
ONLINE
BENCHMARK

TRIP TO SWEDEN
 

T A K E - A W A Y S  F R O M
T H E  2 0 2 1  A R C T I S E N

On the 3rd of June we continued our online
benchmark series with an online trip to

Sweden.
 

We welcome you to enjoy the shared stories,
thoughts and (future) ideas we brought home

with us from this digital journey.
 
 

T R I P  D O W N  M E M O R Y  L A N E !



T R I P  D O W N  M E M O R Y  L A N E !

In his words of welcome, Håkan Appelblad, researcher at
the Department of Geography at the Umeå University,
Umeå, Sweden, introduced the benchmark participants to
Arctic Sweden. The theme of the afternoon "Sharing
knowledge as part of an innovative business-model to deal
with culturally sensitive issues". 

As a true geographer, Håkan presented the important
tourism destinations via Google Earth, where amongst the
three companies that presented their business-models
during the webinar. 

W E L C O M E !



T R I P  D O W N  M E M O R Y  L A N E !Another (literally) warm welcome followed from Kjell-Åke Arensson , researcher at
Ájtte museum – mountain and Sámi museum in Jokkmokk, Sweden, from a tropical
and sunny Jokkmokk (28 degrees). After, Dieter Müller, professor in Human
Geography at the Umeå University, was invited and described tourism
development in Sweden through the years. He pointed out the so-called
“Artification” of tourism and emphasized on the importance of reflection with
different stakeholders about what has changed and how to move on. 

On to the three tourism companies based in Arctic Sweden.

W E L C O M E !



After a video, Annika Rydman explained how Granö Beckasin came to life based on
the premises of Pay respect & Eco Premium, where respect refers to respecting
nature, animals and local people and Eco Premium is actually translated as
sustainability. 

Furthermore, Annika described that when you decide to go Eco Premium: you need
to live it in everything. And so they do: through inviting both tourists ánd local people
on excursions. Also, they believe in presenting “real” stories, and so they invite Sámi
people to explain their culture. Their persistence in building sustainably has paid off:
Granö Beckasin owns an eco-hotel, tree-houses, birds’ nests and cabins and most of
the houses are built with recyclable materials. 

Annika ends with “Why has it always been important to us to be sustainable and
include local people? Because, you learn from time to time that nature gives and
takes, and we have to be fair: you cannot take more than you give.” Therefore, Granö
Beckasin loves to be sustainable. 
 

T R I P  D O W N  M E M O R Y  L A N E !

 

C O M P A N Y  V I S I T :
G R A N Ö  B E C K A S I N

 

More info:
https://granobeckasin.com/

Annika Rydman during benchmark Snapshot from benchmark 

https://www.youtube.com/watch?v=22t8SJqW6iY
https://www.youtube.com/watch?v=22t8SJqW6iY
https://granobeckasin.com/
https://granobeckasin.com/


Through a sphere full video, the participants got a taste of Geunja The Sámi
Ecolodge. Ann-Kristine Vinka, owner of the tourism company, further explained the
mindset of Geunja that is all about nature and culture conservation. In leaving a
legacy for the future, Ann-Kristine and Mikael hope to enrich and embrace their
guests with the warmth of their family and Sámi culture. During their stay, guests
are part of daily life and help chopping wood, getting water, making food,
moreover they are part of the family. The company is awarded with the WWF Arctic
Award, Grand Travel Award and certified with the Nature’s Best label (Eco tourism
certification) which means they practice small-scale tourism: 12 groups a year, 12
guests each time.

Ann-Kristine ends with welcoming the participants to share their lifestyle. 

T R I P  D O W N  M E M O R Y  L A N E !

 

C O M P A N Y  V I S I T :
G E U N J A  T H E  

S Á M I  E C O L O D G E
 
 

More info:
http://samiecolodge.com/

Ann-Kristine Vinka during benchmark Snapshot from benchmark 

https://www.youtube.com/watch?v=_dDfrm6PbGk
https://www.youtube.com/watch?v=_dDfrm6PbGk
http://samiecolodge.com/
http://samiecolodge.com/


T R I P  D O W N  M E M O R Y  L A N E !

 

Björn Hedlund-Länta’s tourism company is introduced in a peaceful video, showing
a calm and quiet floating igloo hotel. Björn starts with explaining that Jokkmokk is
known as a Sámi destination with institutions such as the Ájtte museum. Björn
used to be a military mountain guide in the Swedish army and taught others how
to operate and work in similar climates, which for many soldiers “tough guys”
appeared to be a very intense experience. Björn thought of what to do with his
knowledge and decided to start a tourism company, which he recently re-named to
“The Peace and quiet hotel”. He believes that the hotel can offer guests a feeling of
tranquillity and combines it with local experiences nearby, such as reindeer
experiences, and local food tastings. 

 

C O M P A N Y  V I S I T :
T H E  P E A C E  A N D  Q U I E T  H O T E L  

–  N J A N N J A  A D V E N T U R E
 
 
 

More info:
https://peaceandquiethotel.se/

Photo from websiteSnapshot from benchmark 

https://www.youtube.com/watch?v=9iY4MzpzFXQ
https://peaceandquiethotel.se/
https://www.youtube.com/watch?v=9iY4MzpzFXQ
https://peaceandquiethotel.se/
https://peaceandquiethotel.se/
https://peaceandquiethotel.se/
https://peaceandquiethotel.se/
https://peaceandquiethotel.se/


TAKE-AWAYS AND SOUVENIRS
T R I P  D O W N  M E M O R Y  L A N E !

S h a r i n g  k n o w l e d g e  a s  p a r t  o f  a n  i n n o v a t i v e  b u s i n e s s - m o d e l   t o  d e a l  w i t h  
c u l t u r a l l y  s e n s i t i v e  i s s u e s

 T H O U G H T S  A N D  F U T U R E  I D E A S  
- H O W  T O  M O V E  O N ?

It is very important to put your values, and 
principles on paper before you start a (tourism) business.

 
Small-scale tourism is us: it features our life style 

and invites people to live [sustainable] as well.
 

Sweden is a trend-setter considering tourism certification
compared to other northern countries. 

 
In Norway, there seems to be a need for more 
certification focusing on tourism specifically.

 
In the past, there has been an attempt to start a Sámi

quality label in Sweden. Back then, there seemed to be to
many issues to form one. What can we learn from that?

 

At the moment, a label is not profitable, it only
 takes more money. Therefore, there needs to be a higher

commitment to reach a bigger public. 
 

Participants agree that there is a need of working together,
and more specifically designing a cross-border tourism

label for all Nordic countries. Involving not only
environmental, but also social and cultural issues. In

general and for Sámi tourism specifically. 
 

There is definitely a need for a common label for all
tourism companies, but more particularly for a 

Sámi label as well: to bring out the true authentic 
Sámi tourism entrepreneurs. 

 
 


