosfors, Hansi Gelter

. Baronselets Gourmetprodukter, Peter Eriksson

. Sagitarus, Clas Jérgen Pohl

. Sikfors Konferens & Fritidsby, Sikfors, Asa Nilsson
10.Zebra i Norr, Maria Ramnek

11.Kulturgaraget, Stefan Johansson

12.Stamningsrum i Norr, Britt-Louise Nyman
13.Kilagarden, Hemmingsmark, Marika Berglund

14 Javre Kvarnkafé, Javre, Emma Degerman

15.Wabi Sabi, Pitea, Elin Johansson

16.Beas Rokeri, Maureen Lindback

O~ B WNBE

ﬁ_ :** ***
SOLANDERLEDEN Taax”

Europeiska jordbruksfonden for

Ideell Forening gt Lo

investerar i landshyedsomraden




_Micro-destination networks
p— destination networks

/
Project members together with the Solander trail )

association has developed 10 criteria for an eco- (]
trail based on sustainability criteria according to
Nature’s Best Sweden e . .

Kriterier fér definition av eko-vandringsled
Dessa kriterier fér 2n eko-vandringsled har framtagits inom Landsbygdsutvecklingsprojektet: "Pilotprojekt:
Meodell fir eko-vandringsleder — Kollektiv Nature's Best Sweden certifiering av entreprendrer langs en
wandringsled.” Kriterierna har forankrats bland medverkande faretag och fireningen Solanderleden idesll
farening.
For att en led skall kunnz bendmnas som “ekovandringzled” bar filjande kriterier bar uppfyllas:

1. Lleden bor varz lokalt "paffam-ug” forankrad och organizkt utvecklad. Med organiskt menas att leden gradvis
har wuit fram dér ledens dragning sker pd initiativ fran och i ndra samverkan mellzn bysféreningar,
markigare, foretagare, foreningar, skogsigare och lokalbefolkningen.

2. Leden skzll vara dragen sa stt den & stor lokalbefolkning och deras verksamhet och gj sa dragen stt den

negstivt paverkar natur- och kulturvErden och kanslig natur och minimerar slitsge pd natur och kultur,
samtidigt som de lokalz natur- och kulturvErdena visas upp.

3. Det skall finnas svial (muntligt eller helst skriftligt) med samtligs markagare enligt modell frén LRF &

SOLANDERLEDEN o=Vt srrs

L]
N AT U R E S - . 4. Det skall finnas en hallbar ledskdtsel- och underhdllsplzn som &r lokalt firankrat hos byaféreningar,
].411{( )'\v;lll(ll‘ll lgf\lt‘(l o markigare, foretagare, foreningar och lokalbefolkningen. Mad “hillbar” avses stt underhallsplan 3r lokalt
. ﬁ" forankrad, ekonomisk finansierad och har snsvarig huvudman.
S w E D E N ?-.4 5. Leden skall ha en tydlig organisation for skitsel och utveckling som &r lokalt férankrad, och som involverar
?.' ’ representanter frén olika intreszenter kring leden.

QUALITY APPROVED BY
SWEDISH ECOTOURISM SOCIETY 6. Ledens huvudman verkar zktive fér 2tt nya och befintliga beséksnaringsforetag IEngs leden har en hillbarhets-

och miljdplan, gdrna enligt zrure's Best Sweden eller motsvarande, och att faretagen helst bor vars
certifizrade eller markta enligt nézot hillbsrhetssystem.

7. Leden bér via storytelling och/eller interpretation hyfta och tillgangliggbra de lokala natur- och kulturvirdens
och deras historiz enligt definitionen pa ekoturism, dvs sktivt sprida kunskap om dessa virden.

8. Till leden bér finnas information om, och majlighst till ett hallbart resande bads till leden och far transporter
langs leden, sasom kollektivirsfik och miljgvanligs transporter.

9. Vandringsservice sisom boendeznlEzzningar och matserveringar, liksom installationer sdsom vindskydd,

broar, mm, nyttjar i forstz hand lokzla resurser och utgér frén lokala traditionsr.

10. Leden och dess organisation samt medverkande aktrer bar bidra till information om och aktivt bevarande av
skyddzvarda natur- och kulturvérden inom ledens verksamhatsomride

SOLANDERLEDEN
Ideell Forening




/ NETWORKING TROUGH FACEBOioK

Solanderleden FB
Page (Open)

antmateriet Karta  §8 Fornssk ﬂ Google My Maps E Filer - Drop

Solanderleden berattar
(Hikers stories)
(Open)

Solanderleden
development team
(Closed)

Solanderizden Arbetsgrupp

omurmms.

T wbaza




Amliden

Langtrask

Micro-destination networks _——

Project: "SAMVERKAN BESOKSNARING I PITE ALVDAL”
Cooperatlon tourlsm in Pite river valley)

okSnarmgen i

b o
ﬁ \ \.ANIdeBUI’ LR
/*
\

Géllivare

Fajala

88 tourism firms

- valley

o
L

and stakeholders _;_}‘
along Pitea River \ ‘“ b

A ( Plteé b AlVS byn Samverkan BesSksnéringen i Pite Alvdal

municipalities;  @asssst 20060980888 =
Arvidsjaur & BE
Arjeplog next) € s

i Recl [l Fotopide B hum

Project driven n

Meast relewant =

Sustainable?
- Action Plan




Micro- ination network

i Project: "SAMVERKAN BESOKSNARING I PITE ALVDAL" s
(Cooperation tourism in Pite river valley) -

investarar | iandsbygosomriden

ACTION PLAN for Cooperation

Projekt: SAMVERKAN BESOKSNARING | PITE ALVDAL Workshop 1 Storforsen 2021-10-20
—

Ekonomisk férening .
KREATIVA FORETAGARE /| BYAR @

A s N Nt Dt S

Framtaget forslag pd modell férorganisation "Samverkan Besdksnéring Pite Alvdal" utifran Aktionsplan

Kluster A Kluster B Kluster C Kluster D Intressenter samlade i nitverk och kluster (exemplifierade)
Faretag Faretag Féreningar Kommuner
Fareningar Privatpersoner Besdksniringsforetag
Byar Destonationsorganisationer
Byar
individer
Projekt A Projekt B Projekt C Projekt D Projekt E Projektplattform
Projektledzre x Frojektledare y Projektledare z Projektledare & Plrojektledare 3 —
Texvandringsled Texcykelleder Tex paketering + ex produktutveckling Tex
Information om Bestksndring Marknadsfaring
Pite Alvdal och dess aktiviteter
Byaméten Féretagsméten Temaméten Projektméten Ovriga méten Métesplattform - fysiska moten __Larande P lattform
utveckling, samverkan m.m. samarbete, paket vandring, cykling, etc
— KUHSkapSPIattfo rm 8 Digital plattfc,_r!1
PROJEKTSTOD: KREATIVA BYAR E.F:  sAMVERKANSSTOD: Plattformsorganisation
Zamla in projektidéer Samlar uppslag till aktiviteter
5tod for projektansdkan och hitta projektledare Agare/administratar av Facebookgrupp & Digitala plattformar
Stod for projekt inistration och red £ Samordnare av fysiska moten




H A :\ . i
GU Id eN ATURA ik Lill-Faliberget
@'/-z/ N 7 Transforming Nature into Experiences e anget N Sju| smark Birsdriget s
2 Hildingsro , / i

Micro-destination networks/ =

Mini-Cluster "Northern Vlllages Pltea

Mini-cluster of 7 companies administrated by “Visit Pited” (Pited municipality) = Top-Down management
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Micro-destination networks

.
= ROSFORS’Friluftsomré’lde LONA-prOJeCt network

Rosfors Ecopark, Rosfors Nature reserve, Lustgarden Nature reserve

Rosfors Village

i-Krokvaing association

‘ofkmyr-
Rosfors Bruk Naturreservat, Rosfors Fkopark, knabben W GUld E NATU RA
Lustgirdens Naturreservat 62 'g Nature into Exp
Installationer och atgarder enligt
LONA-ansdkan P —————————
Befintlig stig, skogsbilv ' :
BBt Rosfors
Markerad oframkomlig stig att restaureras ) ruh@j.trrgﬁ_rh
.
Guide Natura
Transforming Nature into Experiences 5 —
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Al Aterstillande av sti Fluggtjamen
L SVEASKOG
B2 Befintlig grillplats
B3 Reparera skyddsnat
C1 Stigar graderas fér vandring och cykling
€2 Natur och kulturvirden inventeras
P Pparkeringsplats —Névertjamen

Omrade inom natur och kulturvirden
inventeras
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/

LONA-pro;ect ‘network
Rosfors Ecopark, Rosfors Nature reserve, Lustgarden Nature reserve

(9

Kalsberget

Nature restauration & flora
inventory

Hiking & Biking trail
restauration Culture & history inventory



_Micro-destination networks =
g NETWORKING LESS SUCCESSFUL (Top Down) GOPP

o EUROPEISKA
* %k
* UNIONEN

20 Sami entrepreneurs

Developed 2 round tours
FB-group for networking



How Far away are SMART Destinations?
How to move FORWARD?
How far is the future away?
Will we have a post-crisis tourism?

Is the digitalization Hype over?



— SUMMARY ===

Market changes - diversification and focus on domestic markets
Tourism development BOTTOM-UP networking instead of TOP-DOWN steering

'JIL‘

Transformative
experiences will be
new demands

Sustainability
demands of

New Sustainability |
= Security.

Slow business

development

transformation of
tourism /

o Smart
Destination

Digitalization - simplification (leave BOKUN)
DMO “s by municipalities > SMART Destination development slower
Technology evolution will slowly ignite digital transformation again
SMART Destinations do not fit micro-destination networks
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/\GEITEII Research & Consulring
:’r by Guide NaTura

l\ Expanding Your Mind!

Hansi Gelter

guidenatura@gmail.com

www.guide-natura.com
www.gelter-rc.se

~— Thanks for listening~
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