


 

• Piteå Presenterar 

• Vildmarksälven i Älvsbyn 

• Destination Arctic Circle 

• Visit Luleå 

• Boden Turism 

• Destination Jokkmokk 

• Visit Gellivare 

• Kiruna Lappland 

• Heart of Lapland 

• Destination Skellefteå 

Destinations 



 

About 550 Tourism business in 2009   
(Data: Jan-Erik Jaensson, Swedish Lapland) 



 

3,37 billion SEK 2009  
50% increase from 2003 (2,24 billion SEK) 

(Data: Jan-Erik Jaensson, Swedish Lapland) 
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TEM Mätning: Samhällsekonomisk effekt 444 miljoner (år 2009) 



 
2500 man-year 2009 
21% increase since 2003 (500 persons) 
(Data: Jan-Erik Jaensson, Swedish Lapland) 



(Data: Swedish Lapland) 

2,3 million guest nights 
(of which 762.000 are camping guests) 
25% foreign guests  



 % 2009-10 Total no tourists 2010 

•Kiruna   +- 0  358661 

•Luleå              -   2  242775 

•Piteå    -   1  153518 

•A-kommunerna  +  1  139970 

•Skellefteå   +  2  127718 

•Heart of Lapland  +10  129877 

•Gällivare   +  5    82243 

•Jokkmokk   -   9    67154 

•Boden   +12    38535 

•TOTAL Swedish Lapland          1340451 

 

 
 (Data: Swedish Lapland) 

The Swedish 
market share 
increased 14% in 
2008-2009 



• Sweden   -   7                1 031920 

• Norway         +17  132345 

• Germany                 +11    60773 

• Finland         +22    41811 

• UK          - 12                     21421 

• France                    +  3    13670 

• Denmark         -   3      7816 

• Italy                 +67      6900 

• USA           +- 0      5998 

• The Netherlands         - 11      5599 

• Spain                  +14      5032 

• Russia                  -  7      4291 

• Japan             +58      4270 

 

 

 

 

 

 

 

 % 2008-09 Total no tourists 2009 
(75%) 

Nationality  
(exclusive camping) 

(Data: Swedish Lapland) 

25% foreign guest nights = 
4th International 
destination in Sweden 



1) Strategic local destination development according to the Graffman 
KraftProcessenTM  Process completed in most destinations. 



2) Implement the Swedish National Strategy (by Visit Sweden) with 
the intention to increase tourism export and double tourism 
turnover in 10 years. (Source: Jan-Erik Jaensson, Swedish Lapland) 

 



Experienced travelers, limited time, individualistic, image. 

Culture & nature experiences, learning. 

Largest segment, strong economy, seek security and family activities 

Visit Sweden, 2008 

Urban Nature 
Swedish Lifestyle 
Natural Playground 
Vitalised Meetings 



All Segments 

DINK´s 

WHOP´s 

Active Family 

All Segments 

NEAR 
MARKET 

DISTANCE 
MARKET 

Entrepreneurs 

Local Destinations 

  

France - resting 

Italy - resting 

No Incoming!! 



2) Focus in implementing this strategy will be to increase the number 
of export ready products and tourism businesses and destinations.  
. (Source: Jan-Erik Jaensson, Swedish Lapland) 

 



2) Increase the number of export ready products and tourism 
businesses by improving tourism business quality.  
 

Guide certification 

Tourist firm sustainability certification - Productification 

Eco tourism product certification 

“Värdskap” – Hospitality - Hostmanship 

ICT competence & on-line sale 



1. Increase tourism export 
2. Increase coordination & effectiveness in cooperation 

between companies and between destinations in the 
region  

3. Attracting risk capital for investments in tourism and 
infrastructure 

(Source: Jan-Erik Jaensson, Swedish Lapland) 
 
  
 



1. Swedish Lapland – Regional destination organization  
2. Local destination organizations (Visit Luleå, Piteå Presenterar, Heart of Lapland etc.) 

& Municipalities 
3. Swedish Agency for Economic and Regional Growth “Tillväxtverket” – stimulate and 

support enterprises and business  
4. County Administrative Board “Länsstyrelsen” -  EU-Interreg projects, Business 

sponsoring  
5. County Council “Landstinget” – Cultural & Business development 
6. Swedish Rural Economy and Agricultural Societies “Hushållningssällskapet “– 

Stimulate nature-based and agricultural tourism 
7. The federation of Swedish Farmers LRF- “Lantbrukarnas Riksföbund” – Stimulate 

Agricultural experiences and tourism 

8. Luleå University of technology – Research & Development 
9. ALMI Företagspartner AB – Risk capital, financing, counselling 
10. Swedish Travel and Tourist Industry Federation RTS “Rese och Turistnäringen i 

Sverige”– business & development projects  



According to Swedish Lapland: 
1. Partnership with Visit Sweden in marketing 

 
2. Direct airlines from abroad to Kiruna 

 
3. Direct airlines from abroad to Luleå 

 
4. Partnership in Meetings & Incentive with Destinations 

Stockholm, Malmö/Skåne and Göteborg/Västra Götaland 
 

(Source: Jan-Erik Jaensson, Swedish Lapland) 

 
 

  
 



According to County Council “Landstinget” : 
1. Prevent local destination competition by developing Swedish Lapland 

organization, and to allocate resources to marketing the region instead 
of local municipalities 
 

2. Developing communication infrastructure (train, airlines, roads, ship 
lines) in the region and in the Kolarctic area 
 

3. Direct airlines from Europe for short break visits 
 

4. Developing a common on-line booking system for the whole destination 
for the whole tourism spectra (communication, lodging and activities) 
 

5. Developing the structure and efficiency of EU Structure Founding and 
attracting risk capital to upgrade tourist facilities and 
attractions. 

 

 (Source: Regionala beredningen Rapport 2009)  

 
 



According to me: 

1.  Spaceport Sweden, Kiruna. Virgin Galactic 

2. Tree Hotel, Haralds 

3. Stoon Moose  

4. Bothniabanan – sustainable transports 

 

 

 

 



2012 

Sir Richard Brason 

Spaceport America, New Mexico www.ssc.se 



© Virgin Galactic 







NOW! 
FUTURE? 



1. Weak connections academy (research) – business 

2. In Northern Sweden weak tourism research & 
Education 

3. Increased tourism – but lack of qualified personnel 
(higher education) (Rergonala beredningsgruppen 2009, others)  

4. Weak association (in Sweden) of tourism to the 
Sami Culture (Regionala beredningsgruppen 2009, others)  

5. Low degree of sustainability and environmental 
concern (few eco-certificated business) 

6. Weak infrastructure for communication 

 

 

 

 



 

 

 

 

1. Increased profit 
2. Cooperation between companies 
3. Offering genuine experiences 
(Source: Jan-Erik Jaensson, Swedish Lapland) 
 

1. Many Micro companies, few SME´s or big companies 
2. Many “hobby companies” with low educational 

degree, and low activity (seasonality) 
3. Unclear business plans and product offerings –not 

ready for export 
 
 



 

 

 

 

1. Norway – Astonishing landscape and natural tourism 
resources 

2. Finland – professionalism in organization, processes 
and business 

3. Russia – enormous potential for tourism 
development - exotism 

 
 



 

 

 

 

1. Genuine 
2. Exotic  
3. Profitability based on quality 
(Source: Jan-Erik Jaensson, Swedish Lapland) 

 
1. Exotism – Arctic environment 
2. Genuine – real people 
3. Security (against terrorism, natural disasters, etc.) 
 
 



Authenticity Contrasts Hospitality & 

Hostmanship 

(värdskap) 

Values of Swedish Lapland: 
Natural (Naturlig)   Untamed (wild) (Otämjd) 
Conciderate (Omtänksam)  Developer (Utvecklare) 
Informal (informell)   Limitless (Gränslös) 
 



 

 

 

 

1. Infrastructure 
2. Infrastructure  
3. Infrastructure, must become easier to get here by 

train and flight. 
(Source: Jan-Erik Jaensson, Swedish Lapland) 

 
1. Environmental impact and costs of transportations. 
2. Too many tourists - Disneyfication 
3. Innovation 
 
 



 

 

 

 

1. Competence about the Experience Economy, 
Experience Production and Transmodern tourism. 

2. Competence in sustainable and Eco-tourism. 
3. Competence and experiences of micro-business 

reality in tourism. 
4. Benchmarking competence and experience around 

the world.  
5. Local and international networks in tourism research 

ad business. 
 
 



www.ltu.se/mme 

Hans.Gelter@ltu.se 

 

http://www.ltu.se/mme
mailto:Hans.Gelter@ltu.se

