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Shareable Tourism -project
First objective: to identify and find out the present situation and
future prospects of the sharing economy in general and the forms of
the sharing economy in Lapland related to the tourism business.
Second objective: to find out the possibilities and challenges of
using everyday life and everyday practices in tourism related sharing
economy and to find possible solutions to product development.
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Sharing Economy
A new marketing practice that links consumers, business and
society through virtual networks
Similar terms e.g. collaborative economy, peer economy, peer-topeer consumption and access-based economy
Paradox of sharing and economy
If sharing is understood as a form of activity, it is arguable to use the
term sharing economy.

Sharing Economy and Tourism
Local everyday life is an interesting resource for tourism: travelers
are looking for authentic experiences
Sharing economy offers various possibilities to bring the features
of local lifestyles to tourists
Sharing economy emphasizes individual experiences, along with
a sense of communality and belonging
House swapping, ride sharing, ‘couch surfing’, dinner hosting and
experiences are examples of sharing economy in tourism
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Sharing Economy and Tourism in Lapland

Contemporary Lappish lifestyle may not be as familiar as reflections
of traditional life (which might actually be based on stereotypes)
When the ordinary aspects of everyday life are taken into
consideration in product development, realistic expectations of
authentic Lapland may be strengthened
Due to long distances and cold weather different sharing practices
have traditionally been part of the hospitality culture in Lapland

Tourism Related Sharing Economy Platforms in Lapland

Research Design
The research aims to address the objective of the Shareable
Tourism project by examining stories written by local people.
Critical close reading and content analysis
Main task was to discover what kind of narrative these stories
construct.
- What are the main elements of the stories?
- How could they be used in tourism product development?

Research Design
The research data consisted of 50 stories. The stories were
collected by House of Lapland (HoL) in their marketing campaign
and were shared through different social media channels.

Research Design
In content analysis, coding categories were derived from the data.
The minor categories are: nature, landscape, nice people, no stress,
activities, work, family, good life, sports, contrast to the city life, to be
different, to be brave, to be more yourself, experiences, stamina,
good feeling, laughing, stories, heritage, authenticity, genuine, ‘other
world close’, belonging, good companionship, attitude, freedom,
quality time, adventure, extreme, hero stories and ‘in love with
Lapland’.
Four major fields: activity based, experience based, social and
affective.

Results
The stories can be considered to create a narrative co-created
through the stories of the original inhabitants, those of ‘returnees’
and the stories of new inhabitants in Lapland.
They are targeted to potential inhabitants of Lapland and
communicate a narrative of life in Lapland that is considered
attractive to potential inhabitants.
- Employment possibilities in Lapland
- Nature and people
also been noticed in many other researches of Lappish hospitality

Results
The results give useful hints for the development of authentic
tourism experiences:
What are the places and routes favoured by the locals? What kinds
of activities could be offered there? How is it possible to
communicate about them?
Examples:
• meditative, leisurely walking tour in nature with a local guide (a
product giving good feeling and promoting good health)
• ‘ultra-running’ or mountain biking on the fells of Lapland (a product
creating a hero story)

Conclusion
It is not always clear what is essential and relevant in local culture to
be presented in tourism products: requires rethinking of daily practices
Sharing economy can act as an intermediary when providing
authenticity in tourism and bringing locality to tourism products
Product development based on everyday life has to be done on locals’
terms
Stories written by local people suggest the aspects that locals want to
share from their everyday life, as well as elements to be protected
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