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ABSTRACT:�7KLV�DUWLFOH�FRQFHUQV�WKH�GHYHORSPHQW�RI �PDULQH�ÀVKLQJ�WRXULVP�LQ�WKH�SHULSKH-
UDO�DUHDV�RI �QRUWKHUQ�1RUZD\��$OWKRXJK�ÀVKLQJ�WRXULVP�LV�ZLGHO\�UHFRJQL]HG�DV�DQ�LQVWUXPHQW�
for local economic development, the value added by the industry is low. This results from the 
spatial organization of  production, the knowledge bases surrounding the industry and the va-
lue chain coordination – none of  which, in their current format, are conducive to promoting 
regional development and developing an innovative milieu. Through an analysis of  the value 
FKDLQ�RI �ÀVKLQJ�WRXULVP��WKLV�DUWLFOH�GHPRQVWUDWHV�WKDW�GLIIHUHQW��EXW�UHODWLRQDO�NQRZOHGJH��
restructuring of  the industry and new attitudes are needed, in order to develop a dynamic eco-
QRPLF�HQYLURQPHQW�EDVHG�RQ�PDULQH�ÀVKLQJ�WRXULVP��RQH�ZKHUH�D�ÀVKLQJ�GHVWLQDWLRQ�LV�FUHD-
WHG�DURXQG�DQ�H[LVWLQJ�ÀVKLQJ�YLOODJH��XVLQJ�WRXULVP�WR�ERRVW�WKH�ORFDO�HFRQRP\�LQ�LQQRYDWLYH�
ways. .H\ZRUGV��LQQRYDWLRQ��WRXULVP�JOREDO�YDOXH�FKDLQ��NQRZOHGJH�EDVHV��ÀVKLQJ�WRXULVP�

5(680(1��Este artículo dice respeto al desarrollo del turismo de pesca marina en las áreas 
periféricas del norte de la Noruega. Aunque el turismo de pesca sea ampliamente reconoci-
do como un instrumento para el desarrollo económico local, el valor añadido por la industria 
es bajo. Esto resulta de factores como la organización espacial de la producción, las bases de 
conocimiento relacionadas con la industria y la coordinación de la cadena de valor- ningún de 
los cuales, en su formato actual, se vuelve propicio a la promoción del desarrollo regional y 
al desarrollo de un medio innovador. A través de un análisis de la cadena de valor del turismo 
de pesca, este artículo demuestra que el conocimiento diferente, pero relacional, la reestruc-
turación de la industria y nuevas actitudes son necesarias para el desarrollo de un ambiente 
económico dinámico basado en el turismo de pesca marina; en que un destino de pesca es 
creado alrededor de un pueblo de pescadores existente, usando el turismo para impulsar la 
economía local a través de formas innovadoras. 3DODEUDV�FODYH: innovación, cadena de valor 
global del turismo, bases de conocimiento, turismo de pesca marina.

RESUMO: Este artigo diz respeito ao desenvolvimento do turismo de pesca marinha nas 
áreas periféricas do norte da Noruega. Embora o turismo de pesca seja amplamente reconhe-
cido como um instrumento para o desenvolvimento económico local, o valor acrescentado 
pela indústria é baixo. Isto resulta de fatores como a organização espacial da produção, as ba-
ses de conhecimento em torno da indústria e a coordenação da cadeia de valor - nenhum dos 
quais, no seu formato atual, se torna propício à promoção do desenvolvimento regional e ao 
desenvolvimento de um meio inovador. Através de uma análise da cadeia de valor do turis-
mo de pesca, este artigo demonstra que, para o desenvolvimento de um ambiente económico 
dinâmico baseado no turismo de pesca marinha, são necessários novas atitudes, um conheci-
mento diferente e mais relacional e a reestruturação da indústria; em que um destino de pesca 
é criado em torno de uma aldeia de pescadores existente, usando o turismo para impulsionar 
a economia local através de formas inovadoras. 3DODYUDV�FKDYH: inovação, cadeia de valor 
global do turismo, bases de conhecimento, turismo de pesca marinha.
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INTRODUCTION

Nature has been a key attraction factor for tourism in the Nor-
dic countries for decades. The demand for nature-based tourism has 
steadily grown and is the most rapidly expanding sector within tour-
ism across Europe and elsewhere. This demand has created opportu-
nities for nature-based tourism to become an economic development 
driver within regions rich in natural resources such as northern Europe 
(Fredman and Tyrväinen, 2011:5).

Nature-based tourism has likewise developed into an important eco-
nomic activity for the northernmost coast of  Norway (Prebensen and 
/\QJQHV������������6DOW�ZDWHU�UHFUHDWLRQDO�ÀVKLQJ�LV�WKH�IDVWHVW�JURZ-
ing segment of  the nature-based tourism industry in Norway (Borch, 
Moilanen et al,  2011). The combination of  such general trend changes 
in international tourism, followed by targeted marketing organized by 
Innovation Norway and reduced catching opportunities for passion-
DWH�UHFUHDWLRQDO�ÀVKHUPHQ�LQ�PDQ\�RWKHU�(XURSHDQ�FRXQWULHV��DUH�OLNH-
O\�H[SODQDWLRQV�IRU�WKH�ULVH�RI �WKH�1RUZHJLDQ�PDULQH�ÀVKLQJ�WRXULVP�
starting in the late 19th century (Borch, Moilanen et al, 2011). Marine 
ÀVKLQJ�WRXULVP�LV�UHJXODWHG�DV�SDUW�RI �UHFUHDWLRQDO�ÀVKLQJ�LQ�1RUZD\��
EDVHG�XSRQ�SXEOLF�RSHQ�DFFHVV�WR�WKH�ÀVKLQJ�UHVRXUFH�²�IRU�1RUZH-
JLDQV�DV�ZHOO�DV�IRUHLJQHUV��:H�GHÀQH�PDULQH�UHFUHDWLRQDO�ÀVKLQJ�DV�����
QRW�GHHPHG�WR�EH�FRPPHUFLDO�ÀVKLQJ��LQ�WKDW�UHFUHDWLRQDO�ÀVKHUV�GR�
QRW�VHOO�WKH�ÀVK�WKH\�FDWFK�����QRW�XQGHUWDNHQ�IRU�SUHGRPLQDQWO\�VXE-
sistence purposes; 3) not undertaken for primarily cultural or heritage 
purposes; and 4) often synonymous with angling - the activity of  catch-
LQJ�RU�DWWHPSWLQJ�WR�FDWFK�ÀVK�RQ�KRRNV��SULQFLSDOO\�E\�URG�DQG�OLQH�
RU�KDQGKHOG�OLQH��3DZVRQ������������:H�XQGHUVWDQG�D�ÀVKLQJ�WRXULVW�
as a person who travels away from home in order to take part in rec-
UHDWLRQDO�ÀVKLQJ�DQG�ZKR�SXUFKDVHV�VHUYLFHV�IURP�D�GLYHUVH�WRXULVP�
industry (Borch, 2008:268). Most people choose a journey that focus-
HV�RQO\�RQ�ÀVKLQJ�WKDW�FRPHV�ZLWKLQ�WKH�FDWHJRU\�RI �´VSHFLDO²LQWHUHVW�
tourism” (Inskeep, 1991). These are designated specialists as compared 
WR�JHQHUDOLVWV��ZKR�FRPELQH�ÀVKLQJ�ZLWK�RWKHU�RXWGRRU�DFWLYLWLHV�GXU-
ing their holidays (Wight, 1996). 

The northernmost coast of  Finnmark is an area where most of  the 
regional centers are declining in population, and have vulnerable indus-
trial structures. The reason for the setback of  these coastal communi-
WLHV�LV�IRXQG�LQ�VLJQLÀFDQW�VWUXFWXUDO�FKDQJHV�LQ�WUDGLWLRQDO�ÀVKLQJ�DQG�
ÀVK�SURFHVVLQJ�LQGXVWULHV��7KLV�KDV�PDGH�DQ�LQIUDVWUXFWXUH�ZLWK�KRXVHV�
and piers available for new economic activities. Only the integration 
of  these ‘objects’ into a production system makes them productive 
(Crevoisier, 2004). Therefore, the open Norwegian  public access to 
WKH�UHFUHDWLRQDO�ÀVKLQJ�UHVRXUFH�DQG�D�JURZLQJ�GHPDQG�LQ�(XURSHDQ�
PDUNHWV� IRU� WRXULVW� LQYROYHPHQW� LQ�PDULQH�ÀVKLQJ� H[SHULHQFHV�KDYH�
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resulted in an increased number of  local suppliers of  rental boats, ac-
commodation and other facilities to be used in the new industry of  
ÀVKLQJ�WRXULVP��
$OWKRXJK�ÀVKLQJ�WRXULVP�LV�ZLGHO\�UHFRJQL]HG�DV�DQ�LQVWUXPHQW�IRU�

ORFDO�HFRQRPLF�GHYHORSPHQW��LW�QHYHUWKHOHVV�GRHV�QRW�SURYLGH�WKH�SURÀW�
and value (innovation) that several actors had expected (Prebensen and 
Lyngnes, 2011). In this paper I will put forward the viewpoint that the 
ODFN�RI �VXEVWDQWLDO�UHJLRQDO�EHQHÀWV�IURP�ÀVKLQJ�WRXULVP�UHVXOWV�IURP�
the spatial nature of  the organization of  production, the knowledge 
bases surrounding the industry and the value chain coordination - none 
of  which, in their current format, are conducive to developing an in-
novative milieu which in turn might stimulate regional development. 
7KURXJK�DQ�DQDO\VLV�RI �WKH�YDOXH�FKDLQ�RI �ÀVKLQJ�WRXULVP��,�ZLOO�DUJXH�
that fresh knowledge, reorganization and new attitudes are needed, in 
RUGHU�WR�GHYHORS�D�G\QDPLF�HFRQRPLF�HQYLURQPHQW��RQH�ZKHUH�D�ÀVK-
LQJ�GHVWLQDWLRQ�FDQ�EH�FUHDWHG�DURXQG�DQ�H[LVWLQJ�ÀVKLQJ�YLOODJH��XVLQJ�
tourism to boost the local economy in innovative ways.

THEORETICAL APPROACHES

)LVKLQJ�KROLGD\�DV�D�QDWXUH�EDVHG�WRXULVW�SURGXFW

In an analysis of  the spatial or territorial nature of  the organiza-
WLRQ�RI �ÀVKLQJ�WRXULVP�SURGXFWLRQ��NQRZOHGJH�EDVHV�DQG�YDOXH�FKDLQ�
FRRUGLQDWLRQ��WKH�GHÀQLWLRQ�RI �WKH�WRXULVW�SURGXFW�LWVHOI �LV�D�QHFHVVDU\�
starting point. Fundamental to all nature-based tourism are natural re-
VRXUFHV�DWWUDFWLYH�HQRXJK�WR�EH�VLJQLÀFDQW�IDFWRUV�WR�WULJJHU�WUDYHO�WR�
destinations where the industry is located. Access and attractiveness 
of  these resources are often supported by products and services pro-
vided by private tourism providers, public agencies and land owners 
(Fredman and Tyrväinen, 2011:6). A further discussion of  the charac-
teristics of  nature-based tourism products in general may, thus, pro-
YLGH�DQ�XQGHUVWDQGLQJ�RI �WKH�FKDOOHQJHV�IRU�GHYHORSLQJ�PDULQH�ÀVKLQJ�
tourism into a regional driver in a peripheral region. This challenge is 
connected to the actor’s ability to produce the different parts of  the 
product such as image, services and the concrete product.

A nature-based product consists, according to Swarbrooke (1995), 
of  three different levels: the core product, the concrete product and 
the expanded product. The core product is the primary component 
RI � D� QDWXUH�EDVHG� WRXULVP�SURGXFW� DQG� UHÁHFWV� WKH�GLIIHUHQW�QHHGV�
of  each tourist who buys a nature-based product at all. Based on the 
tourist’s needs, the concrete product is established. The concrete prod-
XFW�LV��WKXV��D�VSHFLÀF�GHYLFH�WKDW�WKH�FXVWRPHU�DFTXLUHV�WKH�ULJKW�WR�
use for payment. It may have several properties that include features, 
brand name, quality, design and composition. The expanded nature-
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based tourism product also contains all of  the other productive fac-
tors in addition to the formal offer. There are those elements such as 
service and knowledge that can be embedded in the concrete product 
offering to make it more attractive for the selected nature-based tour-
ist segments (Mehmetoglu, 2007:75-80). 

The content of  the various product components of  the natural 
SURGXFW�EDVHG�H[SHULHQFH�´ÀVKLQJ�YDFDWLRQµ�LV�LOOXVWUDWHG�LQ�)LJXUH����
7KH�FRUH�SURGXFW�RI �ÀVKLQJ�WRXULVP�FRQVLVWV�RI �WKH�ÀVKLQJ�H[SHULHQFH��
The concrete product includes transportation, boat rental, accommo-
GDWLRQ��PHDOV��JXLGLQJ�DQG�IDFLOLWLHV�WR�WDNH�FDUH�RI �WKH�ÀVK��7KH�H[-
SDQGHG�SURGXFW�LV�FKDUDFWHUL]HG�SULPDULO\�E\�WKH�ÀVK�WKDW�JXHVWV�WDNH�
home, loans of  equipment, social events and the personal attention 
guests receive. The analysis of  the total tourist product provides a ba-
sis for understanding how the value chain of  the production of  this 
experience is constructed and how it is coordinated. This provides a 
SLFWXUH�RI �KRZ�ÀVKLQJ�WRXULVP�PD\�FRQWULEXWH�WR�DQ�LQQRYDWLYH�PLOLHX�

6RXUFH��0HKPHWRJOX�������
)LJXUH����7KH�WRWDO�SURGXFW�RI �ÀVKLQJ�H[SHULHQFH

7KH�1RUZHJLDQ�YDOXH�FKDLQ�RI �ÀVKLQJ�WRXULVP

The analysis of  tourism in a value chain perspective has been high-
lighted in recent years (Erkus-Öztürk and Terhorst, 2010; Christian, 
Fernandez-Stark et al, 2011). A value chain analysis allows, among other 
things, a better understanding of  how the production of  the various 
parts of  the tourist product is organized and managed through inter-
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ÀUP�UHODWLRQVKLSV��DQG�KRZ�SURGXFWLRQ�LV�JHRJUDSKLFDOO\�GLVWULEXWHG��
Normally, a value chain is not only considered as a linked value, adding 
IXQFWLRQV�IURP�UHVRXUFHV�DQG�SURGXFWLRQ�WR�PDUNHW�DQG�ZLWK�ÀQDQFLDO�
resources the other way (Dicken, 1997), but especially as “the process 
by which technology is combined with material and labor inputs, and 
then processed inputs are assembled, marketed, and distributed. A sin-
JOH�ÀUP�PD\�FRQVLVW�RI �RQO\�RQH�OLQN�LQ�WKLV�SURFHVV��RU�LW�PD\�EH�H[-
tensively vertically integrated... ”(Kogut, 1985:15).  

The theoretical framework around value chain analysis is primar-
ily based on how international industrial commodity production and 
trade are organized. In contrast to this view, Christian (2010) shows 
KRZ�D�WRXULVW�YDOXH�FKDLQ�VWDUWV�ZLWK�GLVWULEXWLRQ�DV�WKH�ÀUVW�SUDFWLFDO�
segment, rather than being one of  the last stages, as in production-
EDVHG�YDOXH�FKDLQV��´7KH�ÀUVW� WKLQJ� WRXULVWV�GR� LV�EULQJ� WKHLU�ZDQWV�
forward and to decide how they will purchase their tourism products 
or the components of  their trip. The next step is international trans-
port from home to the destination, often in cooperation with regional 
distribution and transport. While in the destination country, tourists 
engage in a number of  events that include local transportation, lodg-
ing and excursions”(Christian, Fernandez-Stark et al, 2011:11). In this 
value chain, the international tourist is the focal point. By following a 
tourist’s “footprint” in a value chain, we detail the steps and the ob-
MHFWLYHV�ZLWKLQ�VSHFLÀF�LQVWLWXWLRQV�DQG�VWDWLRQV��'LFNHQ��������D�WRXU-
ist interacts with from the moment they decide to take a trip to the 
ÀQDO�FRPSOHWLRQ�RI �WKHLU�LQWHUQDWLRQDO�MRXUQH\��3ODFLQJ�WRXULVWV�LQ�WKH�
center of  the chain acknowledges how consumption and production 
take place simultaneously. Value chains are often presented as a linear 
causal relationship. Nevertheless, in the real world, value chains are, 
of  course, more involved; there are numerous feedback effects along 
the chain (Tejada and Liñán, 2009:76).
7KH�1RUZHJLDQ�ÀVKLQJ� WRXULVP�YDOXH� FKDLQ�KDV�EHHQ�GHYHORSHG�

based on the tourism value chain by Christian (2010), see Table 1. 
Along with the various stages of  the value chain, the different prod-
ucts produced appear. This value chain differs mainly in the chain ex-
tending back to the country of  origin through the extended product 
RI �FRQVXPSWLRQ�RI �VHOI�FDXJKW�ÀVK�

In this table, we see that the value chain consists of  three spatial, 
D�YDULHW\�RI �IXQFWLRQDO�DQG�VRPH�VSHFLÀF�SURGXFW�RULHQWHG�IDFWRUV��,Q�
the country of  departure, production begins through marketing and 
sales, anticipation, preparation and knowledge acquisition. The core 
SURGXFW�LV�SURGXFHG�DW�WKH�ÀVKLQJ�GHVWLQDWLRQ�VXSSRUWHG�E\�WKH�FRQ-
crete and the extended product. Back in the tourist’s home country 
again, the expanded product of  the experience through the consump-
WLRQ�RI �ÀVK�WDNHV�SODFH�
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7DEOH����7KH�1RUZHJLDQ�)LVKLQJ�7RXULVP�YDOXH�FKDLQ�
Territory Chain value Product
Outbound Country Distribution Marketing/selling, Expectation,

Preparation, Dialogue
Concrete

Expanded
Internal Transport Transport Concrete

Inbound Country Regional  Transport Transport Concrete
Fishing ([SHULHQFH��%LJ�ÀVK�FRSLQJ Core
Lodging & rental boat Experience, Accommodation, Food,

Rental boats, Equipments
Concrete

Processing Experience, Processing, Freeze Expanded
Service Experience, Community,  Information, 

Learning 
Other free activities (Crab),
Service, Inclusion 
Social events

Expanded

Return Country Consume Experience, Consumption, Contact Expanded

6RXUFH��EDVHG�RQ�&KULVWLDQ��������DQG�0HKPHWRJOX�������

.QRZOHGJH�EDVHV�

In the production of  a nature-based tourist experience, different 
types of  competence are needed. As the total product consists of  vari-
ous sub-products produced in different stages of  the value chain, ac-
cess to various knowledge bases is required. This means that the vari-
ous parts of  the value chain innovate in different ways, as “different 
knowledge bases innovate in different ways” (Asheim, Boschma et al., 
2011:899). Although most activities will include several knowledge 
EDVHV��LW�LV�VWLOO�D�´VSHFLÀF�NQRZOHGJH�EDVH�WKDW�ZLOO�IRUP�WKH�FULWLFDO�
knowledge that innovation cannot be without” (Asheim, Moodysson 
et al., 2011:1135).

The concrete tourist product is developed on the basis of  the syn-
thetic knowledge base. This refers to “the knowledge required for 
DFWLYLWLHV�LQYROYHG�LQ�VROYLQJ�VSHFLÀF�SUREOHPV�FRPLQJ�XS�LQ�WKH�LQ-
teraction with customers and suppliers. This refers to economic ac-
tivities where innovation takes place mainly through the application 
or novel combinations of  existing knowledge, know-how, craft and 
practical skills” (Asheim et al., 2007:144). This implies that the con-
crete product has a rather incremental way of  innovating, dominat-
HG�E\�WKH�PRGLÀFDWLRQ�RI �H[LVWLQJ�SURGXFWV�DQG�SURFHVVHV��$VKHLP��
Boschma et al, 2011:897). 

The development of  the expanded product is based on the symbol-
ic knowledge base, which in turn relates to the “creation of  meaning 
and desire as well as to the aesthetic attributes of  products, producing 
designs, images and symbols, and to the economic use of  such forms 
of  cultural artifacts” (Asheim, Boschma et al, 2011:897). This knowl-
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edge is essential in tourism marketing, product branding and design 
of  the total tourism product. Symbolic knowledge leads to creativity 
and new ideas, which in turn is innovation. 

*RYHUQDQFH�RI �WKH�ÀVKLQJ�WRXULVP�JOREDO�YDOXH�FKDLQ

+RZ�WKH�YDOXH�FKDLQ� LV�ÀQDOO\�PDQDJHG�RU�FRRUGLQDWHG� �*HUHIÀ��
������ LV� LPSRUWDQW�IRU�WKH�RSSRUWXQLWLHV�WKDW�DFWRUV�KDYH�WR�EHQHÀW�
from the tourist product that is produced through the value chain. 
This is largely determined by the roles that local providers have in the 
value chain.
*HUHIÀ�HW�DO���������GHÀQHG�JRYHUQDQFH�RI �WKH�YDOXH�FKDLQ�WKURXJK�

the concept of  coordination. This was a characterization of  the inter-
ÀUP�H[FKDQJH�DW�D�VSHFLÀF�QRGH�LQ�WKH�FKDLQ��EHWZHHQ�WKH�OHDG�ÀUP�
DQG�LWV�ÀUVW�WLHU�VXSSOLHU�V���+H�LOOXVWUDWHG�KRZ�JRYHUQDQFH�IRUPV�YDU\�
systematically according to the values (either high or low) of  three in-
dependent variables; the complexity of  the information and knowledge 
required to sustain a particular transaction, the ease with which this 
LQIRUPDWLRQ�FDQ�EH�FRGLÀHG�DQG�HIÀFLHQWO\�WUDQVPLWWHG�EHWZHHQ�WKH�
SDUWLHV�DQG��ÀQDOO\��WKH�H[LVWLQJ�FDSDFLWLHV�RI �SRWHQWLDO�VXSSO\�EDVHV�LQ�
UHODWLRQ�WR�WKH�UHTXLUHPHQWV�RI �WKH�WUDQVDFWLRQ��+H�SUHVHQWV�ÀYH�GLI-
ferent models of  governance; market, modular value chain, relational 
value chain, captive value chain and hierarchy governance.

The understanding of  the different modes of  governance, and the 
forces that shape them, are necessary in cases of  restructuring a value 
FKDLQ�IRU�WKH�EHQHÀW�RI �ORFDO�DFWRUV�LQ�D�WRXULVW�GHVWLQDWLRQ�

A typical feature of  a tourism value chain is the central position of  
the tour operator (Erkus-Öztürk and Terhorst, 2010). When the tour 
operator controls several steps in the production of  an experience, this 
value chain is characterized as KLHUDUFK\, with the tour operator as the 
OHDG�ÀUP��7KLV�LV�WKH�YDOXH�FKDLQ�LQ�ZKLFK�*HUHIÀ�HW�DO���������VWDWHV�
WKDW�LW�LV�GLIÀFXOW�WR�SURYLGH�DQ�DFFXUDWH�SURGXFW�EHFDXVH�WKH�SURGXFWV�
are complex and highly competent providers do not exist. Then, the 
OHDGLQJ�ÀUP�LV�IRUFHG�WR�GHYHORS�DQG�VHOO�SURGXFWV�WKHPVHOYHV��7KLV�
IRUP�RI �FRRUGLQDWLRQ�LV�XVXDOO\�MXVWLÀHG�E\�WKH�QHHG�WR�H[FKDQJH�WDFLW�
knowledge between value chain’s various joints. In addition, the need 
to maintain control over resources, especially intellectual property, con-
tributes to this coordination form. If  the leading company is not lo-
cal, this coordination results in value chain activities and functions that 
provide added value in the leading company and where it is located, 
and does not necessarily contribute to the local economy.

In cases where the tour operator does not take all the control of  
their own company, a FDSWLYH value chain is developed. This occurs, ac-
FRUGLQJ�WR�*HUHIÀ�HW�DO����������ZKHQ�WKH�OHDG�FRPSDQ\�KDV�D�JUHDWHU�
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ability to codify the detailed instructions, and the complexity of  the 
SURGXFW�VSHFLÀFDWLRQ�LV�KLJK�DV�ZHOO��7KH�SURYLGHU·V�FDSDFLW\�WR�GHYHORS�
FRPSOH[�FRGLÀFDWLRQ�LV��KRZHYHU��ORZ��:LWK�ORZ�FRPSHWHQFH�DPRQJ�
WKH�VXSSOLHUV��WKH�OHDG�ÀUP�DOVR�KDV�WR�PRQLWRU�DQG�LQWHUYHQH�ZKHQ�LWV�
product description is not followed. This situation stimulates the de-
velopment of  dependency relationship between the provider and the 
OHDG�ÀUP��DQG�WKH�OHDGLQJ�ÀUP�DWWHPSWV�WR�H[FOXGH�FRQWDFW�EHWZHHQ�
VXSSOLHUV�DQG�FRPSHWLWRUV��1R�FRPSHWLWRUV�ZLOO�UHDS�WKH�EHQHÀWV�RI �
the leading company’s preparations, arrangements and creativity. If  
providers still desire to change partners, the costs of  such reorgani-
]DWLRQV�DUH�ODUJH��&DSWLYH�LQWHU�ÀUP�FRQWUROOHG�ERQGLQJ�SUHYHQWV�RS-
SRUWXQLVP�IURP�GHYHORSLQJ��7KH�GRPLQDQW�OHDGLQJ�ÀUP�RIIHUV��DW�WKH�
same time, enough resources and market access to providers, so that 
there is an attractive solution for the provider to secede. This occurs, 
for instance, when tour operators are taking a dominant and control-
ling role in relation to local providers.
:KHQ�SURGXFW�VSHFLÀFDWLRQV�FDQQRW�EH�FRGLÀHG��WKH�WUDQVDFWLRQV�DUH�

complex and the providers’ capacity is high, a UHODWLRQDO value chain gov-
HUQDQFH�LV�H[SHFWHG��*HUHIÀ�HW�DO����������,Q�VXFK�FDVHV��WDFLW�NQRZOHGJH�
is exchanged between the buyer and seller. Competent suppliers pro-
YLGH�VWURQJ�PRWLYDWLRQ�WR�WKH�OHDGLQJ�ÀUP�WR�RXWVRXUFH�WR�JDLQ�DFFHVV�
to the provider’s complementary skills. This interdependence, which 
then arises, is regulated through reputation, social and spatial proxim-
ity, family, ethicalities, etc. The exchange of  complex tacit knowledge 
is often followed by regular face-to-face interaction. This coordination 
takes place, for example, in cases where local providers are included in 
reciprocal relationships with tour operators. The tour operator is often 
present in the destination for a long period.

With the ability to standardize production and the product itself, 
and with providers that are able to make a full package, a PRGXODU value 
FKDLQ�GHYHORSV��DFFRUGLQJ�WR�*HUHIÀ�HW�DO����������,Q�WKHVH�FDVHV��WKH�WRXU�
operator does not involve itself  or participate directly in the produc-
tion of  a tourism product. Known and uniform standards make inter-
action easier. In this adaptation, there is a low cost to change partners.
:KHQ�WUDQVDFWLRQV�DUH�HDV\�WR�FRGLI\��SURGXFW�VSHFLÀFDWLRQV�DUH�VLP-

ple and providers have the capacity to produce products with little in-
put from the buyer, and a PDUNHW�YDOXH�FKDLQ�LV�GHYHORSHG��*HUHIÀ�HW�
DO����������%X\HUV�UHVSRQG�GLUHFWO\�WR�WKH�VSHFLÀFDWLRQV�DQG�SULFHV�VHW�
E\�WKH�VHOOHU��7KLV�RFFXUV�ZKHQ�WKH�ÀVKLQJ�WRXULVWV�PDNH�GLUHFW�FRQWDFW�
with the provider without going through the tour operator. Because the 
complexity of  the information exploited is low, the transactions are car-
ried out with little explicit coordination.

Erkus-Öztürk and Terhorst (2010) illustrate, through the case study 
of  the tourism value chain between the Netherlands and Turkey, a large 
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variety of  modes of  governance. These are not only within the same 
PDUNHW�VHJPHQW��EXW�DUH�HYHQ�ZLWKLQ�RQH�ÀUP��7KH\�VKRZ�KRZ�DQ�DF-
tor can have several adjustments depending upon the cooperation and 
market relationships that are established. A local actor’s position in a 
value chain is controlled by the mode of  coordination established in 
the value chain.

As shown, it is the degree of  product complexity, the ability to trans-
fer knowledge within the chain and skill inventory of  the local actors 
that are the basis for developing a certain coordination form. A spe-
FLÀF�IHDWXUH�RI �D�WRXULVP�SURGXFW�LV�WKDW�WKH�FRPSOH[LW\�LV�GHÀQHG�E\�
a customer’s preferences and needs. Depending upon the customer’s 
QHHG�IRU�LQIRUPDWLRQ�DQG�NQRZOHGJH��WKH�SURGXFW�LV�GHÀQHG�DV�UDWKHU�
complex or less complex. If  a customer, for example, is well informed 
in advance with a lot of  knowledge about the product, they might ask 
for less information. In these cases, the total product occurs close to 
the concrete product. Those without any knowledge about a tourism 
product will most likely seek it, and ask for a total product consisting 
of  the core, concrete and expanded product. The complexity of  the 
product is, therefore, dependent upon customer demand. 

8QGHUVWDQGLQJ�WKH�UROH�SOD\HG�E\�VSDFH

The territory connects actors such as companies, institutions and 
communities together in economic development (Crevoisier, 2004). 
While almost each region has innovation potential, the nature of  it 
differs greatly between regions, due to different cognitive and institu-
tional structures laid down in the past. There is, according to Asheim, 
Boschma and Cooke (2011), a strong need to account for such a vari-
ety of  regional innovation potentials. 

The innovative milieus approach shows that a territory as an organi-
zation can generate resources (e.g., know-how, competencies and capi-
tal) and the actors (e.g., companies, innovators and support institutions) 
that are necessary for the innovation. Local development capacities, 
such as entrepreneurial activity or strong links between the production 
system and the support institutions, are treated as local constructs on 
the basis of  particular local conventions that permit the milieu to be-
come constituted as such, and to respond in a more or less adequate 
way to changes in markets and techniques. According to the innova-
tive milieus approach, territory is understood as an organization that 
links companies, institutions, and local populations within a process 
of  economic development. This approach stresses an opposition be-
tween proximity and distance (Crevoisier, 2004:369-372).

The territory as economic actors currently operate in, is thus formed 
by the interaction among actors and between actors and their surround-
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LQJV�LQ�WKH�SDVW��7KH\�GHVLJQ�FRQYHQWLRQV��GHÀQH�NQRZOHGJH�EDVHV�DQG�
control the economic activity through values and sanctions. Territo-
ries are, thus, given certain collective purposes and functions. In this 
spatial and collectively developed understanding of  economic activity, 
the fact that various territories are different is emphasized, yet with 
certain similarities to other territories. Thus, territories are compared, 
EXW�VWXGLHV�RI �D�WHUULWRU\�PXVW�DOZD\V�XQGHUVWDQG�WKH�VSHFLÀF�VSDFH�
based on its context.

Territory is, in other words, understood as a space made up of  a 
set of  relationships among players (individuals or collectives) and be-
tween players and their material environment. Territory is the result 
of  the action of  human beings in the space over time – a space as it 
has been handed down to us by the actions of  men and women in the 
past (Crevoisier, 2004:368). 

This theoretical discussion illustrates the relationship between product, 
organization of  production over space, knowledge bases and the differ-
ent modes of  governance of  a tourism value chain. This shapes the local 
actor’s possibilities for higher value added activities, which in turn might 
affect the regional economic development.

With the three-part nature-based tourist product as the starting 
SRLQW�� LW� LV� WKH� WRXULVW·V� GHPDQGV� WKDW�GHÀQH� WKH� FRPSOH[LW\�RI � WKH�
product in terms of  needed information and knowledge to sustain a 
particular transaction. The ability to codify the different complex prod-
ucts, together with the knowledge bases in the supply base supporting 
these transactions, create the different modes of  governance of  the 
1RUZHJLDQ�ÀVKLQJ�WRXULVP�YDOXH�FKDLQ��

In cases where the local actors do not have symbolic knowledge sup-
porting the development of  the core and expanded product, the locals 
often concentrate on producing the concrete product. This is support-
ed by know-how and practical skills developed in the area. If  the tour-
ism demand asks for a not-complex tourism product (only the concrete 
product), the market value chain coordination is likely to occur because 
RI �WKH�DELOLW\�WR�IXOÀOO�WKH�WRXULVW·V�H[SHFWDWLRQV��2WKHUZLVH��LI �WKH�GHPDQG�
LV�D�FRPSOH[�SURGXFW��WKH�ORFDO�DFWRUV�RIWHQ�ÀQG�WKHPVHOYHV�LQ�GLIIHUHQW�
modes of  governance depending on the cooperation structure with the 
leading tour operator(s). The different modes of  coordination of  the 
WRXULVP�YDOXH�FKDLQ�VWLPXODWH�GLIIHUHQW�PRGHV�RI �LQQRYDWLRQ�LQ�WKH�ÀVK-
ing tourism industry. 

3UHVHQWDWLRQ�RI �FDVH

The focus of  this study is the four northernmost municipalities 
in Norway; Nordkapp, Måsøy, Kvalsund and Hammerfest, see Fig-
ure 2. This coastline faces the Barents Sea and consists of  a range of  
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populated islands outside the mainland. The total population in these 
four municipalities is 15,415 inhabitants, spread throughout an area 
of  4,752 km2.

6RXUFH��KWWS���QR�ZLNLSHGLD�RUJ�ZLNL�)LQQPDUN������������
)LJXUH����:HVW�)LQQPDUN�UHJLRQ��1RUWKHUQ�1RUZD\

The total population has been negative for this region as a whole, al-
though Hammerfest has experienced growth, as the oil and gas industry 
has developed. However, the total population decline has been around 
40% for three of  the four municipalities in the last 20 years.
7KH�FRDVWDO�ÀVK�UHVRXUFHV�KDYH�DOZD\V�EHHQ�WKH�IXQGDPHQWDO�ED-

sis of  the local production systems in these coastal communities. The 
dominating local production system consisted traditionally of  the local 
ÀVKHUPHQ��EXW�DOVR�RI �D�FRQVLGHUDEOH�LQGXVWU\�PDQDJHG�WUDZOHU�ÁHHW��
RI �WKH�QDWLRQDO�RU�LQWHUQDWLRQDO�RZQHG�ÀVKLQJ�LQGXVWU\��JOREDO�VHOOLQJ�
DFWLYLW\�DQG��ÀQDOO\��WUDQVSRUWDWLRQ�WR�WKH�PDUNHWV��%HFDXVH�RI �VWUXFWXUDO�
FKDQJHV�LQ�WKH�ÀVKLQJ�LQGXVWU\��IHZHU�ORFDO�ODQGLQJV�LQ�FRDVWDO�)LQQPDUN�
have occurred. As this is a global trend, it is possible to say that glo-
EDOL]DWLRQ�UHPRYHG�VXEVWDQWLDO�SDUWV�RI �WKH�EHQHÀWV�RI �ÀVK�SURGXFWLRQ�
from the rural area. Some of  these most peripheral coastal communities 
have, for this reason, wholly or partly lost their former positions as a 
SDUW�RI �WKH�JOREDO�YDOXH�FKDLQ�RI �WKH�ÀVKLQJ�LQGXVWU\��$V�D�VWUDWHJ\�WR�
VXUYLYH��ÀVKLQJ�WRXULVP�KDV�EHHQ�LQWURGXFHG�DV�D�FRPSHQVDWLQJ��QHZ�
and popular activity. This rural area has also experienced a decline in 
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RWKHU�SXEOLF�DQG�SULYDWH�MREV�GXH�WR�WKH�PHFKDQLVP�RI �HIÀFLHQF\�DQG�
centralization towards central places. 
$IWHU�WKH�ÀUVW�HVWDEOLVKPHQW�RI �ÀVKLQJ�WRXULVP�LQ�WKLV�UHJLRQ�� LQ�

1996, the total number of  suppliers in the four municipalities has grown 
to 27 in 2011, see Figure 3.

6RXUFH��2ZQ�LQYHVWLJDWLRQ�������
)LJXUH����*URZWK�LQ�QXPEHU�RI �VXSSOLHUV�LQ�ÀVKLQJ�WRXULVP����������

METHODOLOGY AND DESIGN OF THE CASE STUDY

7R�DQDO\]H�WKH�SURGXFW�RI �ÀVKLQJ�H[SHULHQFH��WKH�FRPSHWHQFH�EDVHV��
DQG�WKH�PRGHV�RI �JRYHUQDQFH�RI �WKH�ÀVKLQJ�WRXULVP�YDOXH�FKDLQ�IURP�
(XURSH�WR�WKH�UHJLRQ�RI �:HVW�)LQQPDUN��D�OLVW�RI �DFWRUV�RIIHULQJ�ÀVK-
ing tourism in this region was made. This was made on the basis of  
GDWD�IURP�ÀHOGZRUN��REVHUYDWLRQV��LQWHUQHW��QHZVSDSHUV�DQG�LQIRUPD-
WLRQ�IURP�WKH�ORFDO�PXQLFLSDO�DXWKRULWLHV��7KHUH�DUH�QR�RIÀFLDO�VWDWLV-
tics registering this activity. On the basis of  these data, 27 actors were 
IRXQG�WR�RIIHU�ÀVKLQJ�WRXULVP�H[SHULHQFHV�LQ�WKLV�DUHD��$OO�RI �WKHP�
are included in this study.

In addition to the questionnaire-based interviews with all actors, 
LQ�GHSWK� LQWHUYLHZV�ZHUH�DUUDQJHG�ZLWK�HLJKW�FHQWUDO�PDULQH�ÀVKLQJ�
actors from July to August 2011. In addition, observations of  a net-
work of  ten actors have been conducted over two years from a posi-
tion of  participating observation in one of  the actors. Media and other 
UHOHYDQW�OLWHUDWXUH�RQ�ÀVKLQJ�WRXULVP�LQ�1RUWKHUQ�1RUZD\�KDYH�DOVR�
been reviewed. 

The methodology built emphasizes both inductive and deductive 
methods and partly theoretical triangulation. The three main method-
ological elements of  this research are an empirically based theory de-
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velopment (grounded theory), both width and depth of  research (of  
methods), and a continuous criticism and review (re-conceptualization) 
of  the theoretical conclusions. The primary goal is to identify the caus-
al powers creating development and lay the foundation for innovation 
and entrepreneurship in the target region.

FINDINGS

7KLV�FDVH�VWXG\�FRQÀUPV�WKH�UHVXOWV�SUHVHQWHG�E\�(UNXV�g]W�UN�DQG�
Terhorst (2010) that actors in tourism value chains adapt to different 
modes of  coordination of  the chain at the same time. The same actor 
is, therefore, registered in more than one mode of  coordination, see 
Table 2. Based on the fact that international operators, especially Ger-
PDQ�WRXU�RSHUDWRUV��LQLWLDWHG�ÀVKLQJ�WRXULVP�LQ�1RUWKHUQ�1RUZD\��WKH\�
DUH�DPRQJ�WKH�OHDGLQJ�ÀUPV�LQ�WKH�1RUZHJLDQ�ÀVKLQJ�WRXULVP�YDOXH�
FKDLQ��7KH\�KDG�D�ORQJ�H[SHULHQFH�ZLWK�ÀVKLQJ�WRXULVP�LQ�6RXWKHUQ�
1RUZD\��DQG�FRXOG�HDVLO\�PRYH�QRUWK��RIIHULQJ�QHZ�ÀVKLQJ�GHVWLQDWLRQV�
to their clients. In contrast to the locals who had no knowledge of  this 
ZD\�RI �ÀVKLQJ��WKH�WRXU�RSHUDWRUV�ZHUH�VSHFLDOL]LQJ�LQ�VSRUW�ÀVKLQJ�

7DEOH����'LIIHUHQW�PRGHV�RI �YDOXH�FKDLQ�JRYHUQDQFH 
RI �WKH�ÀVKLQJ�WRXULVP�YDOXH�FKDLQ

Modes of  
governance

Distinguishing features of  adaptation Number 
of  actors

Market These actors are locally owned, have control over their own marketing
and sales. The product is standardized and does not need much explanation.

17

Modular These actors work with several tour operators without much involvement 
with them. The product is standardized and trade occurs without much com-
munication. The local suppliers are not in personal contact with operators.

9

Relational These are local actors that have entered into a relational and interdependent 
agreement with tour operator(s). Both contribute to each other’s activity.

11

Captive These companies have entered into binding agreements with a tour operator 
that controls the entire operation, including marketing, sales and operations. 
The local actor is partially present during the guest’s stay.

9

Hierarchy These actors are all foreign-owned and part of  a company that controls all 
stages of  the value chain. None of  the activities around marketing, sales or 
operations are in contact with the local community.

4

0DUNHW�YDOXH�FKDLQ�FRRUGLQDWLRQ

This is the most common form of  coordination among the actors in 
this study with seventeen cases. The local actors promote sales through 
their own websites, and tourists often repurchase from providers. One 
of  the actors said, ́ :H�KDYH�WKURXJK�WKH�JURXSV�ZKR�KDYH�EHHQ�KHUH�IRUPHG�IULHQG�
VKLSV��DQG�LQ�WKLV�ZD\�HQWHUHG�WKH�PDUNHWV�ERWK�LQ�5XVVLD��&]HFK��3RODQG�DQG�*HU�
PDQ\��:H�GR�QRW�QHHG�DQ\�PRUH�PDUNHWLQJ��UHDOO\µ��This indicates no need for 
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complex information and knowledge around the product, as tourists are 
IDPLOLDU�ZLWK�WKH�VSRUW�DQG�DUH�H[SHULHQFHG�ÀVKHUPHQ��,Q�WKLV�DGDSWDWLRQ��
the competition is often focused on price related to the concrete product 
of  house and rental boat. This standardization of  products often makes 
LW�GLIÀFXOW�WR�UHPRYH�DGGLWLRQDO�HFRQRPLF�EHQHÀWV�DVVRFLDWHG�ZLWK�GLI-
ferences in quality, service level and the expanded product.

0RGXODU�YDOXH�FKDLQ�FRRUGLQDWLRQ

Nine actors combine market adaptation with the modular value 
chain, which means direct sales to the tour operator. The actors are of-
fering independent packages that tour operators resell to their custom-
ers without involvement in the production of  the product. The local 
supplier and the tour operator establish an independent and informal 
relationship with each other.

5HODWLRQDO�YDOXH�FKDLQ�FRRUGLQDWLRQ

The second most common coordination of  this value chain with 
eleven cases is the relational value chain coordination, where local ac-
tors establish an independent position towards the tour operator. One 
actor said, “:H�PDGH�FRQWDFW�ZLWK�WZR�GLIIHUHQW�WRXU�RSHUDWRUV�ZKHQ�ZH�ERXJKW�
WKH�KRXVH�DQG�GHFLGHG�WR�VWDUW�XS��$QG�VR�LW�ZHQW�VLPSO\�RQ�WKH�EDVLV�RI �ZKDW�FRQ�
GLWLRQV�WKH\�KDG�VHW��+RZ�PXFK�ZH�IHOW�ZH�KDG�FRQWURO�RYHU�WKLV��7KHQ�ZH�FXW�SUHWW\�
TXLFNO\�RXW�RQH�EHFDXVH�RI �WKHLU�FRQWUDFW��7KH\�ZRXOG�GHFLGH�HYHU\WKLQJ��:H�KDG�
QRWKLQJ�ZH�ZRXOG�KDYH�VDLGµ��This form of  coordination involves working 
FORVHO\�ZLWK�WRXU�RSHUDWRUV��7RXU�RSHUDWRUV�DUH�SUHVHQW�RQ�WKH�ÀVKLQJ�
destination for long periods as a guide for their customers. Once re-
lationships are established between the operator and local actors, they 
provide the basis for knowledge transfer in both directions. This com-
plex tacit knowledge exchanges data by regular face-to-face interac-
tions between buyer and seller. Highly competent providers provide 
D�VWURQJ�PRWLYDWLRQ�WR�WKH�OHDGLQJ�ÀUP�WR�RXWVRXUFH��LQ�RUGHU�WR�JDLQ�
access to complementary skills such as local knowledge about local 
ÀVKLQJ�EDQNV��PHWHRURORJLFDO�FRQGLWLRQV�DQG�RWKHU�ORFDO�DGMXVWPHQWV��
This mutual dependence is regulated through reputation, social and 
spatial proximity, family and ethics. 

&DSWLYH�YDOXH�FKDLQ�FRRUGLQDWLRQ

Common to the nine actors that are part of  a captive value chain, 
is that they have developed a low provider competence in relation to 
WKH�FRPSOH[�SURGXFW�WKDW�LV�VROG�DV�D�ÀVKLQJ�KROLGD\��7KLV�YDOXH�FKDLQ�
encourages dependency among the leading operator and local provid-
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ers. One actor explained their strategy as, ´:H�ZHUH�ORRNLQJ�IRU�VRPH�UHDO�
ELJ�DFWRUV�ZKR�FRXOG�KHOS�WR�OLIW�XV�EH\RQG��:H�ZHUH�PRUH�LQWHUHVWHG�LQ�JHWWLQJ�LQWR�
WKHVH�UHDO�JRRG�DQJOHUV�ZKR�DUH�ORRNLQJ�IRU�WKH�JUHDW�H[SHULHQFH�DQG�OLWWOH�LQWHUHVWHG�
LQ�WKH����NJ��7KURXJK�WKH�QHWZRUN�RI �FRQWDFWV�ZH�KDG�EXLOW�XS��ZH�JRW�LQ�FRQYHU�
VDWLRQ�ZLWK�WKLV�PDMRU�LQWHUQDWLRQDO�SOD\HU��)RU�ZH�WKRXJKW�LI �ZH�JRW�WKHLU�QDPH�
OLQNHG�WR�D�SDUWQHUVKLS�ZLWK�XV�LQ�RQH�ZD\�RU�·DQRWKHU�ZH·OO�JHW�PRUH�GHHSO\�LQWR�WKH�
ÀVKLQJ�FRPPXQLWLHV��7KXV�ZH�KDYH��ZLWKRXW�KDYLQJ�EHHQ�RXW�LQ�WKH�PDUNHW��ZLWK�
RXW�KDYLQJ�GRQH�DQ\WKLQJ��KDG�WR�ÀJKW�WKURXJK�WKH�HQWU\�WKDW�ZH�ZRUN�ZLWK�WKLV�
FRPSDQ\��2XU�FRRSHUDWLRQ�ZLWK�WKHP�JDYH�XV�D����\HDU�SODQ��DQG�ZH�DUH�LQ�\HDU�
��QRZ�RQO\µ��These captive providers concentrate on a narrow range of  
WDVNV��GHSHQGLQJ�XSRQ�WKH�OHDGLQJ�ÀUP�IRU�FRPSOHPHQWDU\�WDVNV�VXFK�
as design, logistics, booking and sales.

+LHUDUFK\�YDOXH�FKDLQ�FRRUGLQDWLRQ

In this example, there are four companies with foreign ownership, 
with two being in contact with the local community either through par-
tial immigration or local contacts. The other two companies have no 
local ties. In these cases, the foreign operators bought houses on the 
site and carried their own boats into the country. The tour operator 
controls all stages in the value chain, and has chosen to develop and 
sell products themselves. Because these companies are foreign owned, 
they provide no value to the community.

&XVWRPHU·V�GHPDQG�DQG�SURGXFW�FRPSOH[LW\

As pointed out earlier, tourist products are not standardized prod-
XFWV��,W�LV�WKH�FXVWRPHU·V�GHPDQG�WKDW�GHÀQHV�WKH�SURGXFW·V�FRPSOH[LW\�
by different customer groups having different requirements for the in-
formation and knowledge that must be exchanged in connection with 
the purchase that will meet their expectations. Some customers require 
custom-made programs and dialogue, while others buy an adventure 
holiday without further information than the standard description. In 
other words, it is the tourist’s advanced knowledge that determines 
WKH�FRPSOH[LW\�RI �D�ÀVKLQJ�KROLGD\�SURGXFW��3URGXFW�FRPSOH[LW\�DOVR�
adds guidance on whether the needed information can be easily codi-
ÀHG�DQG�WUDQVIHUUHG�EHWZHHQ�WKH�SDUWV��DQG�ZKHWKHU�WKH�ORFDO�SURYLG-
ers have the skills available.
7KH�ÀVKLQJ�WRXULVWV�LQ�)LQQPDUN�DUH�SULPDULO\�FDWHJRUL]HG�DV�VSH-

cialized tourists, which in turn indicate that they know the sport and 
ÀVKLQJ�SUDFWLFH�YHU\�ZHOO��7KHVH�FXVWRPHUV�UHTXLUH�OLWWOH�NQRZOHGJH�LQ�
FRQQHFWLRQ�ZLWK�WKH�SXUFKDVH�RI �D�ÀVKLQJ�YDFDWLRQ��DQG�VWLPXODWH�WR�
a market and modular coordination of  the value chain. These value 
FKDLQV�FRPSHWH�E\�ORZHVW�SULFH��PDNLQJ�LW�GLIÀFXOW�WR�DFKLHYH�SURÀWD-
bility even if  investments have raised the quality of  the product. Cus-
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tomers will pay the minimum for a concrete product, which is really 
MXVW�D�IDFLOLW\�IRU�WKH�FRUH�SURGXFW�RI �ÀVKLQJ�H[SHULHQFH�
,Q�FDVHV�ZKHUH�WKH�VSHFLDOL]HG�WRXULVW�ÀVKHUPDQ�VWLOO�UHTXLUHV�D�ORW�

RI �NQRZOHGJH�WR�PD[LPL]H�WKH�\LHOG�RI �ÀVKLQJ�H[SHULHQFH�DQG�KRQH�
their skills, they usually contact a tour operator who has specialized 
NQRZOHGJH�DERXW�ÀVKLQJ�DQG�WKH�VSHFLÀF�GHVWLQDWLRQ��7RXU�RSHUDWRUV�
ensure knowledge in the production of  the experience through a hier-
archic, captive or relational value chain.

,QIRUPDWLRQ�DQG�NQRZOHGJH�WUDQVIHU

The coordination whose actors are included, is determined by the 
product’s complexity, which also requires the value chain’s ability to trans-
fer knowledge through links in the chain and the requirements for the 
providers’ competence. Information and knowledge transfer between 
the parts in a value chain occurs primarily through learning and personal 
contact. The local providers are in contact with both tourists and any 
cooperating tour operators. One of  the actors said, ´,�KDYH�PXFK�FRQWDFW�
ZLWK�WKHP�RQOLQH��7KH\�RIWHQ�VHQG�D�PHVVDJH�RU�606�WKDW�QRZ�WKH\�KDYH�VWDUWHG�
WKH�FRXQW�GRZQ��DQG�WKDW�KDSSHQV�XVXDOO\�VHYHUDO�PRQWKV�LQ�DGYDQFH���<RX�JHW�D�
GLIIHUHQW�FRQWDFW��$W�OHDVW�,�JRW�LW�GXULQJ�WKRVH�\HDUV��<RX�UHPHPEHU�WKHP�E\�QDPH�
DQG�IDFHµ��The social contact between hosts and tourists was further de-
scribed. ´0RVW�JODGO\�FRQWDFW��DQG�ZKHQ�LW�LV�EDG�ZHDWKHU�VR�ZH�VLW�WKHUH�DQG�WDNH�
D�EHHU��7KH\�DUH�YHU\�VRFLDO�DQG�ZRXOG�ORYH�WR�EH�WRJHWKHU��)RU�YLUWXDOO\�HYHU\�JURXS�
ZH�KDYH�D�MRLQW�PHHWLQJ�ZKHUH�ZH�EDUEHFXH�DQG�KDYH�D�SDUW\��,W�LV�WKH�ÀUVW�WKLQJ�WKH\�
DVN�ZKHQ�WKH\�FRPH�DVKRUH��·:KHQ�LV�WKH�SDUW\"·��,W·V�VRUW�RI �VWDQGDUG��7KHQ�ZH�DUH�
HLWKHU�KHUH�RU�WKHUH�E\�WKH�JULOO�KXW�WKDW�ZH�KDYH�WKDW�DUH�FRPPRQ�WR�DOOµ�
7KH� VSHFLDOL]HG�ÀVKLQJ� WRXULVW� DQG� WRXU�RSHUDWRU� DUH� VRXUFHV�RI �

knowledge about the sport. As previously described, a large part of  
the product of  a total tourism experience consists of  the creative pro-
duction of  the expanded product, which includes social events and 
various additional services and adaptations. Through extensive con-
WDFW�EHWZHHQ�ORFDO�DFWRUV�DQG�ÀVKLQJ�WRXULVWV��WKH�EDVLV�IRU�NQRZOHGJH�
transfer mechanisms are established. This survey illustrates how this 
contact stimulates the local actors to a more independent position in 
the value chain. In addition to being part of  a captive chain, one of  
the actors said, ´:H�DUH�WU\LQJ�WR�ERRN�PRUH�DQG�PRUH�RXU�VHOI��:H�KDYH�D�FORVH�
UHODWLRQVKLS�ZLWK�RQH�WRXU�RSHUDWRU�DQG�KDYH�EHHQ�WKHUH�IRU�DOPRVW���\HDUV��:LWK�
RXW�WKHP�ZH�KDYH�QRW�EHJXQ��%XW�LW�LV�H[SHQVLYH��,W�FRVWV��1RZ�ZH�DUH�VRRQ�LQ�D�
SRVLWLRQ�WKDW�ZH�FDQ�WHUPLQDWH�WKH�DJUHHPHQW�ZLWK�WKHPµ��This illustrates that 
the expanded product (social events, contacts, etc.) provides the com-
pany with a good knowledge of  the market through direct marketing 
contact, networking and personal relationships. This helps the opera-
tor detach from a leading tour operator.

INNOVATION IN NATURE-BASED TOURISM



25

/RFDO�DFWRU·V�NQRZOHGJH�EDVHV�

The study indicates that local providers have limited knowledge 
DQG�XQGHUVWDQGLQJ�RI �WKH�ÀVKLQJ�H[SHULHQFH�WKDW�WRXULVWV�VHHN��LQ�RWK-
er words, the core product. They do not share the enthusiasm and the 
MR\�RI �WKH�ÀVKLQJ�LWVHOI��WKH�XVH�RI �VSRUW�ÀVKLQJ�HTXLSPHQW�DQG�WKH�
ÀVKLQJ�WHFKQLTXHV�SUDFWLFHG��7KLV�DFWLYLW\� LV�QHZ�IRU�WKH�SRSXODWLRQ�
along the coast. None of  our informants and our observations, how-
HYHU��FRQÀUP�WKDW�WKH�ORFDO�DFWRUV�ÀQG�LW�LPSRUWDQW�WR�SRVVHVV�NQRZO-
HGJH�RI �WKH�ÀVKLQJ�DFWLYLW\�LWVHOI��7KLV�V\PEROLF�NQRZOHGJH�DERXW�WKH�
FRUH�SURGXFW�LV�QRW�YDOXHG�DV�HVVHQWLDO�WR�EHFRPH�D�ÀVKLQJ�GHVWLQDWLRQ��
(YHQ�WKRXJK�WKH\�DUH�QRW�DEOH�WR�IXOÀOO�WKH�GHPDQG�RI �D�FRPSOH[�SURG-
XFW��LQFOXGLQJ�DGYLFH�RQ�ZKLFK�HTXLSPHQW�ZRUNV�LQ�WKH�YDULRXV�ÀVKLQJ�
JURXQGV�RI �WKH�YDULRXV�ÀVK�VSHFLHV��WKLV�LV�QRW�VHHQ�DV�D�PDMRU�SUREOHP�
because, as one said, ´7KH�ÀVK�DUH�HYHU\ZKHUH�DQG�LW�LV�HQRXJK�IRU�HYHU\ERG\µ. 
With this attitude, local suppliers will not be able to break away from 
the dominating tour operators but depend on the continued market 
contact through them, according to a more complex product. Only a 
IHZ�RI �WKH�ORFDO�KRVWV�KDYH�WKHLU�RZQ�ÀVKLQJ�URG�DQG�KDYH�WULHG�WKH�
sport. The only example of  locals appreciating the knowledge of  sport 
ÀVKLQJ�LV�WKH�LQYLWDWLRQ�RI �WKH�SUHVLGHQW�RI �WKH�1RUZHJLDQ�6HD�)LVKLQJ�
$VVRFLDWLRQ��ZKR�ZDV�LQYLWHG�WR�KRVW�ÀVKLQJ�FRXUVHV�LQ�WKH�UHJLRQ�IRU�
female hosts, on two occasions in 2010.

0RGHV�RI �JRYHUQDQFH�DQG�LQQRYDWLRQ�DELOLW\

The study indicates that, because of  their little knowledge of  the 
core product, local actors often end up in a market-driven value chain, 
or a modular value chain selling the concrete product to specialized an-
glers who ask for little information and knowledge about the product. 
These value chains compete on price and offer little fertile ground for 
innovative behavior among local providers. Because this is the most 
common coordination in Finnmark, there seems to be a need for more 
symbolic knowledge, stimulating the development of  the core product.

A specialist tour operator is often a safe choice for tourists that do 
QRW�NQRZ�VSRUW�ÀVKLQJ�YHU\�ZHOO��DQG�DVN�IRU�PRUH�LQIRUPDWLRQ�DQG�
knowledge about it. Then the operators with little knowledge of  core 
products often end up in a captive value chain that is controlled by 
the tour operator. This value chain acts very unfavorably for innova-
tive behavior among local providers as many core tasks are taken care 
of  by the tour operator.

If  the local provider, however, has knowledge of  the product, our 
results show that the tour operator adapts in a relational value chain 
with the local supplier. This coordination provides the basis for a learn-
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ing process between tour operators and local providers. This chain al-
lows for an innovative behavior among local actors.

The local actor’s level of  competence, which relates to the differ-
HQW�SDUWV�RI �WKH�SURGXFWLRQ�RI �D�ÀVKLQJ�KROLGD\��LV�WKH�FHQWUDO�PHFKD-
nism that provides the framework for the actor’s possibility of  taking 
part in innovative processes. The different coordination forms offer 
different opportunities and openings for local businesses to contrib-
ute to an innovative environment that will increase local value added.

CONCLUSION

To ensure that the capital, networks and knowledge extracted from 
ÀVKLQJ�WRXULVP�DUH�WUDFHG�EDFN�WR�WKH�ORFDO�FRPPXQLWLHV��D�QHZ�ORFDOO\�
controlled and independent production system must evolve. To do this, 
we need new knowledge and organization that will set a new imprint 
in the coastal communities’ territory. This innovative environment will 
EH�DEOH�WR�VHW�ÀVKLQJ�WRXULVP�LQ�D�QHZ�VHWWLQJ��VXFK�WKDW�FRPSDQLHV�FDQ�
DFKLHYH�EHWWHU�SULFHV�IRU�WKHLU�SURGXFWV�DQG�DFKLHYH�LQFUHDVHG�SURÀW-
DELOLW\�DQG�DGGHG�YDOXH��7KH�YLOODJH�PXVW�OHDUQ�WR�EH�D�ÀVKLQJ�GHVWLQD-
tion, that is, from food production to experience production. “Attitudes 
that reject innovation or new forms of  organization of  work, cultural 
or social differences, or simply a lack of  imagination, can block the 
emergence of  innovative processes” (Crevoisier, 2004:374). It is, there-
fore, necessary to have actors who are able to perceive the limitations 
and opportunities in the market, and can combine new techniques and 
ideas with existing resources in the region.

This article illustrates that fresh knowledge, reorganization and new 
attitudes seem to be needed in order to develop a dynamic economic 
HQYLURQPHQW��RQH�ZKHUH�D�ÀVKLQJ�GHVWLQDWLRQ�LV�FUHDWHG�DURXQG�DQ�H[-
LVWLQJ�ÀVKLQJ�YLOODJH��XVLQJ�WRXULVP�WR�ERRVW�WKH�ORFDO�HFRQRP\�LQ�LQ-
novative ways. 
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