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This is my home, this is my heaven, this is the earth where I belong
and if you want to ruin it all with big wounds in the mountains
then you're not worthy of listening to this song.
This is my land, this is my country, these lakes, rivers, hills and woods
If you open up your eyes, you'll find someone is lying
I've always been here, welcome to my hoods.
(THIS IS MY LAND (sápmi), Sofia Jannok)

My people were here long before the others cast their sails to the wind
Before the tears of innocence like a hard rain would descend
My people spread like eagle wings across the mountains and the plains
Now their feathers have been broken but the eagle still remains
Now their blood flows through these rivers and then into our veins
And their hearts are beating louder than all the years of shame
(My people, Maxida Märak ft. Jill Johnson, Ken Lingad & Bill Miller)

Abstract
In recent decades, ecotourism has gained popularity as it promises to be less harmful to nature
and local communities than ‘regular’ tourism. Multiple indigenous peoples engage in
ecotourism, and research indicates possible benefits, such as added income for the indigenous
group and preservation of culture. However, when ecotourism with indigenous people is not
well-organised, it can create adverse effects. This thesis aims to investigate the effects of
commodification of culture in ecotourism with Sámi culture. The central question is: How are
indigenous Sámi in Jokkmokk, and surroundings, benefitting from or marginalised by the
commodification of their ‘authentic’ culture in ecotourism? To answer this question,
ethnographic research and Critical Discourse Analysis were used. The results show that the
main benefit of ecotourism identified by the Sámi is to use ecotourism as a political platform,
which allows them to share their story and raise awareness about their struggles. The possible
benefit of using ecotourism as a political platform has received little attention in literature.
However, commodification of Sámi culture in ecotourism also risks reiterating stereotypes and
exploitation of Sámi culture. This results in a marginalised position in society, as Sámi are still
seen as primitive and are not taken seriously in decision-making processes. Regarding the
scholarly debate on authenticity, I argue that multiple interacting authenticities exist in
ecotourism experiences with Sámi culture, leading to struggles on how to demonstrate Sámi
culture. Furthermore, the Sámi build on the authentic experiences of tourists, and their desire
to ‘do good’ in ecotourism by making them allies in their struggles. To let the benefits of
engaging in ecotourism outweigh the negative effects for Sámi in Jokkmokk, the Sámi should
be in control of the representation and commodification of their culture, and their perspective
on what is authentic should prevail.
Key words: ecotourism, Sámi culture, commodification of culture, authenticity
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1. Introduction
1.1 Ecotourism in Sápmi
Ecotourism is a phenomenon that has grown rapidly over the past decades (Honey, 2008: 4). In
the 1970s and early 1980s, the negative consequences of ‘regular’ tourism were first recognised.
The social and ecological costs of tourism were debated, which resulted in the rise of ecotourism
with more respect to nature and people (Pforr, 2001). A key element of ecotourism is that it
respects local culture and benefits the local communities (Honey, 2008: 32). Honey (2008)
defines ecotourism as:
“Ecotourism is travel to fragile, pristine, and usually protected areas that strives to
be low impact and (often) small scale. It helps educate the traveller, provides funds
for conservation, directly benefits the economic development and political
empowerment of local communities, and fosters respect for different cultures and
for human rights” (Honey, 2008: p. 32/33).

However, a point of critique is that ecotourism often promotes an image of local people that
does not reflect their real situation (Koot, 2016; Müller & Pettersson, 2001; Olsen, 2006). In
many cases, the indigenous people are not involved in the creation of the image (Butler &
Hinch, 2007), and the image is often not controlled by the local group that is promoted (Olsen,
2016; Wearing, 2001). Furthermore, tourism is a vulnerable business that is dependent on the
willingness of tourists to come to a specific place. Also, external influences are at play, such as
possibilities to access the region and the political situation (Butler & Hinch, 2007). Moreover,
covid-19 has shown the vulnerability of the tourism sector by putting a halt to travelling.
Possible benefits of engaging in ecotourism exist, but in literature, the negative effects
predominate (Cole, 2007). This thesis will focus on the experiences of Sámi people who work
in ecotourism in the Swedish part of Sápmi.1
In the promotion of tourism in Sápmi often a stereotyped image of the Sámi is used (Pettersson,
2006). The Sámi people are the only indigenous group in Europe that is acknowledged by the
International Work Group of Indigenous Affairs (IWGIA), which is a global human rights
organization (IWGIA, n.d.). In earlier times, the livelihood of the Sámi was based on hunting,
fishing, reindeer herding and making handicrafts (Niskala & Ridanpää, 2016). Today, many
Sámi engage in other industries. (Eco)tourism has turned into an important economic activity
to complement their livelihoods (Gössling & Hultman, 2006: 1). To attract visitors to Sápmi, a
stereotypical image of Sámi culture is used to promote ecotourism activities such as reindeer
herding, reindeer sledging in ‘Sámi wilderness’, trekking with reindeer, a day trip to a Sámi
farm and hiking with a Sámi guide (Müller & Pettersson, 2001; Pettersson, 2006; Viken &
Müller, 2006). However, only a few Sámi still adhere to this nomadic way of life. As a result,
1

Sápmi stretches out over the northern parts of Norway, Sweden, Finland and Russia. Often this area is referred
to as Lapland, but Lapp is a racist term for Sámi. The Sámi themselves call this area Sápmi, and therefore it was
decided to use this term in this thesis.
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activities and attractions are staged for tourists (Stonehouse, 2001; Müller & Pettersson, 2001).
Thus, the image of Sámi that is sold to tourists often does not reflect present-day Sámi culture.
This image is created and kept alive by the tourism industry in which some Sámi participate
themselves. A study on the discourse used on the websites of Sámi tourism companies from
Sweden shows that Sámi are often described based on their relationship with nature, they are
associated with the past, and there is a strong focus on reindeer (Bernardi, 2019).
It is argued that these representations and activities can harm traditional culture and make the
traditions and rituals meaningless to the Sámi (Pettersson, 2006). Besides that, it is problematic
that non-Sámi sell Sámi culture (Wearing & Neil, 1999), as this may lead to the spreading of
an exotic image of Sámi people and culture from which they do not always receive the economic
benefits (Pettersson, 2006). An example of this is when non-Sámi tourism entrepreneurs wear
the gákti, the traditional clothing of the Sámi (Niskala & Ridanpää, 2016; Pettersson, 2006;
Pietikäinen & Kelly-Holmes, 2011). Another way in which this is exemplified is when Sámi
symbols are used in the exterior of souvenir shops and hotels, while they are not run by Sámi
(Pietikäinen & Kelly-Holmes, 2011). The tourism sector is dependent on simplified images to
sell a region (Keskitalo, 2017). The simplified images and descriptions of Sámi should be
understood as concepts that travel, as they can be found in media, policies and research. They
should be understood “as a way of highlighting and exemplifying problematic representational
patterns” (Keskitalo, 2017: 35). In these cases, the Sámi are not in control of the
commodification of their culture and how they are presented. This can create and sustains
stereotypes that marginalise the Sámi. Therefore, the Sámi themselves should be in control of
their representation (Butler & Hinch, 2007; Viken & Müller, 2017).
The commodification of culture contributes to the discourse of Sámi as an authentic, traditional,
pre-modern, indigenous people (Niskala & Ridanpää, 2016; Pettersson, 2006). Sámi are made
into ‘the Other’ (Niskala & Ridanpää, 2016; K. Olsen, 2006). However, commodification of
culture is not something that is only inflicted upon the Sámi. Tuulentie (2006) argues that Sámi
themselves use their exoticism, colourfulness and naturalness in tourism and should therefore
not be regarded as mere passive victims. She argues that the subjective meanings and realities
are constructed by both the hosts and the tourists (Tuulentie, 2006).

1.2 Problem statement
A substantial amount has been written on indigenous peoples and (eco)tourism. However, it is
not sufficient to understand the struggles of the Sámi, because they poorly fit into the
description of indigenous people used in literature. The Sámi do not live in poverty and
engaging in tourism is not a strategy for development or poverty alleviation, but an outcome of
agency (Viken & Muller, preface, xv). It is unclear how the Sámi perceive the effects of
commodification of culture in ecotourism on their daily lives. The literature about the effects is
contradicting. According to a large share of literature, the use of Sámi culture in promoting
ecotourism has negative effects on them. For example, commodification of culture can lead to
a loss of culture and alienation (Pettersson, 2006; Shepherd, 2002), and to a marginalised
position of the Sámi as they are seen as inferior and traditional (Niskala & Ridanpää, 2016).
2

Furthermore, often it is not clear who controls the image that is created (Olsen, 2006; Wearing,
2001). Contrary to these negative effects, possible positive effects of ecotourism are higher
incomes, preservation of culture, improved self-confidence of the indigenous group, and higher
environmental awareness on the side of tourists (Müller & Huuva, 2009; Niskala & Ridanpää,
2016; Pettersson, 2006). It is not clear why commodification leads to disempowerment in some
communities while it can become a powerful resource in others (Cole, 2007). A case study on
the commodification of culture in Indonesia showed that the local community used
commodification as a powerful resource. It led to the rise of a shared identity, which created
new political and economic capital for the local community to manipulate (Cole, 2007).
Moreover, in the article of Tuulentie (2006), one Sámi respondent argued that because of
tourism at least the Sámi culture can be kept alive as it supports traditional Sámi industries such
as fishing and reindeer herding. Growing awareness and respect for other ways of living and
other cultures are the most important benefits according to Tuulentie (2006).
Thus, literature about the effects of commodification of culture is ambiguous. Furthermore, the
Sámi have a different standard of living than many other indigenous groups in ecotourism that
have been studied. The effects of commodification of culture are often labelled as ‘positive’ or
‘negative’. However, it is not always clear in whose eyes it can be regarded as positive or
negative, and for whom. Therefore, there is a need to investigate the experience of Sámi
themselves and how they experience the effects of commodification of culture in their daily
lives. By exploring how the Sámi can benefit from or are marginalised by the commodification
of culture, we can better understand the effects of cultural commodification in ecotourism. This
understanding can help to explore possibilities to make ecotourism activities more beneficial
for the indigenous people involved.

1.3 Research aim and questions
This thesis aims to investigate how the indigenous Sámi in Swedish Sápmi feel marginalised
by or can benefit from the commodification of their culture. I will explore how the discourses
of indigeneity and authenticity are reinforced by the commodification of culture, and if so, how
they can be adopted by the Sámi for their benefit. As a case study, Jokkmokk was chosen, which
is a town just above the Arctic circle and described as a touristic centre in the Swedish part of
Sápmi (Müller & Pettersson, 2001; Olsen, 2016). This leads to the following research question:
How are indigenous Sámi in Jokkmokk, and surroundings, benefitting from or marginalised by
the commodification of their ‘authentic’ culture in ecotourism?
To answer this research question, sub-questions were developed:
1. What discourses about the Sámi can be found in ecotourism promotion?
2. How do Sámi create opportunities by engaging in ecotourism with a focus on Sámi
culture?
3. In what ways do Sámi feel marginalised or excluded by the discourses about them
and by the commodification of Sámi culture in ecotourism?
4. How is authenticity defined and commodified by the Sámi in Jokkmokk?

3

To gain a better understanding of the concepts used in this thesis a conceptual framework is
provided in Chapter 2, where the scholarly debates about these concepts are presented. The
methods that were used during the period of field work will be elaborated upon in Chapter 3.
The background of the case study in Jokkmokk will be explained in Chapter 4. Then, Chapter
5 will focus on the results which are divided into four sub-chapters, following the four subquestions. Next, Chapter 6 will discuss the findings in the light of the wider theoretical debate
on the concepts of authenticity and commodification of culture. Lastly, in the conclusion, the
main research questions will be answered and recommendations for future research will be
provided.
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2. Conceptual framework
The research focuses on the consequences of commodification of ‘authentic’ Sámi culture and
the discourses about Sámi culture in ecotourism. To understand the consequences of
commodification of culture it is important to comprehend the debates in the scholarly literature
about the key concepts used in studying indigenous culture in ecotourism. For this research,
four key concepts are identified: indigeneity, discourse, authenticity, and commodification of
culture. They cannot be seen as isolated concepts, but they are intertwined. This chapter sheds
light on the wider theoretical debates about these four key concepts.

2.1 Indigeneity
To start with, the concept of indigeneity is highly debated. The United Nations Working Group
on Indigenous Populations has identified four principles to be considered in defining indigenous
peoples. These principles are about: being the first group in a specific territory, the perpetuation
of cultural distinctiveness, self-identification and recognition by other actors and an experience
of marginalization or exclusion (in Kenrick & Lewis, 2004: 5). This definition is critiqued as
some argue that indigeneity should not be regarded as a static identity, but as a changing
relational field of governance, subjectivities and knowledges which is constructed and
contested by both indigenous and non-indigenous people (Postero, 2013: 116). Furthermore, it
is argued that this definition is open to interpretations and strategic use for people claiming
indigenous status, but also for lawyers and academics (Kenrick & Lewis, 2004), which leads to
indigeneity constantly being redefined in relation to the power relations at play (Postero, 2013).
Being identified and recognised as indigenous is important, as it can grant the person indigenous
rights, such as land rights (Sarivaara et al., 2013). The discourse of indigeneity is on the one
hand imposed on ethnic groups, but it can also be used to create political action. Being
considered a legitimate indigenous group can create opportunities for the indigenous group.
However, indigeneity is often questioned or denied, which leaves the indigenous group in an
inferior position.
The concept of indigeneity is often linked to authenticity. Ariza (2020) argues that the legal
discourse on indigeneity focuses on the relationship between indigenous people and their
loyalty to reproduce the culture and tradition, which should be ‘authentic’. The discourse
decides who can be considered an indigenous person, and which traits the person must show
and reinforce to be regarded as an authentic indigenous person (Ariza, 2020: 417). When
indigenous people do not comply with this authentic image, their indigeneity and accompanying
rights can be denied. Therefore, according to Paradies (2006), it is necessary to de-connect the
concept of indigeneity from essentialist portrayals and stereotypes of ‘authentic’ indigenous
people, as essentialist portrayals leave large numbers of indigenous peoples vulnerable to
accusations of inauthenticity (Paradies, 2006).
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2.2 Discourses about indigenous people in ecotourism
Discourses can be defined as the way we think and talk about a certain subject, how we give
meaning to objects and understand the world around us (Karlberg, 2005). Discourses influence
how we act in relation to a certain subject. Hence, discourses can be seen as knowledge that
shapes how the world is understood, which is often politically charged (Niskala & Ridanpää,
2016). For this research, especially discourses about indigenous peoples in ecotourism are
important to review. Two prevalent discourses will be highlighted here. First, there is a
discourse that describes indigenous people as ecological stewards. They are portrayed as wise
protectors of the land and it is emphasised how indigenous people are more ecologically minded
than non-indigenous people (Ariza, 2020; Fennell, 2008). In the literature on ecotourism, there
exists the idea that the environmental ethic of indigenous people is more holistic than the
Western perspective. Indigenous people are described as having a special relationship with the
land and that they strive to protect mother earth (Hinch, 2001). In ecotourism promotion, the
image of authentic indigenous stewardship is capitalised, while this might be a myth (Fennell,
2008). Furthermore, control over resources by indigenous people does not automatically mean
wise management and stating that indigenous people are ecological stewards is stereotypical,
contributing to the stereotyped image of indigenous people as primitive and locked in time (p.
145).
Second, indigenous people are often represented as ‘the Other’. This is linked to Orientalism,
coined by Edward Said. According to Said (1978), Orientalism is a way of coming to terms
with the Orient and as a Western style of dominating, restructuring, and having authority over
the Orient. It is a style of thought based on a distinction made between ‘the Orient’ (the Other)
and ‘the Occident’ (the West) (Said, 1978: 11). The discourse about the Orient guided and
justified the domination of the Orient by the West (Reed, 2013). Therefore, discourses should
be seen as a way of exercising power. In tourism, the discourse of indigenous people as ‘the
Other’ is used to make them attractive to tourists (Olsen, 2006). Indigenous people are portrayed
as something different, from another category and another time than the modern (Olsen, 2006).
In tourism with Sámi culture often a stereotyped image of what is Sámi culture is portrayed and
this is what attracts tourists (Niskala & Ridanpää, 2016; Viken & Müller, 2017). The Sámi are
represented as ‘the Other’. As a result, tourists often have a preconceived idea about the Sámi
and what they can expect during a visit. Rituals and traditions are tailored to fit the preconceived images that tourists have about indigenous people and what is authentic (Olsen,
2006). The same stereotypical image of ‘the Other’ is reiterated. As a consequence, the
authenticity of the indigenous group can be questioned when they do not act or look like the
way which is articulated in the discourse about them (Paradies, 2006). According to Keskitalo
(2017: 35), there is a risk that representations in tourism will be found in media or impact
understandings in policy and research. Therefore, these representations in tourism should not
be seen as isolated phenomena, but as a way of emphasizing and exemplifying problematic
representational patterns (Keskitalo, 2017: 35).
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2.3 Authenticity
Authenticity is a highly debated concept in literature on indigenous tourism (Bruner, 2001;
Garland & Gordon, 1999; MacCannell, 1973; Wang, 1999; West & Carrier, 2004). West and
Carrier (2004: 485) state that authenticity is “the supposed primordial state of people and the
world before civilization killed off the exotic plants and animals and transformed the ‘exotic’
peoples”. Authenticity is often seen as a quality of pre-modern life still untouched by Western
influences (Cohen, 1988), creating a dichotomy between premodern (authentic) and modern
(inauthentic) life (Cole, 2007). People desire authentic experiences and look for this in tourism
(MacCannell, 1973). Therefore, tourism can be described as a quest for ‘the Other’, authenticity
and differences (Olsen, 2006). What is perceived as authentic by tourists are characteristics that
they lack in their modern world (Olsen, 2006). However, what is presented in tourism as
authentic is often a setup experience, especially for tourists, which is defined as ‘staged
authenticity’ (MacCannell, 1973). MacCannell argues that a touristic experience that comes out
of staged activities is inauthentic. This creates a paradox as tourists desire authenticity, but to
fulfil this desire inauthentic activities are created. However, Bruner (2001) argues ‘authentic’
culture does not exist as there are no originals, all cultures everywhere are authentic. This is
shared by others who that culture and authenticity are always dynamic by nature (Niskala &
Ridanpää, 2016) and what is regarded as authentic can differ between the perspective of experts,
tourists, or the host (Wang, 1999).
As a reaction to MacCannell (1973), Wang (1999) has identified three different types of
authenticity. First, it is important to separate the issue of authenticity into two different issues:
that of ‘toured objects’ and tourist ‘experiences’, in which the latter is about “feeling in touch
with a ‘real’ world and a ‘real’ self” (p. 351). The first type of authenticity is ‘objective
authenticity’ in which the toured object is recognised as authentic by the tourists which creates
an authentic experience. In the case of the Sámi, this could be a kosa (a wooden cup for water
or coffee) which is shown during a tour. Objective criteria could be used to determine the
authenticity of the kosa. The perception of tourists about whether or not the toured object is
authentic is the determining factor. Second, ‘constructive authenticity’ is about how things are
socially constructed to be authentic because they are constructed like that in terms of beliefs,
perspectives, or powers. This can be a projection of stereotyped images and expectations (p.
351). A kosa could be constructed as authentic during a dinner experience when a Sámi person
in traditional clothing uses a kosa and explains how the kosa is used. These first two forms of
authenticity are about the authenticity of the toured objects. The third, ‘existential authenticity’,
is about feeling authentic as a tourist. These feelings are activated because people engage in
non-ordinary activities. An example could be drinking coffee out of a kosa at a fire in a lávvu
(a Sámi tent) while listening to stories. This is something different from ‘normal’ life and could
invoke feelings of authenticity, even if the kosa and lávvu would be fake. Existential
authenticity is about being true to oneself. According to Wang (1999), tourism is increasingly
about this existential authenticity and a quest for the authentic self of the tourist, instead of the
authenticity of objects and traditions of ‘the Other’.
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This links to the argument of Garland and Gordon (1999) who argue that tourism with
indigenous peoples is more about the authenticity of the tourists than the authenticity of what
is shown during tourism activities. They coin the concepts of meta-tourism and metaauthenticity which describe tourism as offering “tourists a sense of authenticity on a higher
plane, at the level of their own perceptions” (p. 281). Even if the indigenous group is not ‘the
Other’ as expected, this regret and disappointment can become an authentic part of the quest
for Otherness. “So long as the quest can be understood to be authentic, the tourism ‘product’
itself does not need to be” (p. 281). In meta-tourism, the authenticity of the indigenous group
that is visited “is replaced by the meta-authenticity of a tourism experience that thematises its
own effects on the lives of those being visited” (Garland & Gordon, 1999: 267). It is not only
about a feeling of authenticity, as described by Wang (1999), but there is a role for tourists as
helpful agents for the group that is being visited (Garland & Gordon, 1999: 283). Why tourists
want to be helpful agents can be explained by the concept of jouissance, which refers to “the
enjoyment of pleasure and pain” (Knudsen et al., 2016: 40). Jouissance promises “a satisfaction
that it can never deliver: the pain one experiences in the pursuit of pleasure turns into pleasure
in the experience of pain” (Koot & Fletcher, 2021: 3). Seeing ‘the Other’ in tourism and seeing
their suffering can be painful and invoke feelings of guilt. These feelings can disrupt the
enjoyment of tourism activities and give tourists a feeling of jouissance (Koot & Fletcher,
2021). The role of a helpful agent can create pleasure out of pain and guilt. The pleasure of
‘doing good’ and experiencing an authentic self is facilitated by the suffering of ‘the Other’.
Knudsen et al. (2016) approach the concept of authenticity from a Lacanian perspective,
arguing that authenticity should be seen as a malleable fantasy. Experiencing authenticity is
something always beyond our reach and not achievable in tourism experiences as argued by
Wang (1999). Knudsen et al. (2016) argue that authenticity and alienation, a concept of Karl
Marx, are linked. Marx uses the concept of alienation to address the effects of industrialisation
and capitalism, arguing that workers became alienated from their work as they lost control over
what they were doing. But also, they became alienated from each other and alienated from
themselves. According to Lacan, we have a desire to overcome alienation and be our whole
selves again. Experiencing authenticity in tourism can be the object of our desire. However,
this desire can never be fulfilled as authenticity is a fantasy. Authenticity illustrates the fantasy
that there are ‘Others’ who are not alienated and still connected to traditions, rituals, and each
other. But in tourism ‘the Other’ can appear to be quite similar to the tourists. Tourists might
see indigenous people selling their culture to make money and realise that ‘the Other’ is
alienated as well. This does not fulfil tourists’ desires and as a result, they rather deem ‘the
Other’ inauthentic than accepting that ‘the authentic Other’ might not exist (Vidon et al. 2018).
Vidon et al (2018) explain this by tourists’ “enlightened false consciousness”, which is defined
by Žižek (1989) as “we know what we do, but we do it all the same” (p. 23). In the case of
authenticity in tourism it means that tourists might be aware of the inauthenticity of the tourism
activity or site, but still act as if it were authentic. Tourists do this as they “depend on the fantasy
of authenticity as the mechanism through which we attempt to subvert or obscure our own
alienation” (Knudsen et al., 2016: 42). But these attempts to reach an unalienated self are always
frustrated as authenticity is a fantasy (Knudsen et al., 2016).
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2.4 Commodification of culture
In tourism with indigenous peoples, cultural traditions and authenticity can be commodified,
which refers to the process in which a ‘thing’ gets monetary value and can be traded on the
market (Cohen, 1988). Anything can be assigned value and sold, which is a fundamental aspect
of our capitalist world (Greenwood in Shepherd, 2002). This means that also non-material
things such as nature and culture can be commodified, which is happening in ecotourism. The
commodification of nature and culture is a result of neoliberal principles such as privatization
and free trade (Honey, 2008: 34). Instead of buying physical goods, you buy an experience with
nature and ‘authentic’ culture (Honey, 2008: 61). Western ideas about authenticity and what
nature and its people should look like are implemented through free-market principles (Koot,
2016). Tourists are searching for ‘the Other’ and as a result ‘commodities of difference’ are
created “through the trivialization of cultural ceremonies, festivals and arts and crafts to meet
the needs and expectations of the tourist” (Wearing in Coren & Gray, 2012: 224). Cultural
activities are created especially for tourists (Müller & Pettersson, 2001; Stonehouse, 2001). As
a consequence, tourists are not supporting ‘authentic’ cultures, but the ‘inauthentic’ ideas that
spread Western values such as capitalism that strengthen the free market system (West &
Carrier, 2004). There is a contradiction in authenticity and commodification in tourism, as
engaging in tourism and commodifying authenticity provides an opportunity for the indigenous
people to develop economically and move towards a ‘modern’ society, which makes them less
authentic (Garland & Gordon, 1999). However, experiences that do not commodify the
stereotyped image of authenticity hardly attracts visitors, as the difference between the lives of
tourists and the indigenous people makes tourism attractive (Pettersson, 2006).
In literature, there is a discussion about what the possible gains and negative effects of
commodification of culture are for the indigenous people. According to Butler and Hinch
(2007) commodification of culture does not have to be problematic, but it can become so when
“the altered behaviour becomes more permanent, and where local attributes, cultural features
and resources are lost or converted into something else to serve the needs of tourism” (p. 321).
Furthermore, Greenwood (in Shepherd, 2002: 187) argues that when culture is commodified it
is often made meaningless, and selling culture is seen as expropriation. It can lead to the ‘death’
of authenticity. However, Simmel (in Appadurai, 1988) argues that value is never inherent to
the object, but is assigned to objects by the judgements of people. Commodification can change
the meaning of cultural products and human relations, rather than making them meaningless
(Cohen, 1988). Viken and Müller (2017: 24) argue that commodification of culture means that
“cultural expressions that used to have a particular meaning in a certain social and cultural
context are transformed to something that is valorised and governed by market standards. The
value of an expression is no longer an internal indigenous matter, but a matter decided upon by
others”. One of the possible gains of the commodification of culture is additional income for
the indigenous group (Müller & Huuva, 2009; Niskala & Ridanpää, 2016). Furthermore, it can
lead to a renewed interest in local culture and strengthen cultural bonds (Shepherd, 2002).
Moreover, commodification of culture can become part of an empowerment process of the
indigenous group (Cole, 2007). In literature, cultural commodification is often seen as
objectification by the “West” of a cultural ‘Other’, neglecting the possibility that it can also
empower indigenous groups and provide a political resource (Cole, 2007: 946).
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3. Methodology
3.1 Research approach and methods
For this research, an ethnographic and qualitative research approach was used. Since the aim
was to analyse the experience of Sámi working in tourism, qualitative methods were the best
choice. These methods try to describe, interpret and clarify behaviour, practices and experiences
while trying not to interrupt the natural conditions in the situation (Boeije, 2009). Qualitative
research is focused on understanding how people give meaning to their social surroundings,
which cannot be measured by quantitative methods (Bernard, 2011; Boeije, 2009). The methods
used for data gathering in the field were Critical Discourse Analysis (CDA), participant
observation and in-depth interviews. The field work was carried out over a period of ten weeks
from October to December 2021 in Jokkmokk, Sweden. The methods that were used will be
elaborated upon in this chapter.
The research is not representative for the whole Sámi population as the case study took place
in one specific area in the Swedish part of Sápmi. While some of the opinions might be shared
by a wider Sámi community, most of the data is site-specific. Therefore, this thesis is not
speaking for ‘the Sámi people’ in general or represent them as a homogenous group. This is not
possible and would undermine the complexity and versatility of the matter.
Critical Discourse Analysis
To answer the first sub-question What discourses about the Sámi can be found in ecotourism
promotion? I made use of Critical Discourse Analysis (CDA). This provided a broader
understanding of the representation of Sámi in tourism. CDA deals with how oppression and
prejudices are reproduced by discourse (Mullet, 2018). There is not one way to execute a CDA,
but a general analytical framework (Figure 1) has been made by Mullet (2018) based on the
shared characteristics and processes of several CDA scholars. The general analytical framework
can be found in Figure 1 and provides a step-by-step guide to discourse analysis. The steps are
not linear, and as a researcher you can move between the different steps. Furthermore, using
this framework enhanced the validity of the research as other researchers can reproduce the
research.
The selected discourse for this CDA (Step 1) was the discourse about Sámi people on websites
and in brochures of ecotourism providers and tourism information organizations. To select data
sources for the analysis (Step 2), I searched the internet and used tourism brochures from the
tourist information point in Jokkmokk. I found both Dutch and Swedish ecotourism companies
providing ecotourism in the Swedish part of Sápmi. The selection of the brochures and websites
was based on how prevalent they were in the search results for ecotourism experiences with
Sámi culture in the Swedish Sápmi.
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Figure 1: General Analytical Framework for CDA by Mullet (2018: 22)

The Swedish websites and brochures that were included are:
- Visit Sweden, a website that guides tourists in Sweden;
- Destination Jokkmokk, interest and knowledge organization run by tourism
entrepreneurs in Jokkmokk providing a brochure about what to do in Jokkmokk;
- Silba Siida, an ecotourism company near Jokkmokk that organises activities based on
Sámi culture, like feeding reindeer, and cooking traditional food.
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The Dutch companies that were included are:
- VoigtTravel, a company offering sustainable tours in Northern Europe and Greenland;
- RiksjaTravel, a company offering sustainable individual journeys.
After the material was sorted and the backgrounds of the texts were explored (Step 3), the texts
were coded. In total 110 text segments were coded. Based on the coded text fragments,
overarching themes were identified which can be found in Appendix 1, Table 1. The key themes
are supported with examples of text fragments. During the coding of the texts, attention was
paid to what is shown and portrayed in the accompanying pictures. The five texts that were
analysed comprehended 23 pictures. In Appendix 1, Table 2, shows an overview of which
features are represented in these pictures and how frequent. During Step 5 the external relations
in the texts were analysed, by searching for ideological positions and social structures in the
texts. This was done by re-reading the texts and searching for underlying assumptions. Then,
the internal relations in the text were analysed (Step 6), focussing on patterns and choice of
words. This was linked to the overarching themes that were identified during Step 4. An
overview can be found in Appendix 1, Table 3. The last Step (7) was interpreting the meanings
of the data gathered in Step 4, 5, and 6. This was done by going through all the data again,
making links and placing it into a broader context. The results can be found in Chapter 5.
Case study selection
To study the effects of commodification of Sámi culture a specific geographical site was
selected, which is Jokkmokk in the Norrbotten region in Sweden. Jokkmokk was chosen as it
became clear from literature that Jokkmokk is a touristic centre in the Swedish part of Sápmi
(Müller & Huuva, 2009; Müller & Pettersson, 2001; Olsen, 2016). According to Pettersson
(2004), most of the towns in Swedish Sápmi have their origins in historical marketplaces, but
they have lost their importance, except for Jokkmokk. Jokkmokk is still a Sámi meeting place
and has a strong Sámi profile. The annual winter market, which has been organised for more
than 400 years, is now an event that attracts tourists to Jokkmokk. An elaborated description of
Jokkmokk and its tourism sector will follow in Chapter 4.
Participant observation
During the field work period, participant observation was conducted. Undertaking participant
observation involves getting close to people and making them feel comfortable enough for you
to observe and record information about their lives. It is about going out and experiencing the
lives of people you are studying (Bernard, 2011). Participant observation also includes small
talk which can provide information that is otherwise difficult to obtain and can help in
understanding local culture (Driessen & Jansen, 2013). During the field work period, it was
low-season for the tourism companies. As a result, many tourism companies did not offer
experiences at the moment. However, it was still possible to conduct participant observation
and gather data from small talk and going to events where many Sámi gather. This provided
mostly background information about Sámi culture and the tourism industry in Jokkmokk. To
a lesser degree, it provided information about the experiences of working in tourism. The field
notes were all coded and analysed by using thematic content analysis, which will be elaborated
upon later in this chapter.
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In-depth interviews
In total twelve in-depth, semi-structured interviews were conducted with Sámi that are involved
in (eco)tourism in and around Jokkmokk. The topics and order of questions were only partially
set beforehand, this allowed the participants to bring up their own topics and talk more freely
(Boeije, 2009). This style of interviewing allowed me to follow up on the leads that were given
by the respondents (Bernard, 2011). In semi-structured interviewing an interview guide is used,
which will enhance the reliability and comparability of qualitative data (Bernard, 2011). The
interview guide was created before entering the field, including possible questions per topic.,
and can be found in Appendix 2. Eleven out of twelve interviews were conducted in English.
One interview was conducted in Swedish, with a translator that the interviewee chose himself.
Most interviews lasted between 60-75 minutes and were recorded for transcription (with
permission of the participants). To guarantee the anonymity of the interviewees it was not
possible to include an overview with the description of the interviewees in the Appendix.
Finding research participants
This thesis focuses on the perspective of Sámi tourism entrepreneurs. Therefore, the
interviewees were all Sámi and connected to (eco)tourism in one way or another. My first
approach for finding research participants in the field was to use the visitor guide of Destination
Jokkmokk which entailed contact details from all tourism entrepreneurs in and around
Jokkmokk. After that, the snowball method was used to find more people. This means that you
ask informants to list other people that you could approach (Bernard, 2011; Boeije, 2009). It
was difficult to come into contact with research participants, therefore the snowball method was
suitable as it is used for finding participants from populations that are hard to find (Bernard,
2011). Important when finding research participants is to build trust. When people trust you,
they might be more willing to participate in your research. Therefore, I was open about my
research and showed genuine interest in the lives and culture of the Sámi.
Data analysis
All interviews were recorded and transcribed intelligent verbatim as soon as possible after the
interview. This allowed me to alter my questions or focus point for the next interview. Also, all
field notes were written out. All data was gathered in Atlas.ti to code the data. Preliminary
codes and sub-codes were created in the last stage of the field work. During the analysis some
of the codes were altered, deleted, or added where necessary, using a bottom-up approach. The
codes were grouped into specific themes to create a better overview and find patterns. The data
was analysed by using thematic content analysis, which is a method for analysing qualitative
data by analysing, organising, and reporting on themes that are found in the data (Boeije, 2009).
This type of analysis helped to compare the answers of participants and to discover if there were
shared experiences.
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3.2 Access to the field and positionality
The initial plan for this research was to conduct the field work in the Finnish part of Sápmi
during the touristic season (January – March 2021). However, due to covid-19, the research had
to be postponed. When I prepared the field work period in July 2021, I was trying to contact a
research project on tourism in the Arctic to see how the research could complement each other.
Via this way, I contacted somebody working at the Sámi Parliament in Finland. The person
acted like a gatekeeper for the Sámi community and the response I received was unkind and
offensive. The person discouraged me to come to Finland, saying that my research proposal
was poor and Sámi people would not be willing to talk to me. To do research with Sámi in
Finland a research permit has to be granted to you by the Finnish Sámi parliament. It was
unlikely that this research permit would be granted to me after the negative encounter I had.
Therefore, I decided to change the research location to Jokkmokk in Sweden. It was not
necessary to apply for a research permit in Sweden, but I made sure that I adhered to the ethical
guidelines of the Svenska Samernas Riksförbund (SSR, an independent interest organisation
for reindeer husbandry and Sámi business and social issues) for doing research amongst Sámi.
During my field work, I noticed that this encounter with the gatekeeper from Finland had
affected my research as I was hesitant to approach Sámi and organizations. I was afraid to be
rejected again and feared that people did not want to be involved in my project. However, I
noticed that the local tourism entrepreneurs were often willing to talk to me, while organizations
who represented Sámi were more hesitant or utilised conditions for their engagement in
research projects. For example, you should be Sámi yourself or do the research commissioned
by or on behalf of a Sámi organization (personal communications, 1-12-2021).
As a researcher, it is important to reflect on your positionality as this can influence the outcomes
of your research project. During my field work, I sometimes felt uncomfortable doing research
amongst the Sámi as a non-Sámi person. People would ask about my research and if I had Sámi
heritage or if I worked together with a Sámi organization. When I explained that it was my own
interest that brought me to the topic, I felt that this was not a ‘good enough’ reason. Some Sámi
asked how the research benefitted the Sámi, as they had the feeling that Sámi have been
contributing to many (research) projects already without getting something in return. This is a
fair question as there have been done a lot of different research projects in Sápmi. This made
me question my research and why I started it in the first place. But, some interviewees were
happy with my research, because it creates more attention to Sápmi and the struggles of the
Sámi. Some interviewees asked if I would make recommendations for the tourist sector that
they could use. This was not my initial plan, but after multiple requests, I decided to include
recommendations to develop. Furthermore, there is much interest in doing research amongst
Sámi people and therefore you risk research fatigue. Some of the people I approached for an
interview told me they had been asked already many times and did not want to participate
anymore. Because of this, I was not able to do interviews with some of the established
entrepreneurs in the tourism sector in Jokkmokk. However, I respected their choice to not take
part. Being Sámi or of Sámi heritage would have made it easier to find research participants.
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4. Case description
Before moving to the results, the context of this research will be set and the case study will be
described. It is important to know about the history of the Sámi in Sweden to understand their
position in society today. Also, it will be explained how the tourism sector in Swedish Sápmi
evolved, and the role of the Sámi in this. More specifically, the geographical location of the
case study, background information about Jokkmokk, and its tourism sector will be described.

4.1 The Sámi in Sweden and the tourism industry
The history of the Sámi in Sweden has been marked by colonisation and oppression. The Sámi
have been forced to abandon their religion and language (Lindmark & Sundström, 2018; Müller
& Pettersson, 2001). In the 18th century, Sápmi was colonised by Sweden and serious attempts
were made to extinguish Sámi culture (Müller & Pettersson, 2001). In the 19th century, racial
biology influenced Sámi policy, considering them inferior to Swedes based on their ‘racial
characteristics’ (Sámi Parliament, 2009). They were forced to give up large areas of land to
Swedish farmers. In 1928, the Reindeer Herding act was passed by the Swedish Parliament,
which intended to protect the traditional culture of reindeer herding Sámi (Sámi Parliament,
2009). But, non-reindeer herding Sámi had to assimilate into the wider Swedish society
(Árnadóttir, 2017). They had to give up the rights to hunt and fish on the lands of their ancestors
and often lived in poverty (Sámi Parliament, 2009). In 1950, the first National Union of the
Swedish Sámi was formed. In 1977, the Sámi in Sweden were recognised as indigenous people
by the Swedish Parliament. However, up until today, the Swedish government has not ratified
the International Labour Organization’s (ILO) Convention no. 169 on the rights of indigenous
peoples. As a result, the Sámi do not have entitled land rights, they only have the right to use
the land. This is not sufficient, as other industries such as hydropower and mines make it
impossible for Sámi to use the land (fieldnotes 11-10-2021). According to the Sámi Parliament
of Sweden, a unified, clear, and rights-based policy based on the Sámi's rights as indigenous
peoples under international conventions is still lacking. Especially, since the reindeer herding
Sámi receive a special treatment compared to non-reindeer herding Sámi (Sametinget, 2021).
According to Müller and Pettersson (2001), tourism started to grow in the Swedish part of
Sápmi due to the restructuring of reindeer herding policies which forced the Sámi to engage in
other occupations. While in other parts of Sápmi, Sámi tourism is handled by Destination
Management Organizations (DMOs), the attempts to create a DMO in Sweden have been
abandoned, as tourism has a marginal role in comparison to other indigenous industries (Müller
& Viken, 2017: 287). Still, tourism has been growing in Sweden, and also specifically in
Jokkmokk. Between 2014 and 2015 the tourism industry in Jokkmokk grew by 6%, with 30%
more guest nights than in 2012. According to the CEO of the Swedish Lapland Visitors Board,
"nature and cultural tourism is growing globally and creates great conditions for the destination
Jokkmokk to continue to develop. The origins and history of the unique Arctic nature, culture
and lifestyle meet the international and national demand for genuine experiences” (Jokkmokks
Kommun, 2016). Furthermore, the Swedish government aims at making Sweden one of the top
ten tourism destinations in the world (Visit Sweden, 2021).
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4.2 Background information on the case study in Jokkmokk
Geographical location
The Sámi call the land they live on Sápmi. This area is spread over four countries: Norway,
Sweden, Finland, and Russia. The area is partly located above the Arctic circle, which is marked
with a dotted line in Figure 2. The national borders that divide Sápmi over four countries are
for many Sámi of no meaning (fieldnotes, 7-10-2021). Also, the reindeer herds migrate
throughout Sápmi, not considering any national state borders. The field work of this study took
place in Jokkmokk and its surroundings, which is located just above the Arctic circle as can be
seen in the Figure below.

Figure 2: Map of Sápmi by Anders Suneson (Samer, n.d.)
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While in tourism brochures Sápmi is often
referred to as the far North, and a place far
away from your world, this is just a matter of
perspective. In the Swedish Mountain and
Sámi museum in Jokkmokk, a map shows
Sápmi from the perspective of the Sámi
(Figure 3). They reason from the North Pole,
and in their perspective, they live at the
centre. This is used as an eye-opener for
tourists to view the world from a Sámi
perspective and encourages you to think
differently about the region. It challenges the
image of Sápmi being ‘the end of the world’
and so far away from ‘everything’. For the
Sámi everything is right there. They refer to
their land as mijá ednama which means that
the land belongs to them. But at the same
time, it also means that they belong to the
land (fieldnotes, 17-10-2021). This shows
how the Sámi relate to their lands and the
sense of belonging.

Figure 3: Map of Northern Europe from a Sámi perspective

Description of Jokkmokk
Jokkmokk (Jåhkåmåhkke in Lule Sámi language) is a small town with about 3000 inhabitants
and is situated just above the Arctic Circle in Sápmi. The division of Sámi and non-Sámi people
living in Jokkmokk is about fifty-fifty and they live blended (interview 4, 9-11-2021).
Jokkmokk is considered the Sámi cultural capital, and many of the interviewees described it as
a special place compared to surrounding villages in the Swedish part of Sápmi. Sámi culture is
present in Jokkmokk in several ways. For example, the Sámi flag is raised in the town centre
and in the decorations on benches and walls the colours of the Sámi flag are represented (see
Figure 4). There is also attention paid to the struggles of indigenous peoples in the street scene.
There are several references made to the ILO Convention no. 169 on the rights of indigenous
peoples. Figure 5 shows a pillar that displays which countries have ratified the ILO Convention
no. 169. As explained above, Sweden did not ratify this convention, to the disappointment of
the Sámi. For the Sámi, Jokkmokk is still an important meeting place, and the winter market is
a festivity to celebrate Sámi culture and to meet family and friends from all over Sápmi
(interview 6, 17-11-2021).
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Figure 4:
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Figure 5: Reference to ILO Convention no. 169 in the
street scene

Available tourism activities in and near Jokkmokk
There are several tourism activities in Jokkmokk, but most of them are not all available all year
round. The popular seasons are summer (June – August) and winter (December – March)
(fieldnotes, 7-10-2021). During summer, tourism is mainly focused on hiking, kayaking, and
experiencing nature. During winter, the tourism activities are focused on riding a snowmobile,
dog sledging, visiting a reindeer farm, viewing the northern lights, and skiing. Besides that,
activities include cooking traditional food, storytelling and joik (which is a traditional form of
Sámi song and oral tradition). Many of these experiences can be considered ecotourism. They
are often small-scale, offering trips for families or couples. Furthermore, they take place in
pristine areas close to National Parks and nature reserves. The activities help to educate the
tourists about nature and culture in the North of Sweden.
One of the activities that can be visited all year is the museum ‘Ájtte – Svenskt Fjäll- och
Samemuseum’ (Ájtte – Swedish Mountain and Sámi museum). This museum provides
information about Sámi history and entails several exhibitions about Sámi culture. In the
museum shop souvenirs and other Sámi handicrafts (duodji) and Sámi design products are sold.
Jokkmokk holds many shops that sell duodji, Sámi design and other souvenirs. These shops sell
their goods to people from Jokkmokk and people throughout Sápmi, but also tourism is an
important source of income for these shops (fieldnotes 11-10-2021; interview 1, 16-10-2021).
Lastly, one specific event that attracts a lot of tourists from all over the world is Jokkmokks
Marknad (Jokkmokk’s Market) in February. It is largely promoted on the website of Swedish
Lapland (Stenlund, n.d.).
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4.3 Challenges for Sámi in Jokkmokk
To understand the motivations for working in tourism it is important to be aware of the ongoing
issues in Sápmi and Jokkmokk specifically. During the field work period, it became clear that
there are several issues of constant concern to many of the interviewees. There is a connection
between the history of the Sámi people, the current struggles and why Sámi decide to share
their story in tourism. Therefore, I will elaborate on the struggles that were regarded as most
pressing.
Climate change
Climate change was indicated as a challenge and a direct threat to Sámi culture. The effects of
climate change are already noticeable in Sápmi. For example, the winters are getting warmer,
which causes problems for reindeer herding. It can be -25 ℃ at the beginning of the week and
+2 ℃ later that week. This causes the snow to melt and freeze on the ground. A layer of ice
makes it impossible for the reindeer to get to the lichen they eat. The reindeer are used to digging
through snow but cannot dig through ice. Reindeer get weak and more reindeer starve each
winter (interview 4, 9-11-2021). To prevent the reindeer from starving, reindeer herders can
decide to support feed the reindeer during winter, which comes with high financial costs. Next
to this, working with reindeer is dependent on weather conditions and the weather has become
very unpredictable in the last years (interview 11, 8-12-2021). To migrate the reindeer from the
mountains to the forests during the winter, the snow and ice conditions must be good. With the
unpredictable weather and warmer winters, it is difficult to move the herds. The effects of
climate change will become stronger and more visible in the coming years.
Conflicting interests and shrinking lands
Another challenge is the multiple conflicts of interest regarding land Sápmi. The Sámi have
lived on the land for thousands of years and it is still of significant importance for Sámi culture
and lifestyle. However, other parties like the government and industrial companies have an
interest in using the land for infrastructure, mining, hydropower, and other businesses. The
interviewees feel that everybody can come in and take land, pretending the Sámi do not live
there (interview 4, 9-11-2021). To illustrate the conflicting interests in the land, one interviewee
drew a pie chart which is visualised in Figure 6. It shows how the available land for reindeer
herding is shrinking by other parties who are taking a small piece. These other parties say, ‘you
have such big lands, we only need a little bit’. But they do not have the full picture and they do
not see that the land available for Sámi is getting smaller and smaller (interview 12, 8-12-2021).
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Figure 6: Conflicting interests in land-use in Sápmi

Many of the interviewees feel that this is a big threat to Sámi culture and nature and they want
to play a role in nature protection. They feel that as long as they are on the land and fighting for
their land, they can provide resistance to other industries (interview 3, 5-11-2021). “If the Sámi
wouldn’t be here, they would have taken all the forest, there would be mining everywhere. […]
They are taking little by little. And if you have a map of Sápmi, 100 years ago and a map of
Sápmi today, you will see how the land has become smaller and smaller” (interview 2, 27-1022021).
In nature-based ecotourism activities, the area is often described as ‘wilderness’, an area of
untouched nature. It suggests that no people are living there and that there have not been people
before. However, the Sámi have been there for centuries. Describing Sápmi as ‘wilderness’, an
empty, blank space, makes it easier for other businesses to come in and use the land (interview
4, 9-11-2021). The Sámi do not feel heard. Some describe it as modern colonialization, others
describe it as the Swedish state exploiting the land and the Sámi. One interviewee argued that
colonialization is not something from the past, as lands are taken away from them every day
(interview 9, 2-12-2021).
Gállok iron mine
The possible opening of a new iron mine, the Gállok mine, a few dozen kilometres out of
Jokkmokk is of constant concern to the interviewees. 2 This is a clear example of how the
available land is shrinking as the mine itself will occupy land, but also the infrastructure going
with it. The discussion about the mine holds supporters and opponents, and splits the society of
Jokkmokk into two opposing camps (interview 6, 17-11-2021). The interviewees feel that the
municipality council is in favour of the mine and sees it as a way to bring money into the
2

At the point of writing this thesis there is not yet a formal decision made about the opening of the new mine. There are still
protests going on opposing the mine, but the minister of economic affairs has already said that there is a great need for metals
and minerals to cope with the green transition and digitalisation (SVT Nyheter, 2021).
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municipality and to develop Jokkmokk. However, the interviewees see it as an unsustainable
way of developing Jokkmokk, with long-lasting impacts, which destroy nature. They would
rather see the municipality investing in the ecotourism sector, than developing a mine (interview
7, 26-11-2021). One interviewee argues that the reindeer herders are seen as hindering the
development of industry in Jokkmokk as they are against the mine (interview 6, 17-11-2021).
In these struggles about land, interviewees argue they are not taken seriously and that their
rights are not acknowledged. They have the feeling that decisions are made for them (interview
3, 5-11-2021). They have been living on the land for decades, but when it comes to making
decisions about the land, they are not included.
They are people who have not been growing up in this culture, who have not learned
about these lands, and haven’t used them for their entire lives. They want to make
decisions about this land. But the people that have the most information about this
land, is we. So, in my opinion, we should be able to make a better decision than
anyone else (interview 1, 15-10-2021).

This suggests paternalistic behaviour from the Swedish state over the Sámi people. The issue
about the mine has received great attention in Sweden and also internationally. Greta Thunberg
has directed attention from all over the world to this issue by sharing a post on her Instagram
account.3 Also, UN experts on the rights of indigenous peoples and human rights and the
environment have asked Sweden’s government to withhold a license for the mine (SVT
Nyheter, 2022). The matter is seen as neocolonialism, exploiting the Sámi and their natural
resources.

3

Instagram post of Greta Thunberg https://www.instagram.com/p/CZWbG-qs3Dx/?utm_source=ig_web_copy_link
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5. Results
5.1 Dominant discourses about Sámi in ecotourism
I made use of Critical Discourse Analysis (CDA) to answer the first sub-question: What
discourses about the Sámi can be found in ecotourism promotion? Ecotourism activities in
Sápmi are partially based on nature, such as northern lights hunting and canoe/kayak tours, but
several activities also focus on culture, like visiting a reindeer farm or making/buying
handicrafts. Common themes and patterns have been identified in writings and images about
Sámi in ecotourism. The CDA does not aim to make a judgement about the discourses that are
used but is used to help understand the representation of Sámi in ecotourism. Several quotes
are used to illustrate the discourses. The quotes from Dutch texts have been translated to
English, and an overview about of the translated quotes and the original text can be found in
Appendix 1, Table 4.
Sámi have a special bond with nature
Almost one-third of the coded text is about Sámi and their relation to nature. A substantial part
of these texts emphasises the relation between Sámi and reindeer. The same applies to the
pictures that are used. 16 of the 23 pictures that were analysed portray reindeer. Especially in
the texts of Dutch ecotourism providers (Voigt Travel, n.d.; Riksja Travel, n.d.), the focus is on
reindeer while in the Swedish texts there is more emphasis on how Sámi live off the land, using
what nature provides them. For example, Sámi have unique knowledge about the natural
resources in the region (Destination Jokkmokk, 2021).
The webpages from Riskja Travel and Silba Siida both focussed on selling activities with
reindeer to tourists in the form of a day trip to a Sámi farm. It was emphasised that Sámi were
dependent on their reindeer for transportation, and that reindeer have played, and still play, a
key role in their livelihood.

Everything here is about reindeer. You will feed the reindeer, take a ride in a reindeer
sleigh and learn everything about the traditional daily life for the Sámi people
(RiksjaTravel, n.d.).

Furthermore, all websites entailed at least one picture in which reindeer were presented.
Multiple pictures showed an interaction between the reindeer and a Sámi person, such as petting
or feeding them (Figure 7 & 8).
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Figure 7: Picture from Riksja Travel (n.d.)

Figure 8: Picture from Voigt Travel (n.d.)

Sámi culture is an experience
This theme matches the intended purpose of the texts, which is selling ecotourism experience.
Besides providing the reader with information, all texts focussed on convincing you to choose
Sápmi as your next destination. Riksja Travel and Silba Siida advertised for meeting reindeer
and described their activities as ‘an experience’. The other texts described how you can
‘experience’ Sámi culture, using words such as ‘spectacular’, ‘unique’ and ‘amazing’. These
words invoke a certain feeling in the reader. The goal is for you to get excited and wishing to
go there. These words contribute to portraying Sámi culture as something spectacular. Multiple
cultural features of Sámi traditions and livelihood are sold as experiences to tourists, such as
reindeer herding, ice fishing and making handicrafts. Portraying cultural features and traditions
as experiences contributes to the commodification of culture, which fits into neoliberal
ideologies. Culture has become a commodity and is sold to everyone who wants to pay for it.
This is illustrated by the following quote:

If you want to go for the full-on reindeer experience, then visit Nutti Sámi Siida for
a reindeer sledging trip or try hiking with a Sámi guide and make your base at the
wonderful Reindeer Lodge (Visit Sweden, n.d.).

The Sámi are unique and traditional
The third theme is linked to the second and presents Sámi and their livelihood as unique and
traditional. All texts focus on the traditional livelihood of the Sámi, or specific parts of this
traditional livelihood such as reindeer herding. The livelihood activities are described with
words like ‘traditional’, ‘authentic’, ‘peaceful’ and ‘unique’. Next to that, attention is paid to
the fact that a few Sámi still live like this. For example, Voigt Travel states that only a few Sámi
still adhere to the traditional livelihood of hunting, reindeer herding and living a nomadic life
in tents. Especially Destination Jokkmokk emphasises how contemporary Sámi culture is
present in Jokkmokk and how you might not always recognise it as it is not only about bright
coloured clothing and reindeer (Figure 7 & 8).
When you visit Jokkmokk you will, if you pay attention, notice that Sámi culture is
always present - in the form of language, traditions, handicraft, and reindeer herding.
It's a natural part of everyday life, but without the colourful attributes, you might
expect (Destination Jokkmokk, 2021).
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Voigt Travel states that there is a need for preserving Sámi culture, which in turn reinforces the
statements that the Sámi and their livelihood are unique and special.

The Sámi have, like other indigenous peoples like Indians and Maori, an ancient
history and a unique culture. For a long time, this was denied: (…). Meanwhile, there
is a realisation in Scandinavia that this important cultural inheritance cannot be lost
(Voigt Travel, n.d.)

To strengthen this sense of uniqueness of Sámi culture, it is emphasised that Sámi have their
own language and parliament. This all contributes to the Sámi being presented as ‘the Other’.
A geographical distance is created by stating that they live in ‘the far North’, in a place where
you can get away from everyday life, which is peaceful and quiet. By using these words an
image is created about Sámi living in a place where time stood still, outside modernity. This
can be linked to the work of Said (1978) on Orientalism and ‘Othering’.
Sámi culture is a unique nature experience
A similarity in the aforementioned themes is that they focus on how Sámi culture is different
from other cultures and that therefore you must visit the Sámi. The first theme focuses on how
Sámi have a special bond with nature. The second theme emphasises that Sámi culture is an
experience. Lastly, the third theme emphasises that Sámi and their livelihood are unique and
different from yours. Everything considered: a unique nature experience. The representations
of Sámi in the Swedish and Dutch texts are quite similar. However, the Swedish texts provide
more background information about contemporary Sámi culture compared to the Dutch texts.
Although the sample size of this discourse analysis was small, it provided a useful insight into
the discourses that are used in ecotourism with Sámi culture. This served as input for the
interviews in the field. For example, in most of the texts, the Sámi do not speak themselves,
they are spoken for. Only Silba Siida is run by a Sámi couple and thus the text is written from
a Sámi perspective. However, there are no clear differences in the discourse they use in
comparison to the other ecotourism companies. They contribute to the discourse of Sámi culture
as a unique nature experience. The findings were discussed during the interviews to investigate
how Sámi feel about these representations in ecotourism brochures and how they would like to
represent themselves.

5.2 The benefits of ecotourism
Earlier research about the commodification of indigenous culture shows that it can have
beneficial effects for the indigenous group involved. It is for example seen as a possibility for
the indigenous group to develop economically (Niskala & Ridanpää, 2016; Pettersson, 2006).
However, this might not fit the situation of the Sámi in Sweden, as it is not considered a
developing country. Therefore, this chapter answers the sub-question: How do Sámi create
opportunities by engaging in ecotourism with a focus on Sámi culture? Multiple reasons for
engaging in the tourism sector and associated benefits were mentioned. The answers have been
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brought together into three main categories: sharing your story, educating about Sámi culture,
and enabling a reindeer herding lifestyle.
A platform to share your story
The most frequently mentioned reason to work in ecotourism is for Sámi to share their story
and raise awareness about the struggles of Sámi people today. Eight out of twelve participants
mentioned this as their main reason for engaging in tourism. When they bring tourists to their
reindeer, into nature, or drink coffee in the lávvu (Sámi tent) they could speak about what they
think is important. Having your own tourism company allows you to talk freely and uncensored
to tourists (interview 4, 9-11-2021). Some of the interviewees want to challenge the narrative
about Sámi that can be found on the internet and the narrative the Swedish State spreads. This
possibility is considered valuable.
I don’t have a boss that would say ‘well, that was unnecessary, did you have to be
so hard on the Swedish government or did you really have to say these things about
blablabla’. I can say whatever I want. It is my story. […] I get to tell what I think is
the truth (interview 4, 9-11-2021).

By sharing their stories, the interviewees hope to create a better understanding of the Sámi, how
they live and what their struggles look like nowadays (interview 3, 5-11-2021). For example,
they want to raise awareness for climate change and how this creates struggles for the Sámi.
Climate change is real, and the effects are already visible in Sápmi. It is affecting nature and
reindeer herding (interview 2, 27-10-2021). Due to climate change, the Sámi must keep an
increasing amount of reindeer at home every winter as a layer of ice makes it difficult for the
reindeer to find food (interview 11, 8-12-2021). One interviewee describes that when she takes
tourists to the starved and weak reindeer, she uses this as a starting point to talk with them about
climate change and the consequences (interview 4, 9-11-2021).
Another struggle is that the available land in Sápmi is shrinking, resulting in smaller grazing
lands for the reindeer. Using tourism as a platform to tell their story is also about gaining ground
and showing that they are living there and have always lived there (interview 9, 2-12-2021).
They feel that their land rights are not acknowledged. Companies and multinationals misuse
discourse of Sápmi being a ‘wilderness’, suggesting that no people are living there, which
increases their chances to use the land (interview 4, 9-11-2021). By sharing with the tourists
how mines, hydropower, forest industry and green energy are affecting the environment and
take their land, the Sámi hope that people understand why these industries are problematic.
So it is a lot about telling our stories, about that we have been on this land. Because
the mining industries are coming in. Everyone is just coming in, taking this land and
they just pretend that no one has been here. They just pretend that we don’t exist. So
if anyone could just say ‘no, but we know a Sámi’, or ‘we heard about the Sámis’ or
‘we met Sámis in Jokkmokk’, you know, it means a lot (interview 4, 9-11-2021).
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The quote illustrates the hope that tourists will spread the struggles of the Sámi in their network
and create awareness about their situation. This is the main goal of the tourism activities from
the perspective of the interviewees. They wish for the tourists to share what they have learned
with their friends and family, so they can share it in their network and so on (interview 12, 812-2021). One interviewee describes this jokingly as “the hidden agenda of my tourism
company” (interview 5, 17-11-2021). For this reason, engaging in tourism can also be seen as
a type of activism to create awareness for their struggles and rights, by using ecotourism as a
platform. This is interesting for two reasons. First, in literature, almost no attention is paid to
the potential benefit of using tourism as a political platform to share your story and raise your
voice. Second, it could be questioned to what extent this method of raising awareness is efficient
as it is a slow method. Moreover, when tourists come back to their day-to-day life after vacation,
what they learned about the Sámi might fade into the background.
The struggles that are described in this paragraph are seen as endangering Sámi culture and
therefore the Sámi use tourism to raise awareness. At the same time, these struggles are also
regarded as hindering the tourism sector in and around Jokkmokk. The possible opening of the
Gállok mine about 40 kilometres out of Jokkmokk will complicate the reindeer herding, leave
irreversible damage to the environment. But, according to the interviewees, the opening of a
new mine will change society’s dynamics, which will make it less attractive to tourists
(interview 4, 9-11-2021). One interviewee argued “I feel like that if we have a mine, we can’t
have those good tourism companies. I wouldn’t feel good as a traveller to go for nature and
culture to a place and visit a family and then they would have a big mine” (interview 5, 17-112021). Many tourism activities are nature-bound, but it happens that the areas used for tourism
activities are not available anymore, because other industries use them. “I know a lot of other
tourism companies… suddenly their forest where they have had their guided tours is gone!”
(interview 3, 5-11-2021). If other industries keep coming to Jokkmokk and its surroundings,
they will soon have no place to go to with the tourists (interview 10, 7-12-2021).
Educating tourists and challenging stereotypes
A second benefit of working in ecotourism is the opportunity to educate tourists. The
interviewees feel there is a need to educate others about Sámi culture as they cannot trust other
people to do it for them, or at least not in the right way (interview 5, 17-11-2021). There is
hardly any attention paid to Sámi culture and the history of colonialism in schools in Sweden
and other European countries. Still, children are growing up thinking that Sámi live in tents and
work with reindeers up in the mountains (interview 9, 2-12-2021). One interviewee explained
that she feels the need to educate others and do whatever she can to spread knowledge about
the Sámi, and said “we cannot just sit and depend on that the government will do their job, that
Europe will teach about Sámi in schools. I mean we are a long way away from that. So, I just
wanted to pull my stick and say ‘I will do whatever I can’” (interview 4, 9-11-2021). This urge
of having to educate others yourself is shared by multiple interviewees. Some feel that the
government, on purpose, does not teach Swedish children about the history of colonization and
the suffering they caused the Sámi (interview 5, 17-11-2021).
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There is negligence and effort to make the indigenous cultures something that you
don’t really see. I think it is a strategy. Then it becomes easier to ignore the rights.
If Sweden would have to live up to its nice words in the UN about human rights,
imagine what kind of things they would have to do here! Where are the mines, where
do they cut the trees, where do they create the money from the hydropower? It is in
Sápmi (interview 3, 5-11-2021).

Beyond that, they want to challenge the stereotypes about Sámi culture and give the tourists a
‘genuine’ and ‘true’ image of what Sámi culture is. One interviewee argues he wants to show
that Sámi are just like other people, they just have a different job than most people (interview
2, 27-10-2021). The aim is to explain the reality that Sámi are facing, not going along with what
the tourists wish to see or hear. “They have to understand the reality, so they don’t think ‘oh
she has put on her finest clothes, the gákti [traditional clothing] and has reindeer in a coral.’ I
want them to feel that it is a real” (interview 5, 17-11-2021).
According to multiple interviewees, there is a need to show real Sámi culture, as in other
touristic hotspots in Sápmi often a fake image about the Sámi is portrayed. This is especially
true for Rovaniemi in Finland. There, Sámi culture is exploited in an old-fashioned way. This
is not (yet) the case in Jokkmokk, “we are who we are [...] we don’t have to play. We don’t
have to put out, as in Finland, no, we are real” (interview 9, 2-12-2021). The reference to
Finland was made by almost all the interviewees. They argue that what is sold there as Sámi
tourism is fake and not authentic. One interviewee even argues “in Finland, they rape, they
hijack Sámi culture, but here [in Jokkmokk] you cannot do it. Because if you do, you got some
big problems” (interview 10, 7-12-2021). The exploitation of Sámi culture in Finland and the
effects of this will be elaborated upon further in the next chapter on how the commodification
of culture marginalises Sámi people.
Ecotourism activities in Jokkmokk can be described as “an educational experience” (interview
12, 8-12-2021). It helps to explain why the Sámi are who they are. There is quite some
misunderstanding about reindeer herding and Sámi in Sweden which leads to racism and
violence. Therefore, it is important to create a better understanding and explain why the Sámi
need certain rights and why they cannot keep the reindeer enclosed like other cattle. The goal
is to challenge the stereotype, even though this often attracts tourists to Sápmi in the first place.
“Even the ones that are trying to give a more nuanced picture, they need to lean on these
stereotypes to get people here. But then when they are here, we are able to tell them a bigger
story” (interview 1, 16-10-2021).
Enabling reindeer herding
Another important benefit of working with cultural tourism is the added income that it provides.
Even though many of the interviewees did not mention this as the main reason to work in
tourism, it is still an important motivation. Many of the interviewees need to tap into other
sources of income as living from reindeer herding alone does not generate a full income.
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You can work full-time with reindeer, like the time and effort and everything. But
from an income perspective… today it costs a lot to work with reindeer since we
have the climate changes that are affecting it (interview 5, 17-11-2021).

The money generated through tourism enables Sámi to keep pursuing a reindeer herding
lifestyle. “I am quite happy to have this tourist leg as it makes money. […] The purpose is just
to get a small income that can help me with my reindeer lifestyle during the year” (interview
12, 8-12-2021). Although tourists can regard the experiences as quite expensive, the
interviewees do not get rich from working in tourism. One interviewee says jokingly, “if I
wanted to be a millionaire, I would definitely do something else” (interview 4, 9-11-2021).
Another interviewee argues that he was never good at economic sustainability, as he has never
been in it for the money and cannot make a living out of his tourism company (interview 3, 511-2021). Even if working in tourism does not provide a stable and sufficient income, the
reindeer herding interviewees do it mostly because of the reindeer. Tourism provides an extra
income which is necessary to support feed the reindeer in winter. Their well-being is the number
one priority (interview 2, 17-10-2021).
The costs of support feeding the reindeer are high. One interviewee said that she thought about
a way of making money out of this need to support feed the reindeer. “We can’t stay support
feeding and, in the end, we will have to sell reindeer to slaughter, to be able to pay the costs of
what it cost to save them” (interview 4, 9-11-2021). Weak reindeer are now worth more alive
than dead. Tourists can buy an experience where they help feed the reindeer, pet the animals
and take photos. Tourists are sometimes also a great help for the Sámi, “actually they do a real
effort helping us feeding them and just being a part of what we would do anyway” (interview
8, 28-11-2021). Thus, tourism enables the reindeer herding Sámi to make some extra money
out of activities that they would do anyway. The tourists follow them to their reindeer in the
coral and are shown the day-to-day work.
This shows how the Sámi are actively creating opportunities out of negative impacts of climate
change, to keep pursuing a reindeer herding lifestyle. Reindeer herding is for many Sámi
connected to the core of their culture and therefore they do not want to give up this lifestyle.
Besides that, they feel a responsibility to the reindeer. “It is not so much for me. It is because
of the reindeers. Because I live for them, they are my life and I will do everything for them”
(interview 2, 27-10-2021). Bringing tourists also enables them to engage with their culture
every day. One important reason to engage in tourism is also to give their children the possibility
to live the same life as they have lived (interview 12, 08-12-2021) and care for the reindeers in
the best way they can.
The other most obvious jobs available in the area are working in the mining or hydropower industry.
Some of the interviewees have done this, but others will never do it. The mining industry has a severe
impact on nature, and complicates reindeer herding. Working in ecotourism, small-scale and naturebased is considered the better and more sustainable option. Where the industries leave lasting traces, in
ecotourism they can guide their guests through nature and show them how to use nature without
destroying it (interview 3, 5-11-2021). While working in ecotourism might contribute to the stereotype
of Sámi, it is seen as less harmful than the effects of the other industries.
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What should I do? Should I go work for the mine? That destroys our nature forever?
Or should I be part of tourism that exploits our culture? Well, I might choose tourism
then. And then I can influence how much of exploitation of culture that is (interview
1, 16-10-2021).

There is a wish for more tourism activities in the region as this can bring money into the
municipality without opening a mine. “I want more Sámi to work with the tourists. Instead of
working in the mine or taking a job in, I don’t know... why not work with the tourists. It is a
good place to work!” (interview 9, 2-12-2021). Many Sámi have great stories to tell and know
beautiful places to bring tourists to, but they are not taking the opportunity to do this (interview
4, 9-11-2021).

Jokkmokk is full of people who love to be out in the forest, they like hunting, fishing,
they like hiking whatever, and they can make money out of it! They can do it for a
living! And instead, they decide to go to Gällivare and work in the mine, because it
is such good money (interview 7, 26-11-2021).

Engaging in tourism is described as making money while doing the same things you would
otherwise do without “having to crawl into a mine to get actual money” (interview 8, 28-112021). It “creates local business without destroying the resources” (interview 3, 15-11-2021).
This is not possible with mining, hydropower and forest industry, which are all impacting the
grazing area of the reindeer and destroying nature. However, the interviewees believe that the
tourism sector is not taken seriously by the municipality. When it comes to the development of
the tourism sector, there is no money available from the municipality (interview 3, 5-11-2021).
“Politically, they are all pro-mine. I think the tourism sector has been quite marginalised”
(interview 7, 26-11-2021). The municipality does not see what opportunities tourism brought
and can bring to Jokkmokk.
Two critical notes must be made regarding the results of this paragraph. First, the sustainability
of tourism in Sápmi can be questioned as tourists often come by plane from all over the world
to buy ecotourism experiences. Travelling by plan contributes to climate change, which is
identified as one of the main threats to Sámi culture and reindeer herding. The interviewees
admit that this is a problem, but they feel that the people who buy ecotourism experiences are
more aware of this, and try to travel in a sustainable way (interview 4, 9-11-2021). One
interviewee believes that the positive consequences outweight the negative. “Bringing people
here, sharing my story, getting people to love the reindeer and nature brings more good than if
I would not do it. Even if that creates pressure on the climate” (interview 3, 15-11-2021).
Second, even though few of the respondents stated that money was the main reason to engage
in tourism, it became clear that the income provided by tourism is important. It can be
questioned if truly money is not the main reason, or if this is a less socially desirable answer.
Somebody told me that it would not be appropriate in Sámi culture to say that you are in it for
the money (fieldnotes, 24-10-2021). Nonetheless, it seemed that the Sámi that were interviewed
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had a different understanding of what is valuable than the dominant view nowadays. During a
conversation about reindeer herding with a group of people one person, who was a businessman,
argued that you cannot make money out of reindeer herding. The reindeer herder responded,
“you got the money, but I am rich” (fieldnotes, 3-12-2021).

5.3 Commodification and marginalisation
In literature about indigenous culture and tourism, possible negative effects of the
commodification of culture are also highlighted. The commodification of culture can for
example lead to a loss of culture and alienation (Pettersson, 2006; Shepherd, 2002), a
marginalised position in society (Niskala & Ridanpää, 2016), or exploitation of culture when
the indigenous group itself is not in control (Olsen, 2016; Wearing & Neil, 1999). This chapter
answers the sub-question: In what ways do Sámi feel marginalised or excluded by the discourses
about them and by the commodification of Sámi culture in ecotourism? The findings have been
divided into three main categories. First, the commodification of culture can lead to sustaining
stereotypes about Sámi culture, which leads to marginalization in society. Second, it can lead
to the exploitation of culture. Thirdly, commodification of culture can create pressure from the
tourism industry to maximise profits and comply with tourists’ demands.
Stereotypes about Sámi can be sustained by the commodification of culture
As described in the previous chapter, education about Sámi people in schools in Sweden, and
Europe, is lacking and therefore Sámi take on this task themselves. As a result of inadequate
education, and discourses in tourism, a stereotypical image about the Sámi prevails. The
commodification of culture can contribute to, and sustain this stereotype. The interviewees do
not want to contribute to the stereotypical image, their goal is even to challenge it and display
a more nuanced image of the Sámi. They argue that the stereotypical image can lead to tourists
having wrong expectations about Sámi culture. This results in the tourists looking for this
stereotyped image of Sámi culture when they come to Jokkmokk.

We often get questions about where they can see a Sámi village, or where they can
visit Sámi people. Some are disappointed when they find out it is not as the
brochures say. That this is how Sámi people live, they live like everyone else
(interview 6, 17-11-2021).

Many people do not know that most Sámi live in houses instead of a nomadic lifestyle in tents.
Some tourists think Sámi still follow the reindeer throughout the year and wear colourful
clothing (interview 12, 8-12-2021). Tourists are looking for Sámi in their gákti (traditional
clothing), and for example ask where they can see a Sámi wedding so they can see Sámi in their
traditional clothing (interview 7, 26-11-2021). They can also ask ‘where can I see a Sámi’,
meaning they want to see Sámi in the way they are portrayed in many touristic brochures
(interview 10, 7-12-2021). In Jokkmokk it is not possible to ‘see a Sámi’ in the way tourists are
looking for. As a result of these stereotypes, Sámi working in tourism have been blamed by
tourists for not looking ‘Sámi enough’. Most of them wear working clothes when working with
reindeer because this is most practical. One interviewee explains that the tourists who followed
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him to the reindeer expected to see a Sámi in traditional clothing. They had a romanticised idea
in their head of what working as a reindeer herder would look like. They complained that the
work was too heavy, that it was too cold and that they just wanted to pet the reindeer. However,
changing the experience to fully comply with the expectations of tourists is not an option, the
goal is to show the real-life of Sámi people today (interview 11, 8-12-2021).
Furthermore, the stereotypical image has links with exoticism and racism. People can argue
someone looks particular Sámi based on facial features, while others have to convince tourists
that they are Sámi (interview 6, 17-11-2021). This is experienced as offending, especially as
Sámi have been oppressed using racial biology (interview 5, 17-11-2021). Having to explain
that you are Sámi even if you do not look like the pictures in brochures is considered exhausting.
Moreover, the stereotyped image of Sámi culture influences the position of the Sámi in society.
If they are seen as people that live a basic life outside modernity in areas where there are no
basic facilities, and that they are satisfied with this lifestyle, people do not understand that they
also have wishes and needs. “If people believe actually that we live like that and look like that
and that we don’t need anything more.. that we don’t need the same standard as every other
Swedish people, […] then how can they fight for us?” (interview 5, 17-11-2021). During the
period of colonisation, specific narratives about the Sámi and their culture were used to oppress
them. For example, that they were uncivilised and had smaller brains. Some of the interviewees
feel that by reiterating the stereotyped image of Sámi in tourism and media they are still seen
as less intelligent and not able to make their own decisions (interview 1, 16-10-2021).

It feels like they [the Swedish government] still see us as less intelligent. That we
are not able to make a reasonable decision. They have to take it for us. […] Sweden
takes the decision, the Sámi are not capable of doing this (interview 3, 5-11-2021).

This feeling of not being taken seriously when it comes to making decisions about the land is
widely shared. “And colonization, it is still going on today. Everybody talked about what
happened 400 years ago, it is worse than ever today!” (interview 9, 2-12-2021). When these
stereotypes are reiterated in tourism rather than challenged, the Sámi remain in a marginalised
position in society. Therefore, the interviewees take it as their responsibility to challenge the
stereotype and educate tourists, however, this is also considered a burden as it is exhausting and
tiring to answer the same questions repeatedly and explain the basics about their culture over
and over again (interview 5, 17-11-2021).
Cultural exploitation
Another way in which the commodification of culture can have negative impacts is when nonSámi, use Sámi culture to create tourism businesses. This is a well-known phenomenon when
it comes to indigenous tourism. As a result, indigenous people are not in control of how their
culture is commodified and the benefits are not equally shared. In general, the interviewees feel
in control about how Sámi culture is commodified in and around Jokkmokk. Tourists who are
buying experiences with Sámi culture in Jokkmokk can trust that it is a genuine Sámi experience
organised by Sámi people (interview 1, 16-10-2021). However, they have seen that in other
parts of Sápmi this is not always the case and especially Rovaniemi in Finland is specified as a
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terrible example where Sámi culture has been hijacked by non-Sámi. “In Finland, the way they
sell the Sámi culture to tourists… it’s terrible. It is not true in any way, what they are doing and
what they are selling” (interview 2, 27-10-2021). In Rovaniemi, advantage is taken of Sámi
culture by commodifying culture in stereotypical ways to serve tourists. “They will use maybe
some pieces of the gákti for their [non-Sámi] guides in a bigger tourist company for example”
(interview 5, 17-11-2021). When tourists believe that this is what Sámi culture is, and want to
experience this in Jokkmokk, they will be surprised. “Finnish Lapland has made things
complicated. Because that is where the Sámi culture has been badly exposed, and in a made-up
way. They are responsible for making people expect crazy things like ceremonies” (interview
8, 28-11-2021). When tourists are looking for these staged activities, they might prefer going
to Rovaniemi instead of Jokkmokk. In this way, Sámi people might miss out on business
opportunities. Even though the situation in Rovaniemi has made it obvious that Sámi culture
can be exploited by non-Sámi, many of the interviewees are not afraid that it will become like
this in Jokkmokk. Nobody would pretend to be Sámi to make money out of it, as it is a closed
community. “I haven’t seen any tendencies to it in Sweden. And when someone steps out of
line, they are publicly shamed, so they kind of have to stop. […] I think social control is a
powerful tool to stop people from being assholes” (interview 1, 16-10-2021).
Another way of exploiting Sámi culture is using the Sámi for political ends. For example, to
tell a positive story about the position of the Sámi in Sweden and how Sámi and other Swedes
live together. Or, when Jokkmokk’s municipality uses photos of Sámi in their traditional
clothing and with reindeer to promote the winter market to tourists, while in other situations
they do not pay attention to the needs of the Sámi or their rights (interview 1, 16-10-2021). One
interviewee says she feels that their culture is used only when others see fit.
It is so sad that in my, and other people’s feelings, Jokkmokk municipality is just
advertising or communicating this picture when it fits them. When it comes to
business for real, they can sell us away and have a mine. You can’t communicate
‘oh we are so proud of Sámi people’ and then have a mine that will ruin Sámi culture
and reindeer herding the next day (interview 5, 17-11-2021).

It should not be like this, they need to be included in decision-making processes, not only when
the government wants to promote a positive picture. “We can’t be in a box and the government
takes us out when they need us, to show us” (interview 9, 2-12-2021). Most of the interviewees
became upset and frustrated when talking about these issues. They believe that the Sámi should
be in control of their portrayal. When others exploit Sámi culture in tourism or the media, this
is marginalizing the Sámi as their control over how they want to portray themselves is taken
away. The stereotype about Sámi as people who are wearing colourful clothes and are with
reindeer all day is reinforced. While this is exactly the image the interviewees want to challenge
during their tourism experiences.
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Pressure from the tourism industry
Since Sámi culture is something that can be sold through experiences and souvenirs, it is subject
to market forces. The Sámi I interviewed state that money is not their main motivation and they
will not get rich from it. But within the tourism sector, others aim to gain as much profit as
possible. There are large tour operators that want to include short and cheap Sámi experiences
in their tours to comply with the wishes of tourists. Shortening the tours will leave less time to
create a nuanced and full picture of Sámi culture. “How to explain a culture in 5 minutes? It is
impossible!” (interview 9, 2-12-2021). Furthermore, it will lead to more scripted activities with
less time to talk to people about their struggles. Also here, references to the tourism sector in
Finland are often made. It is described as a factory, designed to make a lot of money in a short
time (interview 10, 7-12-2021). Furthermore, it is difficult for the Sámi entrepreneurs to plan
activities far in advance, as they never know if it will fit their schedule. For many, the reindeer
herding work is still the main occupancy and tourism is subordinate to that (interview 11, 8-122021). Tourists often start planning their trips far in advance and want to set dates for certain
activities. “The main issue that I hear from some people is that we can’t schedule and promise
long ahead. We can’t. Because something can happen with the reindeer. Maybe we will have
not any reindeer in coral next winter” (interview 5, 17-11-2021).
Besides the large tour operators who suggest creating shorter and cheaper experiences, there
are also requests from tourists for short experiences where they can pet and feed reindeer. In
and around Jokkmokk there is an untapped market for such short visits with reindeer (interview
6, 17-11-2021). However, many of the interviewees do not want to reduce their experience to a
short visit which is asked for by tour operators and tourists (interview 11, 8-12-2021). Their
main goal is to share their story and educate others about their culture. When people just come
in, pet reindeer, pay, and leave, the experience would be hollow and less meaningful for both
tourists and Sámi entrepreneurs. On the other hand, there are wishes to visit Sámi at their home
and have overnight stays, which causes privacy issues. Most of the interviewees argue they
would not be able to do tourism full-time as it is exhausting to bring people into your life
(interview 11, 8-12-2021). “There is a lot of demand for visiting Sámi people at their home.
And for me as a Sámi person, I would not like to have guests in my home. Somewhere I just
need to be me and be with the family” (interview 3, 5-11-2021). However, in most of the
tourism experiences, the tourists come into the private sphere as the tourism experiences are
based on private life. Some interviewees are still struggling with these demands and pressures
from the tourism industry to make the activities more accessible. Others already decided that
they will focus on more exclusive, high-end tourism where people get private tours. One
interviewee who is currently not offering Sámi tourism, but considers restarting his business,
wants to focus on exclusive tourism for small groups. He wants to serve people who are
genuinely willing to learn about Sámi culture and reindeer herding. He does not want to offer
experiences where people just pay a small amount of money to see and pet reindeer and want
to leave after that (interview 11, 8-12-2021).
Sustainability is a key reason to not give in to the pressure of offering cheaper and shorter
experiences. They believe the impact on nature will be bigger when you invite large groups
than when you have a small group. It will be difficult to leave no traces in nature when you
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bring a bus with 60 people into nature, but you can do it when you bring just four to eight people
(interview 3, 5-11-2021). Furthermore, large groups cannot enter the coral, as this will scare
the reindeer and is detrimental to having a close encounter with the reindeer (interview 8, 2811-2021). When weighing costs and benefits, small, private groups are seen as the better option.

In my mind, it is better to take up one oil sheikh and make him pay a lot more than
to bring up ten customers that pay little. So, I think the high and exclusive we could
make more money and still have less impact (interview 1, 16-10-2021).

Instead of giving in to the pressure from tour operators to shorten tourism experiences and make
them more affordable, the strategy seems to be to make the experiences more exclusive,
attracting a certain type of tourist that is willing to pay for this. This is problematic from a social
point of view as many people are excluded. Furthermore, it seems to be inconsistent with the
motivation to spread knowledge and raise awareness. Only a few people will have the
opportunity to buy tourism activities, hence only a small group to educate. Offering shorter and
cheaper experiences might be more accessible to a larger public, and more people can learn
about the Sámi. Even though it might be difficult to create a full and comprehensive
understanding of Sámi culture in a short experience, more people can become aware and can
spread the knowledge at home.

5.4 A Sámi perspective on authenticity
As described in the conceptual framework the concepts of indigeneity and authenticity are
linked to each other. Indigenous tourism is often based on an act or presentation of authenticity.
This is what tourists are looking for when they buy into indigenous tourism experiences.
MacCannell (1973) argues that in tourism authenticity is often staged for tourists, which leads
to inauthentic experiences. This chapter will answer the sub-question: How is authenticity
defined and commodified by the Sámi in Jokkmokk? This chapter will elaborate on how the
Sámi entrepreneurs struggle with being ‘authentic’.
Who decides what is authentic?
The stereotyped image of the Sámi that can be found in many tourism brochures is often seen
as a portrayal of what ‘authentic’ Sámi culture looks like. As described in the previous chapter,
this creates certain expectations on the side of the tourists. Other words that are linked to
authenticity are ‘traditional’, ‘genuine’ and ‘real’. Many of the interviewees describe their
tourism experiences with these words. They argue that the way they do things is ‘real’. Even
though this might not be the same way as it was done generations ago. “This is the traditional
way, the way I do it today. I can’t do it any other way, otherwise it is fake” (interview 2, 2710-2021). This does not mean that the old way of living has been abandoned. They try to
incorporate the old way of living in modern society, but it is hard as there have been large
impacts on the reindeer herding lifestyle because of climate change and industries using the
land (interview 12, 8-12-2021).
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Furthermore, Sámi culture should not be seen as static, but as something that is always changing
and evolving. Therefore, what is ‘real’ and ‘authentic’ Sámi culture is also changing and it has
always been changing. ‘The’ Sámi culture does not exist. How culture is expressed and how
things are done differs between villages and families (interview 10, 7-12-2021). Therefore, the
Sámi entrepreneurs can only explain things from their perspective and talk about how their
family used to do things (interview 8, 28-11-2021). “There are as many ways to keep your
reindeer, as there are reindeer herders” (interview 4, 9-11-2021). Sámi tourism is thus diverse,
but tourists might have a more linear view about what Sámi culture is, based on stereotypes. As
a result, some interviewees have been accused of inauthenticity and their ‘Sáminess’ was
questioned.
Who says culture is only a culture when it hasn’t changed in thousands of years? I
think it is crazy when people say that! I am not less Sámi because I have a
snowmobile. I think that is a key factor in why we can still keep up with the society
that is growing around us (interview 4, 9-11-2021).

Sámi culture is always developing, but that does not mean that there is no value put on the
traditional ways of doing things, and árbediehtu (traditional knowledge). This should be
respected as history has proven these ways as successful. But when an innovative technology
develops, why not test it? The Sámi have always been open to change (interview 1, 16-102021). There is a sense of proudness when the interviewees talk about how Sámi culture has
changed and how they keep finding new ways to engage with their traditional lifestyle in
modern times (interview 4, 9-11-2021). The Sámi have always been interested in innovation
(interview 1, 16-10-2021) and “I think that is the key factor why the Sámi community is so
strong and the culture is still so strong. Because we are developing. We have to develop”
(interview 4, 9-11-2021). The ability to adapt to new situations defines real Sámi culture. This
is what they want to show also in tourism, even though it is not per definition the authenticity
that tourists are looking for.
Use of traditional clothing during activities as a deliberate choice
The struggle on how to portray authentic Sámi culture in ecotourism is well illustrated by the
consideration to wear the gákti or not. In tourism promotion, Sámi are often portrayed in their
gákti. Many tourists like to see Sámi in their gákti as this is what they expect to see when going
to Sápmi (interview 6, 17-11-2021). However, when you walk through Jokkmokk on a regular
day, nobody is wearing the gákti. This is not how Sámi dress today, they wear ‘normal’ clothing
and use the gákti for special occasions like weddings, funerals, and cultural events (interview
1, 16-10-2021). None of the interviewees wear the full gákti in their tourism activities, but some
wear certain pieces. Their choice to wear or not wear the gákti illustrates their struggle to find
a balance in challenging stereotypes and articulating their culture. While tourists might regard
Sámi in their gákti as authentic, the interviewees argue this is not a genuine picture of what
Sámi culture looks like today. Wearing full gákti during tourism activities would not represent
a ‘true’ image.
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I wouldn’t wear the traditional gákti that you only wear to parties or funerals and
weddings. It would be very unhandy to be out on a snowmobile with that. But to
wear the hat, the shoes, the belt, of course, you do. People wear them very often
(interview 4, 9-11-2021).

Many of the interviewees deliberately choose to wear pieces of the gákti. This can be used to
draw tourists’ attention and start a conversation about Sámi culture (interview 9, 2-12-2021).
Also, it can help to illustrate a story or start the conversation about for example climate change.
It depends on what kind of picture the Sámi want to portray and what they want to show tourists.
However, their choices are sometimes influenced by the expectations of tourists. The following
quote illustrates this perfectly:

He [tour operator] was giving us the feedback that in the bus when they left, they
[the tourists] talked about that we did not look particularly Sámi. He tried to explain
to them ‘what you have seen is the real deal, this is how people look and this is what
they wear. They don’t sit next to a fire all day, joiking in their festivity costumes’.
But what we did after that, or what I did, I made this
[shows a luhkka, which is a Sámi cape with a hood to wear during the winter]
I don’t feel like I made it to satisfy a need, or for people to see what they expect. But
I kind of made it for myself, because I realised ‘okay, I needed it, people want to see
it’. I am happy to provide that (interview 8, 28-11-2021).

This example shows how accusations of inauthenticity make tourism entrepreneurs rethink how
they want to portray themselves. Even though the interviewee argues that her decision to make
and wear the luhkka was not to satisfy tourists’ expectations, the feedback of not looking Sámi
enough incited her to make it in the first place.
Furthermore, what is regarded as authentic can change over the years. “At the beginning of my
career, I had the traditional clothes on, because I thought that that’s what was expected from
me as a Sámi company. But that did not feel good in my heart. I did not feel my true self”
(interview 3, 5-11-2021). This interviewee does not ewar the gákti in tourism activities
anymore. This shows the constant consideration about what to show and what not and how to
portray authentic Sámi culture. Therefore, before you start working in tourism you have to think
about what you want to show in tourism and what image you want to give and that this should
be a deliberate choice (interview 5, 17-11-2021).
When you decide to have a tourist company with Sámi culture, I think you have to choose. If
you want to do it as ‘selling your culture’, or ‘inviting people to your culture’. I see a big
difference there. Because if you sell your culture, you would do whatever it takes to sell your
culture and get a profit. That is the main goal. And then you would wear the gákti, you would
say the things that guests want to hear and do the things that the guests want to do and you
would get paid for that. The other one would be, I hope that is what I work with, inviting
people. I am not choosing to dress up to something that I would not wear if the guests would
not be there. And I am trying to be as honest as I can and educate them (interview 5, 17-112021).
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Each interviewee has a view on what is authentic and how they want to portray Sámi culture.
But they do not judge how other Sámi entrepreneurs portray Sámi culture and use the gákti.
There is no right or wrong, as long as a Sámi person himself/herself decides to wear or not wear
the traditional clothing (interview 1, 16-10-2021). “I think that if it is Sámi people themselves
wanting to portray themselves that way that, it is fine” (interview 6, 17-11-2021). “But if
someone else takes it from our culture and does it to get money and says, ‘this is a Sámi
product’, but he/she is not a Sámi person, that is not okay” (interview 9, 2-12-2021). This
demonstrates that it is important for the Sámi to be in control of the portrayal of their culture.
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6. Discussion
In this chapter, the results of this research are analysed and discussed. The findings are linked
to the conceptual framework. It will be discussed how the findings contribute to the debates in
literature about the key concepts used. A contribution is made to the discussion on authenticity,
and I argue that we should pay attention to the authentic experience of the Sámi in order to
understand how they are affected by commodification of culture. Furthermore, I argue that
making the tourists allies in the struggles of the Sámi, the Sámi utilise the desire of tourists to
experience an authentic self and ‘do good’ in tourism. After that, the limitations of this research
will be discussed.
Discourses in ecotourism
In literature, it is argued that in ecotourism an image is promoted that does not reflect the real
lives of the indigenous group (Müller & Pettersson, 2001; Olsen, 2006). The image of the
indigenous group is often created by the commodification of culture and sustains the discourse
about indigenous people as being traditional and authentic. CDA was used, aiming to
investigate what types of discourses about Sámi culture are used for marketing tourism
activities in the Swedish part of Sápmi. It became clear that the discourses about Sámi reiterate
the stereotypes of the Sámi as traditional and authentic, as ‘the Other’. This is not surprising as
cultural differences are what attract tourists in the first place (Olsen, 2006). The CDA shows
how ecotourism promotion emphasises that Sámi culture is unique and different from the lives
of the tourists. A distinction between one group and ‘the Other’, the Sámi, is created by
statements and descriptions about ‘the Other’. Moreover, the discourse about the Sámi as ‘the
Other’ is strengthened by identifying a geographical distance by stating the Sámi live in ‘the
far North’ and ‘away from everyday life’, linking to Olsen (2006) who argues that indigenous
people are portrayed as living outside modernity. Also, the images used in ecotourism
promotion portray the Sámi in their gákti with reindeer. Hence, tourists are looking for this
image when they visit Jokkmokk and ask to ‘see a Sámi’. According to Paradies (2006), a
consequence of discourses that reiterate stereotypes is that the authenticity of indigenous groups
can be questioned by tourists when the indigenous people do not resemble the stereotype. Since
the Sámi tourism entrepreneurs in Jokkmokk do not wear their gákti during tourism activities,
some tourists accuse them of not looking Sámi enough.
Furthermore, discourses in ecotourism about indigenous people often focus on the bond
between the indigenous group and nature and how they take care of the environment (Hinch,
2001). The research indeed showed that in tourism promotion it is emphasised how the Sámi
live off the land, based on what nature provides. It is articulated that they have unique
knowledge about natural resources and use only what they need. Thus, in ecotourism discourse
about Sámi, there is a clear emphasis on the bond between Sámi and nature. The assertion that
indigenous people are wise protectors of the land and ecological stewards as described in the
research of Fennell (2008) was not clearly present in ecotourism promotion. Fennell (2008)
questions this assertion and argues that control over resources by indigenous people does not
per definition lead to wise management. Moreover, it is contributing to the stereotype of
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indigenous people as primitive and locked in time (p. 145). But, interestingly, the results show
that the Sámi want to represent themselves as protectors of nature and ecological stewards. For
example, they state that they are protecting the lands in Sápmi, and if it had not been for them,
the old forests would have been destroyed already. Also, they want to use ecotourism as a way
of protecting nature.
Thus, the discourse that is used in brochures and meant to attract visitors to Sápmi has a
different focus than how the Sámi in Jokkmokk would like to represent themselves. The
discourses used in promoting ecotourism give an oversimplified image of Sámi culture, and
echoes stereotypes that Sámi in Jokkmokk challenge in some ways, but confirm in others.
Portraying Sámi as ‘the Other’ in ecotourism is a manifestation of power (Said, 1978) and has
an impact on the position of the Sámi in society, policy and research as argued by Keskitalo
(2017). The interviewees argue that the stereotyped image in ecotourism sustains their
marginalised position, and excludes them from decision-making processes. Even though one of
the principles of ecotourism is that it empowers local communities (Honey, 2008), the Sámi are
hardly in control of the image of Sámi culture that is spread in ecotourism. This shows the
power imbalance in the tourism industry. It is important to ask who benefits from which
discourse? The discourse about the Sámi as ‘the Other’ is more prevalent than the discourse of
Sámi as protectors of nature. The discourse of Sámi as protectors of nature can, on the one hand,
give them power, as conservation and nature protection are much discussed topics. On the other
hand, it contributes to Othering and sustaining the stereotype. The tourism industry, and thus
also the Sámi tourism entrepreneurs, benefit from reiterating the stereotyped image of Sámi
culture, as this attracts tourists to Sápmi in the first place.
Multiple authenticities in ‘authentic’ Sámi tourism experiences
The results of this research reaffirmed that authenticity is a complex concept and knows many
ways to be defined. In some cases, there is a discrepancy in what tourists experience as authentic
and what the interviewees consider as authentic. Wang (1999) states what is regarded as
authentic differs from one’s point of view and definition of authenticity. Hence, there are
multiple authenticities when it comes to tourism with ‘authentic’ Sámi culture. The authenticity
of the objects used in activities, the authentic experiences of tourists, but also the authentic
experiences of the Sámi. Tourists’ understanding of authentic culture is influenced by the
discourses that are used in ecotourism promotion (Wang, 1999), but also by the desires of
tourists (Knudsen et al., 2016). The multiple authenticities can exist alongside each other and
are interacting. But, they can also compete when Sámi tourism entrepreneurs have to decide in
what way they will commodify authenticity.
According to Knudsen et al. (2016), tourists desire authenticity in tourism to overcome
alienation. In line with that, Olsen (2006) describes tourism as a quest for authenticity and
differences, what tourists perceive as authentic is what they lack in their modern world. The
ecotourism discourses use this, and describe Sámi cultural tourism as an opportunity to escape
your daily life, and the modern world. In Finland activities are created that fulfil the wishes of
tourists. Non-Sámi dress up like Sámi and let people pet reindeer. In this way, the stereotyped
image is reiterated. This is in line with Viken and Müller (2017: 25) who argue that traditional
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artefacts are aestheticised, and, for example, tents are made more comfortable to accommodate
tourists. Moreover, ‘authentic’ experiences are sold to tourists wherein Sámi wear traditional
clothing, live in tents together with reindeer (Müller & Pettersson, 2001; Pettersson, 2006).
These activities are based on ‘staged authenticity’, and focus on the authenticity of the toured
objects as described by Wang (1999) in the categories of objective authenticity’ and
‘constructive authenticity’.
Both Garland and Gordon (1999) and Wang (1999) argue that instead of the authenticity of the
objects used in tourism, it is more about the authentic feelings and experiences of tourists. Wang
(1999) describes this as ‘existential authenticity’, which is a sense of Being and feelings of an
authentic self, activated by engaging in non-ordinary activities. In the case of Sámi culture,
examples are being reindeer herder for a day, or cooking traditional dinners in a lávvu. These
kinds of experiences can activate feelings of authenticity for the tourists. The results showed
that engaging in non-ordinary activities is not guaranteeing an experience of ‘existential
authenticity’. These activities can be perceived as inauthentic when they are too similar to the
ordinary life of the tourists. Or when Sámi tourism entrepreneurs do not fit the stereotypical
image of Sámi. This can be explained by following the argument of Knudsen et al. (2016), who
state that when ‘the Other’ appears to be rather similar to you, this is unsatisfying. Accusing
the host as inauthentic is easier than coming to terms with the fact that the authentic ‘Other’
might not exist. In the case of Jokkmokk, many Sámi do not want to commodify their culture
in a way they feel is inauthentic. As a result, the Sámi (‘the Other’), appear to be surprisingly
similar to the tourists themselves. Tourists might realise that the’ authentic Sámi’ person does
not exist, and unalienated Sámi cannot be found. However, accepting this is too painful and
therefore accusations of inauthenticity are made to keep the fantasy of authenticity alive (Vidon
et al., 2018).
Existential authenticity of ‘the Other’
What is presented in ecotourism discourses as authentic, is not always regarded as authentic by
the Sámi tourism entrepreneurs. Moreover, for tourists to experience authenticity in ecotourism,
the Sámi might have to alter their activities to something they consider inauthentic. In literature
about authenticity, the focus has been on the definitions and experiences of authenticity by
tourists. The perception of indigenous peoples on what is authentic has received insufficient
attention.
The results show that the Sámi want to feel authentic themselves during their work as tourism
entrepreneurs. They have their own perception of what is authentic, and what a real and genuine
Sámi experience should look like. In literature on authenticity in tourism, this has not received
sufficient attention. Reviewing the three types of authenticity described by Wang (1999), it is
concluded that Wang ignores the experiences and feelings of the host. The experience and
feelings of the host could be seen as irrelevant, as in tourism the tourists are served by the hosts.
But, to understand the effects of commodification of culture in ecotourism on the Sámi, their
feelings and experiences should be acknowledged. Therefore, I suggest adding a fourth type of
authenticity, namely the ‘existential authenticity of the Other’. Wang (1999: 358) describes
‘existential authenticity’ as experiencing an authentic self and being true to oneself. These
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feelings can be activated by engaging in non-ordinary activities. The results show that the Sámi
want to feel true, genuine and authentic during their activities. They do not attain these feelings
by engaging in non-ordinary activities, as is the case for tourists. They feel authentic when they
can stay true to themselves during tourism activities, share their story, and be connected to their
culture. Their goal is to create a true and genuine picture of Sámi culture. Dressing up to fulfil
the wishes of tourists to see an ‘authentic’ Sámi does not feel authentic for the Sámi themselves.
But, when they show their daily lives and explain their struggles to tourists, they feel they can
be their true selves. When investigating how engaging in tourism can be benefitting or
marginalising the indigenous group involved, we cannot ignore their experience.
Authentic struggles
The multiple authenticities in ecotourism, and the pressure from the tourism industry can lead
to struggles for the Sámi about what to commodify in ecotourism activities. To create business
and an attractive tourism activity, it would be most obvious to commodify authentic Sámi
culture based on the understanding of authenticity by the tourists. Interestingly, this is not the
strategy of the interviewees. They do not wish to satisfy the tourists’ desire for an authentic
experience if this does not feel authentic to them. They argue that they will not dress up in full
gákti, as tourists wish to see, as this would be a fake image. While many interviewees firmly
state that they will not change their activities to meet the expectations of tourists, it became
clear that this is difficult. Some struggle with satisfying tourists’ wishes without renouncing
their own values and mission to challenge the stereotype. This is illustrated by the interviewee
who decided to make a luhkka after being accused of being inauthentic. Thus, some Sámi
entrepreneurs may make adaptations to fulfil the expectations of tourists, which links with the
understanding of Bernardi (2019) of authenticity as a compromise. Sámi entrepreneurs that do
not want to compromise might create experiences where the tourist does not experience
existential authenticity as described by Wang (1999).
It can be questioned whether what the Sámi entrepreneurs in Jokkmokk show today in their
ecotourism activities can still be defined as authentic. When defining authenticity as originality,
the answer is no, as their cultural traditions have changed over the years. However, if you define
authenticity as something real and genuine, the answer is yes. The Sámi show their real lives in
ecotourism activities. Moreover, they have survived by always embracing new opportunities
and adapting their cultural traditions to the present situation. Their way of dealing with current
struggles is to create an extra income in tourism, while at the same time raising awareness.
Beyond that, it is important to acknowledge that cultures are not static (Niskala & Ridanpää,
2016) and therefore authenticity is also not static. ‘The’ Sámi culture does not exist as the way
of doing things differs from village to village and from family to family. Cultures are always
subject to change and what is regarded as authentic today, might be regarded as inauthentic in
the future. Therefore, I argue that trying to define authentic Sámi culture undermines the
complexity of the concept of authenticity and the complexity of Sámi culture. Rather, it should
be approached as a spectrum, like Wang (1999) argued, as what is judged as authentic or
inauthentic might differ between tourists and hosts, but also changes with time. Whose
authenticity in the end prevails should depend on the motivation of the tourism entrepreneurs.
When their main objective is to make money, they can tailor their activities to the wishes of
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tourists, and tourists’ understandings of authenticity. But when the motivation is to challenge
the narrative about Sámi culture and create a ‘truer’ picture about Sámi culture today, they can
focus on what feels authentic to themselves. In some cases, both tourists and Sámi will have an
authentic experience, but in other cases one of them will have to compromise. The most
beneficial scenario of the Sámi is when change their view of what authentic Sámi culture looks
like and incorporate this in their quest for authenticity, as described by Garland and Gordon
(1999).
Dealing with inauthenticity
Knudsen et al. (2016) take a Lacanian psychoanalytical lens when studying authenticity. They
define authenticity as a fantasy, arguing that the quest for authenticity by tourists is driven by
the desire to experience what they are missing in their lives as they are alienated. Even though
this research did not include the motivations of tourists for buying experiences with Sámi
culture, the data allows reflecting on this quest for authenticity and if it can ever be fulfilled.
According to Lacan, we have a desire to be our whole selves again and overcome alienation.
Knudsen et al. (2016) argue that the fantasy of an authentic tourism experience can be the object
of this desire. The discourses about Sámi culture in ecotourism sustain the fantasy that
authenticity exists and can be experienced in tourism. Also, the Sámi themselves contribute to
this fantasy by offering ‘real’ Sámi experiences. Even if the activities are inauthentic, they can
be experienced as authentic because tourists have an ‘enlightened false consciousness’ (Vidon
et al., 2018). They might be aware of the inauthenticity of tourism activities, but act as if they
are authentic because of their desire for authenticity. In Jokkmokk, the museum communicates
clearly that the Sámi do not live in lávvu anymore and do not wear their gákti during daily
activities. However, tourists still ask the employees of the museum where they can see a Sámi
in traditional clothing. Furthermore, tourists still book tours where they enter a lávvu and listen
to joik and stories. They know that these activities are staged and do not reflect the real life of
the Sámi, but still, they engage in them because of their desire for authenticity. Keeping this
fantasy is alive is less painful than dealing with the inauthenticity and alienation of the Sámi
(Knudsen et al., 2016).
In contrast, Garland and Gordon (1999) argue that acknowledging inauthenticity, and the
accompanying disappointment, can become part of an authentic experience of the tourist at a
meta-level. A truly authentic tourism experience recognises the realities of modern-day Sámi.
Which can include recognising that ‘the Other’ is not that different after all. They coin the
concept of meta-authenticity, in which the role of the tourist becomes more important than the
authenticity of the objects in tourism. This gives Sámi the opportunity to portray themselves in
a way that they consider authentic and still be able to fulfil the wish of tourists to experience
authenticity. By assigning a role to tourists, the tourists can feel good about themselves when
buying (eco)tourism activities. Since sustainability is a core issue today, focusing on ecotourism
as a way of ‘doing good’ in regard to nature and people is appealing. When tourists buy an
ecotourism activity with Sámi, feelings of guilt can arise because tourists hear about the
suffering and struggles of the Sámi. According to Koot & Fletcher (2021), these feelings of
guilt can disrupt the feelings of enjoyment and give tourists an experience of jouissance. An
experience where one feels pleasure in experiencing pain. In the case of tourism with Sámi
42

culture, tourists might experience jouissance as they consider the situation of the Sámi as
painful and unfair, and feel guilt. But at the same time, they can find enjoyment in helping the
Sámi in raising awareness for their struggles and experiencing an authentic self. The Sámi can
utilise this for their own benefit. In ecotourism, the Sámi offer tourists the opportunity to ‘do
good’ by making them allies in their struggles and assigning them a role in fighting for their
rights. The role of tourists is to spread the word and create awareness in their social network
when they are home again. Ecotourism with Sámi culture is thus a type of activism that builds
on the desire of tourists to be their authentic selves and to ‘do good’ in tourism. In this way,
tourists can become helpful agents for the Sámi. They can convert their feelings of guilt into
the feeling of ‘doing good’ when buying these experiences.
Thus, inauthentic, staged activities can lead to experiences of an authentic self for tourists.
Some Sámi show agency by using ecotourism as a political platform to share their story and
utilising the desire of tourists to ‘do good’. It can be questioned if this is an effective strategy
for the Sámi to create awareness and share their struggles, as tourists might forget about the
Sámi once they are home again. However, based on my own social network, I would argue that
they have become more knowledgeable by visiting Sápmi and they also share their knowledge.
For example by correcting people when they use the term ‘Lapland’ and explaining about the
Sámi. Whether this will lead to more political power for the Sámi, shall be indicated in the long
term.
Effects of the commodification of culture
The effects of working in ecotourism and commodification of authentic Sámi culture are
perceived as mostly positive by the Sámi tourism entrepreneurs in Jokkmokk. In literature
several possible benefits are described like added income, preserving culture and increased
environmental awareness among tourists (Müller & Huuva, 2009; Niskala & Ridanpää, 2016;
Pettersson, 2006). Interestingly, the benefit that was mentioned most frequently by the
interviewees, which is using tourism as a political platform to share your story, has not received
much attention in literature. Only Pettersson (2006) briefly mentions that it can lead to increased
knowledge among visitors and increased environmental awareness. The interviewees mainly
want to use tourism to raise their voice, share their stories and educate others about Sámi culture
and current struggles. It could be questioned if this is truly more important from them than
making money, or whether this is a more socially desired answer. Other positive effects such
as added income and preserving culture are also identified by the interviewees. It enables them
to stay connected to their culture in their daily lives, as a reindeer herder, or when making
handicrafts to sell as souvenirs. This is in line with Shephard (2002) who argues that
commodification of culture can strengthen cultural bonds.
One of the possible negative effects of commodification of culture in tourism is that it leads to
the death of authenticity (Shepherd, 2002). However, this is not true according to the
interviewed Sámi. They argued that Sámi culture is always changing and ‘the’ Sámi culture
does not exist. Therefore, there is not one way to be an authentic Sámi. However, the
commodification of culture can lead to ‘fake’ experiences as in the case of Finnish Sápmi. The
interviewees argue, in line with Greenwood (in Shepherd, 2002), that these activities make
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traditions and cultural practices meaningless. Furthermore, cultural traditions can become
meaningless when Sámi lose themselves in making money and adapt their activities to the
wishes of tourists. However, when a Sámi person makes a deliberate choice on what is
commodified, and keeps it close to family traditions cultural practices can become more
meaningful. In this way, commodification of culture can keep cultural traditions alive and
allows the Sámi to reconnect with their culture after having to abandon it during oppression. As
a result of the colonial period, the Sámi still face racism in Swedish society. The stereotyped
image that is reiterated through the commodification of culture can sustain this racism and the
marginalised position of the Sámi in society. This is in line with Keskitalo (2017) who argues
that as a result of tourism simplified images and descriptions can be found in media, policies
and society.
Placing the findings in a broader context
The motivations of the interviewees and their experience of working in tourism are shaped and
given meaning by the broader context of the tourism sector in Sápmi and the ongoing events in
Jokkmokk. Since the effects of climate change are already showing in Sápmi there is an urge
to create awareness for this. Furthermore, tourism helps to educate others about the Sámi, their
history, and current lifestyle. Which is much needed, but also regarded as a burden. The
government should educate the Swedish children about the history of the colonisation of Sápmi
and the losses that Sámi people suffered. This is not the case and shows how the Sámi still have
a marginalised position in Sweden. Moreover, there are conflicting interests in the land in
Sápmi, especially since green energy is becoming more popular. This threatens the reindeer
herding lifestyle and is also considered a threat to the tourism sector in Jokkmokk. Many
tourism activities are nature-bound and if other industries take the land, the Sámi have limited
places to go with their tourists. But also, many of the tourism activities are based on the reindeer
herding lifestyle. The possible opening of the mine near Gállok will undoubtedly have negative
effects on the environment, but it remains to be seen whether this influences the attractiveness
of Jokkmokk as a tourist destination. Tourists might not be aware of the mine outside of
Jokkmokk before booking their tourism activities.
This case study cannot be generalised for all Sámi ecotourism throughout Sápmi. The results
show that there are large differences between the tourism industry in Sweden and Finland.
Moreover, it cannot be generalised for other indigenous groups that engage in ecotourism. But,
it does provide some interesting insights regarding how to organise ecotourism with indigenous
culture. In general, the interviewees believe that ecotourism with Sámi culture has brought more
positive than negative effects. Nevertheless, ecotourism with Sámi culture should not be
championed as a business without negative effects. There is a possibility that the ecotourism
sector in Sweden will follow the development of the Finnish ecotourism sector. Furthermore,
some effects might be considered positive now but can become negative in the long term. Other
effects might only become visible in the long term. For example, gaining political power by
making your voice heard in tourism might be a long-term benefit. Another long-term benefit
might be decreasing antagonisms and racism towards the Sámi when others are educated in
ecotourism about the Sámi (Pettersson, 2006).
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The importance of being in control of your image as an indigenous group is reaffirmed.
However, this is difficult to achieve, as there will always be others who want to take advantage
of tourists’ interest in Sámi culture. Engaging in ecotourism could be a way to regain control,
by challenging the stereotype in ecotourism activities. Lastly, one of the main challenges of
indigenous people, in general, is the control and ownership over natural resources. For
developing a tourism sector that benefits the indigenous group, control and ownership over land
and resources are important (Butler & Hinch, 2007). They need to be included in the decisionmaking process and be able to use their land for tourism activities.
Limitations
Each research comes with limitations, therefore the most essential limitations will be
highlighted. To start with, covid-19 and the travel restrictions changed the schedule of the field
work period multiple times. As a result, the field work was conducted in a low season tourism
period. On the one hand, this limited my research as I only had a few opportunities to engage
in tourism activities to do participant observation. On the other hand, people were less busy
with their tourism companies at the moment and had more time to talk to me. Unfortunately,
the winter market, which is one of the biggest touristic attractions to Jokkmokk, was not
cancelled because of covid-19.
Furthermore, due to the short time period it was not possible to make a comparative case study
between tourism with Sámi culture in the different countries in Sápmi. It would have been
interesting to compare the prevailing discourses about Sámi between the different countries,
but also the experiences of Sámi work in tourism. Sámi are governed by varying state laws,
which can lead to a different position in society. Also, this research does not include the opinion
about the commodification of culture from Sámi in Jokkmokk who do not work in ecotourism.
These people do not gain direct benefits, such as an added income, but they do experience the
consequences of how their culture is portrayed. They might have a different experience
regarding the effects of commodification of culture.
Lastly, one of the limitations is the language barrier, as I did not speak Swedish or one of the
Sámi languages. Most of the interviewees mastered the English language very well, but some
struggled to find the right words to express their feelings and opinions. For one interview I
made use of a translator, at the request of my interviewee. This could have led to less nuanced
answers or misinterpretations.
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7. Conclusion
This thesis has aimed to answer the following research question: How are indigenous Sámi in
Jokkmokk, and surroundings, benefitting from or marginalised by the commodification of their
‘authentic’ culture in ecotourism? The results show that the Sámi are both benefitting from,
and marginalised by the commodification of culture in ecotourism. However, the benefits are
considered to outweigh the negative effects.
The main benefit of the commodification of Sámi culture in tourism experiences is that it creates
an opportunity for the Sámi to spread knowledge about their struggles. Furthermore, for many
interviewees, the added income is an important benefit, as it enables them to keep pursuing a
reindeer herding lifestyle. However, the discourses that are used in ecotourism promotion often
articulate a stereotyped image. The Sámi are not completely in control of this image, and as a
result, it does not match with how the Sámi in Jokkmokk want to represent themselves. Their
focus is on what Sámi culture looks like today, sharing their struggles, while at the same time
challenging the stereotyped image people have about Sámi culture. The stereotype about the
Sámi culture, as traditional and unique is not harmless. It creates unrealistic tourists’
expectations and sustains the image of Sámi as ‘the Other’. As a result, the Sámi feel they are
not taken seriously in politics and decision-making processes regarding land use. Thus, there is
a paradox in using Sámi culture in ecotourism. On the one hand, it sustains the stereotypical
image of the Sámi, which negatively influences their position in society. On the other hand, the
Sámi can use ecotourism to challenge this stereotyped image and create a ‘truer’, and to them
more relevant, picture of Sámi culture.
Furthermore, the results have shown that the debate in the literature about authenticity is still
relevant. There are multiple interacting authenticities in ecotourism with Sámi culture. In
literature, the focus has been on the authentic experience of tourists. I argued that more attention
should be paid to the authentic experience of the Sámi and that ‘existential authenticity of the
Other’ could be added to the authenticities described by Wang (1999). Because, when
investigating whether ecotourism can be benefitting or marginalising the indigenous group
involved, we cannot ignore their experience. What is displayed by tour operators as authentic
Sámi culture, does not always reflect what the Sámi in Jokkmokk regard as authentic. Sámi in
Jokkmokk try to renew the notion of what is authentic Sámi culture. As a result, tourists can
make accusations of inauthenticity when the tourism experience does not match their
expectations and their understanding of authenticity. The Sámi struggle with the expectations
of tourists and the different understandings of authenticity. Following the reasoning of Knudsen
et al. (2016), tourists rather accuse the Sámi of inauthenticity than acknowledging that the Sámi
are not the primitive, ‘authentic Other’ as expected. These accusations of inauthenticity are
made to keep the fantasy of authenticity alive.
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A different way of dealing with the ‘inauthenticity’ of ‘the Other’, is to make it part of an
authentic experience of the tourists, in which the tourists themselves have a role and can become
helpful agents for the Sámi (Garland & Gordon, 1999). The guilt that tourists might feel when
hearing about the struggles of the Sámi, can motivate the tourists to help the Sámi in sharing
their struggles. They are driven by a desire to ‘do good’ and feel good about themselves. The
feelings of guilt can be converted into feeling good about oneself in these tourism experiences.
Thus, the Sámi use the desire of tourists to experience an authentic self and ‘do good’ in tourism
by making them allies in their struggles. In this way, the Sámi create a political platform out of
ecotourism activities.
Aiming to define authentic Sámi culture should was not the goal, as it undermines that Sámi
culture is not static, and what is regarded as authentic will always depend on one’s point of
view. This leaves the Sámi in Jokkmokk with the struggle to decide what they want to
commodify in tourism. While it has been argued that commodification of culture can make
cultural practices meaningless to the indigenous group (Cohen, 1988; Pettersson, 2006),
cultural practices can become more meaningful when a deliberate choice is made on what to
commodify in tourism and what to keep private. By being engaged with your culture through
commodifying it in tourism, new dimensions and meanings of cultural practices can be found.
When the Sámi are in control about how Sámi culture is commodified, and they can identify
with the image that is created, the positive effects of commodification of culture can outweigh
the negative effects.
For future research, it would be interesting to compare the results of this case study with other
indigenous groups, and whether they also use ecotourism as a political platform to share their
story. Furthermore, future research could focus on tourist motivations for buying ecotourism
with Sámi culture and if they take on the role of creating awareness. This could help to
determine whether this is an effective strategy in the long term. Since, when you return home
after holidays, the struggles of the Sámi might soon fade into memory and feel distant from
your routine of everyday life.
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Appendices
Appendix 1. Supporting tables Critical Discourse Analysis
Table 1: Key themes and sub-themes in ecotourism discourses about Sámi people

Key theme
Sámi people
have a special
bond with
nature

Subtheme
Relation with
reindeer

They live
close to
nature

Sámi culture
is an
experience

The Sámi and
their
livelihood are
unique and
traditional

Summary description
Sámi are portrayed with
their reindeer and the text
emphasises that they have
always lived together
The relation that Sámi have
with their land and other
parts of nature is articulated
in the texts.
Sámi culture is presented as
something
you
can
experience yourself and is
an attraction to enjoy when
you are in Sápmi.

Sámi are
indigenous
people

Sámi culture
is traditional

Sámi lives
outside
modernity

Example
“Today you will be reindeer herder for one day
and part of the Sámi community. (…)
Everything here is about reindeer.”
(RiksjaTravel, n.d.)
“The Sámi have lived here since time
immemorial, and their forefathers were hunters
and fishermen and gathered wild plants and
berries. Basically, they lived off the land and
did not exploit it (…)” (Visit Sweden, n.d.)
“To guarantee a Sámi cultural experience, or to
listen to a real, live joik, please book in
advance.” (Destination Jokkmokk, n.d.)

Sámi people and their
culture are presented as
unique as they are the only
indigenous people living in
Europe.
Sámi culture is presented
with emphasis on the
traditional livelihood.

“The Sámi have, like other indigenous peoples
like Indians and Maori, an ancient history and
a unique culture” (VoigtTravel, n.d.).

Sámi are portrayed as
living an ancient way of life
and as living in a whole
different apart from other
Europeans.

“Slightly more than one and a half-hour outside
the city you end up in a completely different
world.” (RiksjaTravel, n.d.)

“Once in the village, you will experience,
traditional food, spirituality, history and so
much more.” (Silba Siida, n.d.)

Table 2: Content used in pictures

Feature
Reindeers
Traditional clothing
Reindeers & traditional clothing
Handicrafts
Sámi tents
Total

Number of pictures
5
4
11
1
2
23
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Table 3: Language used related to perspectives and themes

Text
VoigtTravel

RiksjaTravel

Visit
Sweden

Silba Siida

Destination
Jokkmokk

Words
Indigenous,
Hunter-gatherers,
Ancient,
Traditional
Special
Unique
Important
Their own ...
Experience,
Tour,
Make a ride
Own language
Differ
Get-away-from-itall Destination
Genuine
Traditional food
Still
live
an
indigenous lifestyle
Storytelling
Adventure
Amazing
Experience
Enjoy
Unique
Genuine
One of the worlds.
Have their own.
Natural resources
Reindeer as its
biggest star
Exclusive fish
Natural material

Example & purpose
Emphasises that Sámi are traditional and oldfashioned. E.g., “The Sámi have … an
ancient history and unique culture”
The use of these adjectives portrays Sámi as
a very special and unique cultural group.
E.g., “Unique traditions and customs”
Promotes a part of Sámi culture as an
experience. E.g., “Take a ride in a reindeer
sleigh” and “We included several reindeer
experiences in our programme”
Focus on how Sámi culture is different from
others and how life in Sápmi is different from
your own. E.g., “an area of outstanding
natural beauty, peace and quiet”.
The use of these words focuses on the
traditional lifestyle and culture of Sámi. E.g.
“Anna and Erik welcome you to Silba Siida
and a genuine Sámi experience.”
The purpose is to make you book a tour with
them to have a Sámi experience.
E.g., “Not only is this a truly amazing
experience for those interested in indigenous
cultures”
These words all emphasise the uniqueness of
the Sámi culture and how it is distinct from
other cultures. E.g., “. The town is a centre
for Sámi culture, with unique knowledge
about the natural resources of the region”
Puts focus on the relation of Sámi people and
their environment. E.g., “The town is a centre
for Sámi culture, with unique knowledge
about the natural resources of the region”

Perspective/theme
The Sámi and their
livelihood are unique and
traditional: Sámi are
indigenous people
The Sámi and their
livelihood are unique and
traditional: Sámi culture
is traditional
Sámi culture is an
experience

The Sámi and their
livelihood are unique and
traditional: Sámi live
outside modernity
The Sámi and their
livelihood are unique and
traditional: Sámi culture
is traditional
Sámi culture is an
experience

The Sámi and their
livelihood are unique and
traditional

Sámi people have a
special bond with nature:
They live close to nature
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Table 4: Translated quotes used in Critical Discourse Analysis

English (translated)

Dutch (original)

Tourism
provider

Everything here is about reindeer. You will
feed the reindeer, take a ride in a reindeer
sleigh, and learn everything about the
traditional daily life of the Sámi people.

Alles draait hier om rendieren. Je voert de
dieren, maakt een ritje in een rendierslee en
leert over het traditionele dagelijkse leven
van de Sámi-bevolking.

Riksja Travel

The Sámi have, like other indigenous
peoples like Indians and Maori, an ancient
history and a unique culture. For a long
time, this was denied: (…). Meanwhile,
there is a realisation in Scandinavia that this
important cultural inheritance cannot be
lost.

De Sámi kennen, net als andere inheemse
wereldvolkeren als de Indianen en Maori,
een oeroude geschiedenis en een bijzondere
cultuur. Lange tijd werd dit ontkend: (…).
Inmiddels is er het besef in Scandinavië dat
dit belangrijke cultureel erfgoed niet
verloren mag gaan.

VoigtTravel
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Appendix 2: Interview guide
Introduction
I am conducting research among Sámi in Sweden to understand how the commodification of culture in
(eco)tourism influences their lives. Commodification of culture means that cultural values and cultural
traits become saleable and tradeable. I aim to understand how (eco)tourism with Sámi is organised and
how Sámi people experience this.
All respondents will be made anonymous in this research and any data collected will not be shared with
people outside Wageningen University. Only I will have access to the raw data of the interviews. The
thesis will be uploaded to the online database of Wageningen University and is therefore accessible for
all employees and students of Wageningen University.
I would like to record this interview to be able to transcribe it and do a proper analysis. The recordings
and transcriptions will not be shared with others and will be deleted after finishing my research. This
will be around the end of February 2022. The interview will take approximately 45-60 minutes. Do you
still have questions about the interview or the research before we start the interview?
Guiding questions
What is Sámi culture according to you?
- How is this expressed in your daily life?
Do you think that Sámi culture has been able to remain the same or has it changed?
- Has it changed, and how?
- Do you think it will change in the future? How?
How is Sámi culture represented in (eco)tourism activities?
- What specific features and values are represented in your (eco)tourism activities?
- How does this affect Sámi representation?
- Did the rise of (eco)tourism change Sámi culture?
What is it like for you, as Sámi, to work in the (eco)tourism industry?
- Why did you decide to work in the (eco)tourism industry?
- What kind of activities do you engage in?
- What share of your income comes from these activities?
What opportunities or challenges does engaging in (eco)tourism as Sámi people bring for you?
- Did this change the last years?
- Does this also affect the wider Sámi community?
How is (eco)tourism with Sámi culture organised?
- Are there any rules/regulations about Sámi representation to which you should conform?
- How would you like to see (eco)tourism with Sámi culture organised?
- What should change in the regulations?

Thank you for participating in this research and taking the time to meet with me. If you come up with
any questions or remarks in the coming days, feel free to contact me. Can I contact you if I still have
any questions or something is unclear for me from the recording?
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Appendix 3: Recommendations

Recommendations for developing the tourism industry in Jokkmokk
❖ Organise an evening where people who have an interest in starting a tourism company
can meet each other, brainstorm together and receive advise from other tourism
entrepreneurs.
❖ Offer training and support for new tourism entrepreneurs. They can learn from each
other and from more experienced tourism entrepreneurs.
❖ Create a shared vision and aims about what Sámi tourism in Jokkmokk should look
like and how you envision it for the future. This can help in setting goals and
identifying what type of tourism activities are still missing.
❖ Invest in a website or other kind of online platform where there is clear overview of
what kind of activities can be done in Jokkmokk during the year. A separate section
can be made on all activities that focus on Sámi culture.
▪

The new website / online platform can be linked to the website of Visit
Sweden and Swedish Lapland. In this way tourists who want to enter these
websites can click through to the specific site about Jokkmokk.

❖ Start using a quality mark to distinguish Sámi ecotourism from other forms of
tourism. A quality mark like ‘Sámi made’, which is already initiated by the Saami
Council, can be used.
▪

Request the Saami council to put a list of all tourism enterprises with the
quality mark on their website.

❖ Create activities that can prolong the touristic season e.g., activities focussing on food
culture and storytelling.
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