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ABSTRACT 

In the tourism literature, seasonality issues are widely existing in almost every 

destination and well documented particularly in some case located where it is peripheral, 

and cold-weather. Hotels and entrepreneurs attracted most attention due to the negative 

effects of seasonality on their business. This is problematic actually the non-profit 

making actors play a significant role in supplying touristic resources and marketing a 

destination. Therefore, museums’ responses to seasonality make sense.  

This thesis, therefore, applying an institutional analysis, examines seasonal patterns 

of the museums and their knowledge of tourism seasonality, investigates positive and 

negative effects of seasonality on the museums, and finds out how they tackle 

seasonality. The aim is to improve understanding and increase knowledge of tourism 

seasonality and complement the previous research on tourism seasonality with museum 

perspective. 

Both descriptive statistics and interviews are applied to serve the aim. The analysis 

of statistics supplies a statistical seasonal pattern of the study location while four 

informant interviews were conducted with respondents from tourism organizations and 

museums. The results show that the seasonal pattern of museums is highly relevant to 

the seasonal pattern in Umeå. For the museums the negative effects varied from one to 

another but outweighed the positive ones for all of them. Three strategies are addressed 

in the way that these museums tackled seasonality. Institutional performance is 

evaluated in the discussion chapter followed by suggestions for future work. 

Keywords: tourism seasonality, museum, institutional analysis 
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1 INTRODUCTION 

In the tourism literature, seasonality issues are well documented particularly in cases 

related to peripheral, cold-weather regions of Europe and North America (Baron, 1975; 

Sutcliffe and Sinclair, 1980; O'Driscoll, 1985; Hartmann, 1986; Soesilo and Mings, 

1987; Snepenger et al., 1990; Butler, 1994). However, seasonality is widely existing in 

almost every destination. Causes and effects of seasonality on profit-making 

participants (i.e., hotels and entrepreneurs) in the tourism industry are central topics in 

previous research, where non-profit-making actors such as museums have caught little 

attention. This study aims to address this gap by presenting a case study on museums’ 

responses to seasonality within an institutional framework.  

   Museums defined as cultural institutions are initiated and designated to be a cultural 

and educational bridge between the governmental institutions and the public in society 

(Alexander et al., 2017; Chung, 2001). Museums are a remarkable tourism resource for 

primarily urban and cultural tourism development. However, because of the institution 

nature, museums are operated under an institutional framework which strengthens or 

eliminates museums' effects on tourism issue, for example, seasonality in this case. 

Tourism seasonality is defined as the temporal imbalance which can be measured 

or presented by, for example, arrival numbers, an expenditure of tourists, income and 

employment in the sectors of transportation, accommodation and attractions (Butler, 

1994; Lundtorp, 2001). For a destination of apparent seasonality, in a peak season, the 

number of arrivals reaches the top, and the economic benefits are the most across all 

the tourism industry sectors. Oppositely, in an off-peak season, with arrivals decreasing, 

tourism-driven business landscape slumps to a bottom. The seasonal pattern varies 

much dependent on geographical characteristics. The summer-winter pattern in cold-

weather regions is different from the arid-and-humid pattern in tropical areas. In such, 

research on seasonality was and needed to be conducted in a context. 

Adverse effects of seasonality were stressed by entrepreneurs and scholars, such as 

seasonal workers' struggling on instability and low income (Baron, 1993; Pearce, 1989), 

physical facilities' under-utilization in off-season (Sutcliffe and Sinclair, 1980; Butler, 

1994; Jang, 2004), and overconsumption of environmental and social resources caused 

by overcrowding tourists in peak season (Allcock, 1989; Machieson and Wall, 1982; 

Murphy, 1985; Pearce, 1989). However, not many but a few positive effects of 

seasonality have been discussed. Seasonality pulled the natural or social environment 

out of a continually overcrowded landscape and enabled people who worked in the 

tourism industry to have a break. It was just like cooling down an electric machine 

timely to avoid overheated (Chung, 2009).  

How seasonality affects tourism relies on how well the stakeholders can tackle 

seasonality problems together (Baum, 1999; Butler, 1994; Chung, 2009). Responses to 

seasonality differentiated among various groups. For example, hotels made every effort 

to kill off-peak season to maximize the profit while local communities appealed for an 

off-peak season for a peaceful life. When hotels held events and repriced to attract more 

tourists, some museums were closed for maintenance during the season. Therefore, the 

commercial considerations in dealing with seasonality are not always consistent in 
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different actors'eyes (Torres-Delgado and Palomeque, 2012). 

Based on the statement above, this study links seasonality and museums by 

revealing the relationship between seasonality and museums. For this need, museums 

are researched as significant opinion contributors on seasonality issues. 

This study follows a qualitative case-study approach because of its exploratory 

nature, which is appropriate for studying a phenomenon that is evolving and changing 

(Gephart, 2004). Institutional analysis is applied as the theoretical framework for ‘it is 

one of the most developed and sophisticated attempts to use institutional and 

stakeholder assessment in order to link theory and practice, analysis and policy.' 

(Aligica, 2006) 

 

2 RESEARCH OBJECTIVES AND SIGNIFICANCE 

2.1 Research Aim and Questions 

This study, therefore, examines the seasonal pattern(s) of the museums in Umeå, 

investigate the positive and negative effects of seasonality on museums, and find out 

how they tackle seasonality. The aim is to improve understanding and increase 

knowledge of tourism seasonality and inspire museum custodians to reconsider their 

strategies. 

The following questions are to be answered: 

1) What are the seasonal patterns of the museums?  

2) What positive and negative effects does seasonality make on the museum? 

3) How does the museum tackle seasonality?  

 

2.2 Research Significance 

The primary contribution of this case study is to supply a different perspective to 

consider tourism seasonality, namely here museums’ responses to seasonality. The 

significance of this study can be four unfolded. First, seasonality is a defining global 

phenomenon in tourism development (Butler, 1994), especially in areas with definite 

natural seasons like Nordic countries. Although almost every destination has a seasonal 

pattern for tourism, only a few destinations have been studied. Research in seasonality 

in different destination cases makes sense to the comprehensive knowledge of causes, 

patterns, and solutions of seasonality. Second, a most previous study in tourism 

seasonality applied a quantitative approach and based on macro-level statistics of 

regional climate changes (Chen and Pearce, 2012; Koenigk and Bischoff, 2003) or 

hospitality occupancy (Koenig-Lewis and Bischoff, 2010). Qualitative methods used in 

this study focusing on the museum's conception and understanding of seasonality can 

be complementary to interpret the seasonality issues on a microlevel. Third, this study 

will also contribute to tourism seasonality knowledge by collecting points from the 

museums which are not profitable but free to the public. "When a large number of 

people start to share the same vision for a destination, things start to happen." 

(Tillväxtverket, 2019) "The same vision" can be set up only when eyes are put on the 

interests of all groups. Forth, museums play a significant role because of its fund for 

public benefits and interests (Nunkoo et al., 2012). By investigating different museums' 
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responses, this study demonstrates their contributions and drawbacks in tourism 

seasonality. 

 

2.3 Research Structure 

This thesis is structured and composed of 9 different chapters: the introductory chapter, 

a literature review explaining fundamental concepts and previous research on critical 

issues of seasonality and museums for this study, a methodology chapter including all 

the methods and techniques used to conduct the survey and analyze the data, a study 

location chapter providing a context of climate, tourism industry and museums in Umeå,  

a result chapter presenting findings in the sequence of the research questions, a 

discussion part making a institutional analysis of the findings, addressing limitations 

and giving suggestions for implementation and future research, and lastly a conclusion 

chapter briefly presenting the main findings in response to each research question. 

  

3 LITERATURE REVIEW 

This chapter is intended to introduce some basic concepts and provide a background 

for the study based on previous research. In this chapter, two parts are included, 

‘Seasonality in tourism' and ‘Museums in tourism.' In the first part, critical concepts for 

understanding seasonality in tourism are presented and explained. In the following part, 

the definition of museums and the roles they played on tourism issues are demonstrated. 

 

3.1 Seasonality in tourism 

In this section, critical conceptions in previous research on tourism seasonality are 

reviewed and presented. The definition of tourism seasonality has evolved with new 

elements absorbed by different contributors. Types of seasonality varied from one place 

to another based on the two basic types. Baum and Hagen’s (1999, p:300) research on 

causes of seasonality was referred, and the deeper causes were discussed. Both the 

positive and negative effects of seasonality were presented. Current responses to 

seasonality are supplied by mainly entrepreneurs and tourism industry planners.  

 

3.1.1 Definitions of tourism seasonality 

Seasonality roots in the economic phenomenon, especially when a product or industry 

regularly shows the temporal difference, which forms a series of peak and off-peak 

seasons (Koenig‐Lewis and Bischoff, 2005). Seasonality generally refers to a 

systematic movement of a variable not necessary but usually in a year within space 

(Hylleberg, 1992). Specialized definitions of seasonality vary when seasonality is 

studied in different areas. Commons and Page (2001) pointed out that one 

distinguishing feature of tourism flows, which are more permanent than migration 

flows, was the transitory and seasonal nature of such movements. Baron (1973, p:53) 

as a pioneer on seasonality issues, addressed a foundation definition:  

“[Seasonality] implies an incomplete and unbalanced utilization of the means at the 

disposal of the economy, and this is similar to the imbalance of the business cycle, 

where the economy is either overheated or running under full potential at different 
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phases of the cycle.” 

Based on Baron’s statement Butler (1994) offered a frequently quoted definition 

with his attachment for tourism research ‘Seasonality, […] is defined as a temporal 

imbalance in the phenomenon of tourism, which may be expressed in terms of 

dimensions of such elements as numbers of visitors, expenditure of visitors, traffic on 

high-ways and other forms of transportation, employment and admissions to attractions.’  

   Although tourism seasonality is termed with tourism properties, from a supply-

demand perspective, tourism seasonality is substantially similar to business seasonality. 

Tourism seasonality was usually measured by economic indicators such as the number 

of guests, average nights of each guest's stay, expenses of each guest, and revenue from 

each guest (Chung, 2009).   

 

3.1.2 Types of seasonality 

In general sense, three basic types are addressed in previous research that are one-peak 

seasonality, two-peak seasonality and non-peak seasonality (Butler and Mao, 1997; 

Chen and Pearce, 2012), with the first one being the most common pattern (Lopez 

Bonilla et al., 2006). According to these basic types, many specific types with nuances 

in destinations are observed by researchers or derived from statistics of the tourism 

industry. For example, Chen and Pearce (2012) derived six specific types of seasonality 

by analyzing and visualizing the regular patterns from secondary data of monthly tourist 

arrivals in five key Asian countries.  

    

3.1.3 Causes of seasonality  

In the tourism industry, seasonality in demand and supply is generally caused by natural 

factors, social-cultural or institutional (Baron,1972; Butler, 1994; Hartman, 1986) and 

other factors. In previous case studies of different destinations, seasonality 

demonstrated wide-ranging characteristics because the causes occurred 

interdependently in a mixed way. In Table 1, the main causes of seasonality are 

explained with tourism examples, respectively. 

 

Table 1. Causes of Seasonality in Tourism Demands 

Cause of Seasonality  Examples in Tourism 

Climate/weather Summer vacations, snow skiing, autumn foliage tours, the 

popularity of tropical destinations in the winter, cruise line 

departures, ocean resort demand, transport access. 

Social customs/holidays Christmas/New Year holidays, school breaks, industrial holidays or 

fortnights, travel to visit friends and relatives, fairs and festivals, 

religious observances, pilgrimages. 

Business customs Conventions and trade shows, government assemblies, political 

campaign tours, sports events. 
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Calendar effects The number of days in the month; the number of weekends in the 

month, quarter, season, or year; date of Easter. 

Supply-side constraints Availability of labor (school holidays, competition from other 

sectors, i.e., agriculture), alternative use of facilities (schools to 

hotels). 

Source: Baum and Hagen (1999, p. 300). 

 

In different destinations, causes of seasonality are interdependent, which implies mixed 

causes bring a regular seasonality pattern in a place. For example, In Sri Lanka, the 

seasonal pattern depends on the cofunctions of the distribution of World Heritages, 

monsoonal climate, and visitors' preference and customs from the main markets 

(Yacoumis, 1980).  

Researchers state that destinations in higher latitudes experience more obvious 

seasonal differences, which means the distance from the equator increases the degree 

of seasonality (Baum and Hagen, 1999; Chung, 2009).  

In essence, from the specific causes above, the phenomenon of tourism seasonality 

is caused by and presents in the form of temporary movement of visitors. Further, 

tourism is a special kind of consumption with the core product being service products, 

which means most tourism products can be only consumed on the site and instantly. In 

other words, a tourist is not able to experience a venture activity or visit a theme park 

unless he/she goes to the destination physically. Except for tangible souvenirs, a tourism 

product is not possible to take away. 

 

3.1.4 Effects of seasonality 

The effects of seasonality vary in the degree of its acuteness from one place to another 

(Chung, 2009; Yacoumis, 1980). Previous research on seasonality in tourism 

emphasized the adverse effects of seasonal patterns, which place tourism industries 

under an unstable situation with a seasonal loss. Butler (1994) categorized this situation 

into three aspects: investment, employment, and environment. Investment problems 

concentrate in capital-intensive industries, for example, hotels, theme parks, 

commercial museums, and galleries. Because from the beginning, capitals are invested 

in the physical facilities, and then the fixed cost is locked there waiting for annual 

revenues by selling the rooms or tickets. Once a destination has an apparent seasonal 

pattern, visitors decrease, and occupancy rate drops, which dampens the return rate of 

the investment and prolongs the return cycle. Tangible products, for example, food and 

groceries, can be kept in storage for the next month, but rooms or tickets expire 

immediately and value zero if not sold out at a designated day (Cooper et al., 2005; 

Goeldner and Ritchie, 2003).  

Labor-intensive tourism destinations such as ski resorts or beach resorts require 

labors for routine service supplying and individual guest calling. Due to the big gap in 

the number of tourists between peak season and off-peak season, seasonal employers 

are playing a significant role in the labor market and employment (Lundmark, 2006). 
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The high turnover rate causes the labor population to decrease in the region because 

employees who expect stable job positions are likely to move out (Chung, 2009). 

Moreover, for a profit-pursuing employer, seasonal employment forces them to not only 

pay a higher price for temporary recruitment but also pay more for training new workers 

time and time again.   

Clearly, the two adverse effects above both show up in the off-peak season, while 

conversely, the environmental problems occur in peak season. These problems are 

primarily caused by overcrowding tourists or overuse, usually in the form of air 

pollution, sewage disposal, noises, and light pollution. Further, environmental problems 

include unexpected harassment to the local residents' traditions and social activities 

(Machieson and Wall, 1982; Murphy, 1985; Pearce, 1989). In Amsterdam, because of 

the all-year-long peak season, tourism-oriented facilities were constructed here and 

there. Residents felt bothered when butchers, bakeries and greengrocers were replaced 

by lunch rooms, boutiques and hotels that catered to tourists (Pinkster and Boterman, 

2017). A destination having a too long peak season is like an overheated electronic 

machine, easy to be trapped in over-tourism instead of sustainable tourism (Chung, 

2009). 

Positive effects are mainly addressed in their social meanings. The fluctuation of 

seasonality causes a buffering time when fewer visitors come to the destination, and 

resources are less consumed. This buffering time enables the natural environment to 

recover from overconsumed and keep the social environment away from continually 

overcrowded. The off-peak season returns a peaceful life to the local community. 

Further, if the peak season is around a year, tourism practitioners will be exhausted to 

cater to tense tourists' needs. Therefore, the off-peak season allows a relaxing time for 

these practitioners for their physical and mental health. 

  

3.1.5 Responses to seasonality  

Theories or practices regarding seasonality have been built around how to extend peak 

season, reactivate off-season or balance demands between these two seasons. In most 

cases (Butler, 1994; Chung, 2009; Getz and Nilsson, 2004; Koenig-Lewis and Bischoff, 

2010; Yacoumis, 1980), maximizing the economic benefits is the primary goal with 

social balance and environmental sustainability following. In practice, from the supply-

side, experimental tools to tourism seasonality are based on tourism resources or 

products to various degrees, which is explained in Table 2.  

Among these tools, events and festivals in different size and duration have been the 

most common single strategy by destination planners and tourism entrepreneurs to 

counter the impact of seasonality (Hall, 1996). Flagged by the literature, this is because, 

on the one hand, events and festivals are quite flexible which can be designed and 

planned almost whenever and wherever as a ‘contemporary creation' (Baum and Hagen, 

1999; Getz, 1997) for the local community or the potential group of visitors. On the 

other hand, events and festivals reactivate the natural or cultural resources for tourists' 

participation or observation. Events and festivals vary in form, size and duration (Getz, 

1991) according to budgets and detailed analysis of the tourists' demands. 
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Table 2: Tools from Supply-side to Seasonality 

Tools Types Explanation/Examples 

Special price offers Aggressive pricing  Set discounted prices in off-peak season to pull 

tourists into a destination. This method is 

usually targeted to tourists who care for money 

and have flexibility in time, for example, 

retired people (Chung, 2009). 

Balanced pricing Set higher prices in peak season to control 

visitors under the threshold of the physical and 

social capacity of a destination and meanwhile 

to shift some potential visitors from peak 

season to off-peak season. 

Product 

diversification 

Develop new products Design and promote new products irrelevant to 

seasonality, such as business/academic 

conferences and cultural events (Yacoumis, 

1980), because business travelers are not or 

less sensitive to weather conditions than 

leisure tourists (Lundtorp et al., 1999). 

Package current products/ 

create a portfolio of 

things/ places (Baum and 

Hagen, 1999) 

Package touristic attractions located in places 

in different seasonal patterns to distribute 

tourists. Complement across destinations 

could decrease the seasonal loss, and make a 

balance in the number of tourists.  

 

From the demand-side, market penetration or diversification is planned and 

implemented according to natural season or social season patterns in different markets. 

For example, Chinese New Year and China National Day holidays had a remarkable 

impact on forming the seasonal pattern in Thailand, Singapore and Malaysia, so that 

targeted marketing promotion was launched just in advance of these big holidays (Chen 

and Pearce, 2012). In Sri Lanka, European and North American tourists landed on the 

island during the winter season of the Northern Hemisphere for the warm weather. To 

counter seasonality, tourism industry planners made efforts to attract their mainstream 

visitors by holding conferences and events from June to August, which matched the 

school breaks in the central origin countries (Yacoumis, 1980). 

 

3.2 Museums in tourism 

This section starts with the definition of museums followed by types of current 
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museums. The role museums play in tourism is explained in three aspects: to attract 

tourists as a historical and cultural resource, to create economic benefits by side 

consumption, and to implement local tourism policies. 

 

3.2.1 Definition of museums 

The museum is a historical term. The museum-like operation can be traced back to the 

Renaissance and the 18th century Enlightenment (Bennett, 2013). After a long-time 

development, museums have evolved into various types with different ownerships. 

Most museums share features in common, which generates a universally-accepted 

conception of museums. According to ICOM (The International Council of Museums), 

a museum is defined as bellow:  

"A museum is a non-profit making, permanent institution in the service of 

society and of its development, and open to the public, which acquires, 

conserves, researches, communicates and exhibits, for purposes of the study, 

education and enjoyment, material evidence of people and their environment." 

From this definition, ‘non-profit making' is a remarkable point for understanding the 

establishment and operation of museums. In most cases, a museum is more likely to be 

a public institution than a commercial entity. Financially, the birth of a museum is not 

dependent on profit-pursuing investments but governmental, social, and political 

supports. This definition also implies that museums are operated for cultural, social, 

and public value. The obligation of a museum is to serve all the members of the society 

and to cater to the interests of different stakeholders and audiences. 

 

3.2.2 Types of museums 

It is difficult for museums to have a rigid classification, given that museums have a 

wide range of origins, philosophies and roles (Britannica, 2019). According to the 

different audiences, individual museums can serve families, children, photographers, 

universities, and the elder. Also, based on the diverse geographical territories and 

administrative hierarchies, there are national museums, regional museums, city 

museums, and village museums. When a museum is typed according to one standard 

other features of this museum are missed. Each museum is a composite by different 

classifying. 

   For this study, the classification by the source of funding is of utmost importance, 

which decides the ownership and, usually, the scale and quality of a museum. In most 

cases, internationally-famed collections are held by national museums, which are 

funded by the national governments, for example, the British Museum, the Hermitage, 

and the Louvre. The financial power also impacts how influential a museum can 

develop by continually gaining new collections and holding events. Ownership and 

policies influence a museum's role on a particular issue, for example, a tourism issue. 

   

3.2.3 Museums’ role in tourism 

Generally, museums make their functions in six forms, which are ‘to collect, to reserve, 

to exhibit, to interpret and to engage, and to serve and to act' (Alexander et al., 2017). 

In tourism, museums have three main functions: to attract tourists as a historical and 

https://www.britannica.com/topic/British-Museum
https://www.britannica.com/topic/Hermitage-museum-Saint-Petersburg-Russia
https://www.britannica.com/topic/Louvre-Museum
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cultural resource, to create economic benefits by side consumption, and to implement 

local tourism policies. 

 

To attract tourists as a tourism resource  

The museums that play this role are, usually, cultural institutions or historical heritages. 

These museums bridge a place and people who come to that place. Tourists, esp. 

cultural tourists, search for museums and collect the information through social media 

and add target museums on their visiting lists. Museums take advantage of their tangible 

and intangible resources to exhibit exclusive or exotic collections. For example, 

Vasamuseet, which owns an original warship from the 7th century, is a must-have for 

visitors to Stockholm. The tourism organization such as Visit Sweden may also help 

pack different museums as a set product to increase nights of tourists' stay. By holding 

events and festivals, museums keep creating new elements to fuel the destination to 

compete as a more attractive one. 

 

To create economic benefits by side consumption 

Within Europe, over 50% of the public museums were free for entrance (Hagedorn-

Saupe and Ermert, 2004). Tourists do not generate direct profits to museums so that 

museums' income contributes little to the tourism profits. Although visitors buy 

souvenirs in the museums' shops and have coffees at museums' cafes, these benefits are 

minimal for the whole tourism industry. However, if the museums, which are primary 

touristic attractions in the municipality, negatively respond to seasonality, side effects 

may be thrown on the other stakeholders. Museums generate economic benefits, mostly 

by promoting side consumption. For example, although it is free for visitors to take part 

in an exhibition or event held by the museums, the visitors may create profits for the 

hotels, restaurants, or shopping malls by side spending. Also, when these commercial 

actors pay the tax to the governments, the local community and the whole industry are 

beneficiaries. In this way, an implicit benefit circle forms among museums, tourists, 

stakeholders and governments (see Fig 1). Because the museums mainly live on 

government funds, which primarily derive from taxation, therefore, the decrease of 

income of profit-making actors within the region may indirectly affect the future 

financial support to the museums. This fact suggests the implicit economic cycle in the 

tourism industry in which all the participants are interrelated and interdependent no 

matter they are public or private. 
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Figure 1: The implicit economic circle 

 

To implement local tourism policies 

Widening policy expectations have been around museums during the development of 

museums. Governmental organizations stated that museums could and should be ‘a 

cultural provider’ to the public and ‘an agent of social changes’ (McCall and Gray, 

2014). When culture is proposed as fuel to promote destination image and tourism, 

museums are engaged in implementing tourism policies. Ooi's study found that national 

museums took a leading position in acknowledging the importance of tourism in the 

arts and culture and rebranding the destination for creative tourism development (Ooi, 

2007). When the governmental agencies published a strategy, for example, to improve 

gender equality in the tourism industry, a public museum can hold a theme exhibition 

of woman's stories or invite female artists to a workshop (i.e., Kvinnohistoriskt 

museum). Also, when a destination decides to explore Japan as a new source market 

where people speak Japanese, local museums support this strategy by supplying 

explanatory texts in Japanese.   Because public museums had no financial pressure in 

comparison to the profit-making actors, these museums can adaptably respond to the 

documental principals.   

 

4 THEORETICAL FRAMEWORKS 

Institution analysis, which has been widely used cross-disciplinary, supplies a 

framework to study an event, a system, or a phenomenon based on institutions. 

Institutions have multiple and diversifying definitions in a different context. Based on 

the work of Hodgson (2002) and Ostrom (1990), institutions are understood as the rules 

of the game, either formal or informal, on multiple levels. 

This paper applies institutional analysis as the theoretical framework for 

interpreting the findings for two reasons. First, museums are defined as cultural 

institutions in a destination for residents or tourists from outside. Museums are initiated 
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and operated as institutions, so museums have interests and features in common with 

institutions. Second, and museums are playing under ‘the rules of the game.' 

Institutional analysis is concerned with the rules and how these rules enhance or 

reinforce museums' operation. This means doing an institution analysis help understand 

the dynamics of museums' operation and the causes of the outcomes. Third, institutional 

analysis avoids normative biases in assess any institutional arrangement (Yandle, 2007). 

Instead, this approach supplies a variety of criteria to evaluate various institutional 

performance. Therefore, institutional analysis is employed here to visualize the 

institutional framework of museums and how museums tackle seasonality issues within 

this framework. 

This paper focuses on three aspects of institutional analysis to explore museums' 

response to seasonality issues, including contextual settings, rules and actors, and 

institutional performance evaluation. 

• Contextual settings  

Contextual settings contain physical setting (the resources of the museums) and 

existing institutional settings (i.e., structure, funding, or ownership). 

• Rules and actors 

Policies and regulations on multiple levels determine what roles that museums can 

play and regulate how museums operate every day.  

• Institutional performance evaluation 

Based on this framework and Shah and Niles’s work (2016) in applying the 

framework, there are three interrelated performance assessment criteria for reviewing 

and discussing museums' performance in tackling a particular issue: efficiency, equity, 

and adaptability.  

Efficiency can be evaluated mostly by its economic performance. That is the 

economic change in tourism caused by museums' making use of their resources. 

Equity is concerned with whether all the museums can benefit equitably from the 

current distribution of resources (i.e., policies and funds). 

Adaptability can be tested by the capacity in museums’ rules to respond to changing 

information and environments.  

  

5 METHODOLOGY 

In this chapter, following a precise methodology path, research approach selection, 

sampling strategy, and the methods used for the data analysis will be presented. In the 

section "Methods," an explanation is made on why a case-study method, descriptive 

statistics, and interview approaches were selected and what was done by using these 

methods, respectively. In the following section of the "Sampling method" and "Data 

analysis," the consideration for sampling strategy and fieldwork in sampling are 

presented. After that, the section "Ethical consideration" is addressed, and problems and 

solutions in collecting data are presented.   

 

5.1 Methods 

It is evident that the selected methods for a study have to be appropriate to the topic and 
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functional (Cornwell, 1988). This study applied case-study, descriptive statistics, and 

interview approaches to serve the research aims. 

 

5.1.1 A case-study approach 

Case study research is a distinctive mode of social science inquiry (Yin, 2018), and a 

case-study approach was applied to this study for two reasons. First, although 

seasonality is a widely-existing phenomenon in tourism destinations, it is a highly 

context-dependent topic. Primarily since this study aimed to find the museums’ 

responses to tourism seasonality, it is impossible to collect data without locating the 

study in a place and anchor the right museums as samples. How an actor tackled 

seasonality depended on its attitude adopted (Hunter, 1997; Naredo, 2004) and the 

relevant territorial and social context (Torres-Delgado and Palomeque, 2012). Second, 

"how" or "what" questions are more explanatory and are likely to lead to the use of a 

case study (Yin, 2018), and obviously, the research aim is constituted of "how" and 

"what" questions. The case-study approach resonates well with our aim because the aim 

is not to come to a conclusion that is quantifiable by using statistical methods, but rather 

to gain a deep understanding of museums’ responses to seasonality in the case location. 

 

5.1.2 Descriptive statistics to measure seasonality 

A full picture of seasonality in tourism was required before getting the responses from 

the research subjects. Descriptive statistics were selected to address and demonstrate 

the seasonal pattern in the case location. Only when we get knowledge of the specific 

seasonal pattern in the research context can we link the characteristics of seasonality 

with the collected responses. The seasonal performance in tourism was measured and 

presented by quantitative and visual statistics. In the literature, seasonal patterns were 

obtained from the variations between monthly tourist arrivals and average monthly 

tourist arrivals, and researchers created general indicators to precisely measure 

seasonality. 

Possible indicators for measurement consists of descriptive statistics (Cuccia and 

Rizzo, 2011; Lundtorp, 2001). In this study, the seasonality ratio was selected to explain 

seasonality. Using 𝑋1, 𝑋2,...,  Xi, ..., 𝑋12, to represent the number of arrivals each 

month respectively, 𝑋𝑚𝑖𝑛  and 𝑋𝑚𝑎𝑥   for the lowest and highest value, �̅�  for the 

average value of the seasonality, the seasonality ratio is 𝑋𝑚𝑎𝑥/�̅�. The higher is the ratio, 

the greater is the seasonality.  

 

5.1.3 Interview study 

Key informant interviews were selected as the core method to generate results for two 

reasons. First, unlike documents or observations, interviews include the respondents' 

explicit interpretation and understanding of events (Yeo et al., 2014). Since seasonality 

is a professional topic rather than a normal one (i.e., what do people do during weekends) 

respondents may have noticeable difference when talking about seasonality, through 

key informant interviews, by talking with the experts, the interviewer gets the chance 

to explore in detail the experiences, motives and opinions of others and learn to see the 

world from perspectives other than their own (Rubin and Rubin, 2012, p:3). Second, 
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general advantages were taken by this study: doing informant interviews offered an 

affordable way to gain a big-picture idea of a situation, where the information gathered 

came from people who have relevant knowledge and insight. These interviews also 

allowed for new and unanticipated issues and ideas to emerge (USAID, 1996). 

Interviews were designed to start with an initial period of introduction, which was 

thought highly relevant to the response to seasonality, for example, the position and 

responsibility and how long he/she had worked at his/her position. A marketing 

manager had a different idea in comparison to a coordinator, even though they worked 

in the same museum. Also, the longer the persons involved in their work, the more 

possibilities they may have to experience seasonality. The interview sessions were in 

the respondents' offices or somewhere at their convenience. A list of questions was 

prepared beforehand to serve the study aims and make the interview efficient. Every 

attempt was made to avoid guiding or changing the responses. In order to reflect the 

initial responses in the results, both tape-recording and notepad methods were used. 

 

5.1.4 Purposive sampling 

According to the museums defined in this study, different sampling methods were used, 

following two stages in practice. At the first stage, the official websites of Umeå 

municipality and Visit Umeå were the reliable sources to search and anchor appropriate 

objectives that should be initiated for public and non-profit making. In the second stage, 

when a potential objective was found, detailed information of this objective, such as 

aims, backgrounds, and funders, was deeply researched based on its homepage. Finally, 

three museums and one organization were selected. Because Visit Umeå is semi-

governmental and worked with museums on many tourism issues, one respondent was 

recruited from Visit Umeå. For the museums, the chef and main charger were contacted 

so that they either participated physically or just recommended a respondent. 

When an objective was anchored, invitation emails were sent to the mailboxes, 

which were for the public consulting. The first four emails were sent on 9th April, and 

after one week, only one respondent from Visit Umeå replied.  Invitation emails were 

directly sent to the chefs of the different museums to invite them for an interview, and 

meanwhile, the interviewer used the LinkedIn network to reach some potential 

respondents by leaving an invitation message.  

   The invitation letter included the personal information of the interviewer and a brief 

description of the research, what questions would be included in the interview, and how 

long the interview would probably take. It was stated the participation was voluntary, 

and they could participate in the way they wanted, for example, the respondents did not 

have to answer all the questions if they felt some questions difficult or they did not want 

to. The potential respondents were also promised confidentiality and anonymity 

(Snyder, 2002; Wiles et al., 2008).  

Consequently, four respondents consisted of the final sample, who were considered 

to be appropriate due to the time limitation and research capacity. The information of 

respondents was shown in Table 3. 

 

Table 3: Basic Information of the Respondents 
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No. Organization Description of Responsibility 

1 

 

Visit Umeå 

plan tourism product and project, promote museums and 

other tourism operators, communicate with different 

stakeholders for cooperation  

Years of working 20 Duration 1hr 10min 

No. Museum Description of Responsibility 

2 

Kvinnohistoriskt 

Museum 

Guide the tour, introduce the museum and support holding 

events and activities 

Years of working  3 Duration 30 min 

No. Museum Description of Responsibility  

3 

Västerbotten 

Museum 

Market the museum, communicate with cooperators, plan 

and make strategies for the development 

Years of working 11 Duration 1hr 

No. Museum Description of Responsibility 

4 
Bild Musset 

Communicate with the media and press, support the chef on 

her work and answer the visitors’ questions 

Years of working 3 Duration 45 min 

 

5.1.5 Data collection 

Visit Umeå supplied data for the descriptive statistics and access to the database of SCB 

(Sweden Statistics). Arrival numbers, the expenditure of tourists, income in the section 

of transportation, accommodation, and attractions were considered and applied by 

scholars to measure and reflect tourism seasonality (Butler, 1994). In this study, the 

statistics of overnight guests in hotels, hostels, hiking homes, and camping sites were 

applied to examine the seasonal pattern of Umeå due to its accessibility and liability. 

Monthly data on the number of overnight guests, both domestic and international, were 

accessed on SCB with the help from Visit Umeå. 

   Data for the qualitative analysis was collected from April 25 to May 8 through 

mainly face-to-face interviews.   

 

5.1.6 Data analysis 

The data analysis is mainly the manually thematic analysis in this study. It is conducted 

in the process of thematic coding, finding patterns, and abstracting the themes from the 

original data (Spencer et al., 2014). 

 

5.2 Ethical Considerations 

Doing interviews implies interaction with human participants, where some ethical 
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consideration is necessary. Various issues are relevant to the research methods of 

interviews where privacy, confidentiality and anonymity are considered as the most 

vital concerns of respondents (Buchanan and Hvizdak, 2009). These three concerns are 

emphasized mainly to protect the identity of respondents and to eliminate the risk of 

personal information’s exposure. Since the interviews in this study do not contain 

sensitive information, ethical considerations for sensitive topics are not necessarily 

addressed. In case that the respondent mentions some sensitive information, the 

interviewer will reaffirm the consent of using the information (Allmark et al., 2009). 

The respondents were fully informed of the ethical issues before interviews to ensure a 

high response rate.  

   When inviting a potential respondent to take part in the interview, he/she is 

informed of participating in the survey voluntarily rather than obligatory. The 

respondent's consent is ensured in the invitation letter as well as just before the 

interview, by telling of the exact contribution he/she will make to the entire research 

process, and in what way their responses will be used (Dalen, 2007). Also, in the process 

of conducting the interviews, the interviewer keeps in mind that it is necessary to 

confirm the respondent's consent continually concerning information or possible 

personal will. For example, the respondent is free to skip a question or to change his/her 

answers to the question.  

   Anonymity means and aims to ensure that the information in the result of this study 

is not possible to be traced back to the respondent. Concerning anonymity, two 

approaches are applied. On the one hand, all the names mentioned during the interviews 

are processed to be anonymous and on the other, while presenting the necessary 

information of the respondents, the obtained data were partly and selectively shown to 

protect that the responses cannot be pointed to anyone, so that participating in the 

survey will not cause any trouble to the respondent's work. 

 

5.3 Problems and Solutions 

Seasonality was a professional topic that required specific knowledge to recognize, so 

descriptive statistics of the seasonal pattern of Umeå and a literature review were done 

for this study, which meant that the interviewer had already stored knowledge before 

doing the interviews. However, the interviewer's perspective needed not to be imposed 

on the respondents' initial responses to seasonality. The interviewer took this 

consideration into the practices of questioning. To avoid guiding or interfering with the 

respondents, the interviewer did not show and tell anything like a hint. For example, to 

examine the awareness of seasonality of the respondent, the interviewer did not show 

the statistical peak season of Umeå and asked the respondent, "Do you know this 

seasonal pattern?". Instead, the question was straightforward that "Do you know 

tourism seasonality?" and then "Do you know the seasonal pattern of Umeå?". In this 

way, the respondents' initial responses were gained and kept for the study. 

   The survey is conducted in English, a foreign language for both the interviewer and 

the respondents, which implies a language barrier to the survey. In order to get a reliable 

answer, the interviewer checked synonyms of all the keywords, such as "effects" and 

"tackle" to get prepared for explaining and rephrasing the question. Also, after the 
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respondents gave the answers to each question, the interviewer reaffirmed the meaning 

of them by asking "Do you mean that…", "May I say in this way that…" "Do I 

understand you properly?". So that, the responses were understood and translated 

through full communication.  

 

6 STUDY LOCATION 

This chapter offers a brief introduction of the study location, Umeå, including its spatial 

location, climatic features, and population, which supplies a geographical context for 

the research. After that, the institutional context of Swedish museums is presented with 

a focus on institutions, funding and ownership, and rules and actors. 

 

6.1 Why Umeå? 

The tourism industry in Sweden has a large turnover and plays a significant role in 

many respects, for example, regional development and sustainable economy 

(Tillväxtverket, 2019). Tourists in Sweden spent 11.5 billion Euros in 2016, with 

shopping being the top motivation. 

Sweden is a narrow country in shape spanning many latitudes, which means from 

North to South, the climatic characteristics vary dramatically. Destinations in high 

latitudes have more natural seasonality than those in low latitudes. Evidence can be 

found in previous case studies concentrated in such cold-weather destinations, such as 

Canada, Denmark, Norway, and Sweden (Sorensen, 1999; Hinch et al., 2001; Thor, 

2001; Thulemark, 2017). 

This study is located in Umeå firstly due to the apparent seasonal pattern because 

of its location and climate, which meets the research requirements. Secondly, within 

Umeå municipality, most natural and cultural attractions are free to the public. Four of 

the five museums are non-profit making without charging any entrance or service fees 

(i.e., guided tours) (Visit Umeå, 2019). The fact that public museums take a large 

proportion of the museum resource makes them significant to be the research objectives. 

Thirdly, Umeå is where the researcher lives, so this convenience saves time and ensures 

the possibility of face-to-face interviews. 

 

6.2 Introduction to Umeå 
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Figure 2: Study location by Google Map 

 

6.2.1 Climate 

This study is conducted in a destination not yet overcrowded but with an apparent 

seasonal pattern. Umeå is the capital of Västerbotten County in Northern Sweden (see 

Figure 2). By the World Map of the Köppen-Geiger Climate Classification updated in 

2006, Umeå is known as sub-arctic Group D described as snow climate (the temperature 

of warmest month ≥ 10℃, and temperature of the coldest month ≤ -3℃).   Climatic 

characteristics shown in Figure 3 demonstrate the natural seasonal pattern in Umeå.  
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Figure 3: Climatic characteristics in Umeå 

Source: http://www.Umeå.climatemps.com/ Accessed: 2019-02-27 

 

6.2.2 Tourism resources  

The mild summer weather with the average temperature of 15.5℃ is appealing to 

tourists. In order to fuel tourism development, Umeå has explored tourism potentials, 

including local cultural tourism resources (i.e., cultural heritage, museums, galleries, 

and IKEA) and the proximity with Lapland and the Sami people. Outdoor events and 

summery festivals (i.e., food festivals and music festivals) are held frequently from 

June to August to increase creativity, quality, and diversity for summer tourists (Visit 

Umeå, 2018). In 2014, Umeå was voted as Europe's capital of culture (UNECC, 2018). 

In the wintertime, tourists come around Umeå mostly for the snow activities (i.e., dog 

sledding and skiing) 

  

6.2.3 Tourists in Umeå 

Target groups for Västerbotten include extreme skiers, adventure seekers, health and 

wellness travels, meetings and incentives, and extended business trips (Visit Umeå, 

2019). These target groups shed light on the market because Umeå is the capital of 

Västerbotten County. Except for the target tourists, attention needs to turn to the 

population structure in Umeå. There are two universities within the Umeå municipality. 

http://www.umea.climatemps.com/
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Population related to school, including students, teachers, and employees, takes up 

around 31% of the total population in the area (see Table 4).  

The school break starts from mid-June and ends in late August, which causes an 

institutional seasonality. Also, because of the schools and hospitals, Umeå has the VFR 

(Visiting Friends or Relatives) tourist flow. 

 

Table 4: Statistics of population related to the universities in Umeå 

 
Umeå University SLU (Umeå campus) 

Umeå 

Municipality 

Students 33 979 600 —— 

Teachers/Professors 
        4 000 565 

—— 

Employees —— 

Total 37 979 1 165 125 000 

Source: https://www.umu.se/en/work-with-us/working-at-Umeå-university/; 

https://www.slu.se/en/about-slu/facts-visions-och-values/facts-and-figures/ 

www.Umeåkommun.se Accessed: 2019-04-30 

 

6.3 The institutional context of the Swedish museums 

 

6.3.1 Institutions 

Swedish museums are a valuable cultural, social, and economic resource which in most 

cases, are initiated and managed under international, national, or regional institutions. 

International institutions include European Museums Organizations (NEMO), 

European Museum Forum (EMF), and International Council of Museums (ICOM). The 

most remarkable national institution is the Swedish Museums Association 

(Riksförbundet Sveriges Museer), who ‘works to safeguard and further the communal 

interests of the museum sector.' The Association was founded in December 2004 on the 

initiative of the joint working council for the central museums, county museums, and 

municipal museums. With this mission, this institution has two focus areas: member 

benefits and promotion (Sverigesmuseer, 2019).  

“Museernas vårmöte” was Sweden’s largest national museum conference which is 

organized by the Swedish Museums Association every spring. The conference elected 

the board of management for the next year. 

 Series of 'Visit XX' institutions, such as Visit Västerbotten and Visit Umeå in this 

case, shed light on the operation of the museums. 'Visit XX' institutions work in the 

way of marketing, promoting, and supporting museums to become a tourist attraction. 

For example, Visit Umeå, a partly public tourism organization as a branch of Visit 

Sweden, aims to offer information, brand the image of destinations within the Umeå 

region, and bridge tourists with the possible product/service suppliers.  

 

6.3.2 Funding and ownership 

Museums play multiple roles in society between institutions and the public (Subhiksu, 

http://www.umeakommun.se/


26 

 

2014). In the Budget Bill for each year, the Swedish Government, together with the 

Liberal Party and Centre Party, puts forward several proposals to develop democracy, 

culture, and sports. In the proposal of culture, the fund is partly appropriated to 

museums. Official Institutions and individuals also offer financial support as sponsors 

or donors.  

According to the source of funding and the structure of ownership, Swedish 

museums are typed as bellow: 

• Private owned and financed museums (i.e., Guitar museum in Umeå) 

• Museums owned by the organization(s) (i.e., Bildmuseet in Umeå)  

• Museums owned by the local city (i.e., Kvinnohistoriskt museum in Umeå) 

• Museums owned by the region (i.e., Västerbotten museum in Umeå) 

• Museums owned by the government (National museum and History Museum in 

Stockholm) 

 

6.3.3 Operation  

Although different sponsors fund museums, neither the governments or institutions are 

permitted to have much power in the operation of museums (ICOM Sweden, 2019). 

The Swedish Museums Association stated the proximity principle, which means that 

‘member institutions’ development is primarily a matter for each responsible body’ 

(Sverigesmuseer, 2019). Although museums have the autonomy to manage their affairs 

by making strategies, planning, controlling, organizing resources, there are still some 

policies/rules which are enacted and supported by the government. For example, in 

Sweden, ‘Free admission to museums’ reform was introduced in 2016, which increased 

the number of visitors, and boosted the work of the museums. In the Budget Bill of the 

Government for 2020, the state-owned museums will receive SEK 90 million a year 

going forward to enable them to continue offering free admission and high-quality 

activities (Government.se, 2019). 

Museums set up their operating procedures and administrative regulations, such as 

employment and how to use the funds. To the outside, museums deal with the various 

interest groups around them, including politicians, decision-makers of various types, 

and the media. By cooperating and collaborating with these stakeholders, museums 

balance the interests of different groups.   

 

6.3.4 Introduction to Selected Museums in Umeå 

Museums investigated in this study include Visit Umeå, a regional museum of local 

culture and history (Västerbotten Museum), an art and university museum (Bildmuseet), 

and a city museum of women's history (Kvinnohistoriskt Museum). 

Västerbotten Museum was founded in 1921, which has exhibitions and programs 

on cultural history, art, textiles, documentary photography, and the collection for the 

world's oldest ski. This museum offers many events throughout the year, ranging from 

veteran car meets and dances to Midsummer celebrations and traditional Christmas 

markets. As a part of the local community, this museum is family-friendly, which 

enables family members to unite and share a good time inside or outside the museum 

buildings. There are a shop and a café in the museum (vbm.se, 2018) 
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Bildmuseet, an art museum, is one part of Umeå University, which was established 

as the public heart of the university's art campus and an expressional space for 

contemporary international art. Usually, Bildmuseet exhibits artworks or engage in art-

related projects in collaboration with artists, museums, and universities around the 

world, which attracts national and international attention. Degree exhibitions, theme 

projects (i.e., self-portrait project in 2012), performances, meetings, and workshops (i.e., 

baby theatre and painting in 2014) are held regularly and irregularly to cater to specific 

audiences, such as occupational groups, age groups, family groups or other selected 

groups (Bildmuseet, 2019). 

Kvinnohistoriskt Museum is a public museum of women's history in Umeå covering 

700 square meters in a complex building. As a part of Umeå municipality, this museum 

is initiated to offer open space for public discussion on issues of gender and power, 

identity, and history. Through exhibitions and workshops, this museum tries to illustrate 

women's activities, various knowledge, experiences and place in the world and to 

provide people with the tools necessary to identify and understand the norms, power 

structures, and structures that limit prerequisites, possibilities, and choices in all aspects 

of life regardless of gender (kvinnohistoriskt.se, 2019). 

 

7 RESULTS 

In this chapter, the general seasonal pattern of Umeå is studied by a descriptive statistic. 

The results from the interviews are presented to serve the research aim. Therefore, 

following the research questions the results are four unfolded: ‘the seasonal pattern of 

the museums’; ‘Effects of seasonality’; ‘Tackling seasonality’ and ‘Suggestions or 

expectation for future work’. While some parts of the responses were similar and 

overlapped because the respondents were all working in the organizations/museums 

located within Umeå municipality, responses also varied from respondent to another. 

 

7.1 Seasonality in Umeå 

In this section seasonality in Umeå is measured by a quantitative method for two 

reasons. In order to study the issues on seasonality one must be acknowledged of central 

characteristics of seasonality of the study location. The interpretation and implication 

of seasonality must be taken into account for tourism forecasting and therefore in this 

connection it is necessary to be able to test the stability or instability of seasonality 

(Lundtorp, 2001).  

 

7.1.1 Tourist flow and seasonal pattern 

Based on the statement in section 4.1.2 and 4.1.5, guests’ overnight stays in hotels, 

cottages, hostels and campsites we used to measure the seasonal pattern in Umeå.  

   Fig. 4 based on the available data of guests’ overnight stays supply an overview of 

the structure of demand and the seasonal movement of tourism in Umeå from 2014 to 

2018. The fluctuation of monthly numbers of overnight stays to Umeå was 

demonstrated. During the past five years, the peak seasons with obvious annual 

maximum values occurred in Julies while the minimum values suggest the off seasons 
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in Decembers or Januaries. In Octobers the shoulder seasons were generated by the 

second highest values each year. Also, from the evolution of seasonality it is clear that 

the overall number of guests shows an increasing trend by year although the numbers 

are the same in several months of different years. 

 

 

Figure 4: Monthly overnight guests in Umeå, 2014-2018 

Source: SCB and Visit Umeå Accessed: 2019-04-25 

 

Table 5 shows the seasonal variation in the flow of overnight guests to Umeå. The 

seasonality ratio is calculated to examine the degree and stability of seasonality during 

the past five years. The bigger is the ratio, the stronger is the degree of seasonality. The 

ratios fluctuated slightly from 1.62 to 1.71 which declined in 2017 and rebounded in 

2018.  
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Table 5: Seasonal variation in the number of guests’ overnights, 2014-2018 

 

Source: SCB and Visit Umeå Accessed: 2019-04-25 

 

Fig 5. suggests the proportion of tourists from various countries of origin to Umeå 

region. It is clear that Swedish tourists account for an absolute share while tourists of 

other nationalities take a quite small share. Also, the further is the market away from 

Sweden, the lower the proportion of tourists have taken. Over the past five years, this 

proportion has remained stable.   

 

 
Figure 5: Proportion of tourists from different markets, 2014-2018 

Source: SCB and Visit Umeå Accessed: 2019-04-25 

 

7.1.2 Causes to seasonality in Umeå 

From the analysis above, tourism in Umeå has a stable seasonal pattern which may dent 
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the continuity of tourism business especially for small entrepreneurs (Getz and Nilsson, 

2004). Climatic features play an important role in tourism seasonality. The low 

temperature, long dark nighttime and harsh weather have stopped most tourists from 

outside. Only winter tourists for snow activities (e.g. skiing and dog sliding) or 

Northern light watching came. That is why the minimum numbers of monthly arrivals 

usually occurred in December and January in Figure 4. Swedish citizens chose tropical 

or beach destinations (i.e. Thailand or Sri lanka) to spend their holidays in winter season 

(Yacoumis, 1980). The maximum numbers of monthly arrivals in the past five years 

were all in Julies. 

 

7.2 Seasonal patterns of the museums 

The seasonal pattern was examined with two main questions: one is whether or not and 

to what extent the respondent knew about the term ‘seasonality’ or ‘tourism seasonality’, 

and the other is what is seasonal pattern of the museum in which he/she was working. 

Also, respondents talked about some causes when explaining a specific seasonal pattern. 

 

7.2.1 What are the seasonal patterns of the museums? 

When talking about the seasonal pattern, the respondents described a similar pattern as 

a full picture of seasonality that normally the peak season came in summer mainly from 

mid-June to mid-August while the off season stayed in winter especially during 

December and January. Some respondents expressed their opinions based on their 

casual observations of daily routines because more groups of tourists appeared on the 

streets and in the restaurants during the summer, while some respondents talked in a 

rigorous way based on the accurate statistics collected in his/her work. One respondent 

contributed specific knowledge of seasonal pattern in Umeå from their working 

experience. She introduced five seasons which originated from the Sami people. The 

fifth season between winter and spring was called something like spring-winter. It’s the 

time when the sun comes and it is warmer outside, but there is still the snow.  

When asked about the seasonal pattern of the museums, most respondents gave a 

clear description confidently. It is found that differentiated from the general pattern of 

Umeå, almost each group mentioned in the interviews (i.e. big companies, small 

entrepreneurs, museums and natural sites) had a specific seasonal pattern. For the public 

museums, the respondents had various concerns and feelings of seasonality which 

reflected some changes in the fluctuation of the number of visitors to different museums: 

 “[…] We have seen that we have a very changing flow of visitors, we can’t 

say what time they come to us during the day cause its different from day to 

day. I think that in our museum there is not a fixed pattern. Differences in 

summer and winter were there but not much perhaps because we are totally 

indoors and most visitors are locals who live in Umeå.” (Respondent 2). 

“Yeah, yeah. (talked while drawing a figure) If we say that this is the visitor 

season then we have… this is the year…this January, February, March…then 

it is quite calm… then we have March, we have a peak. Then April and May, 

then you know summer time like this. And it’s quite… and also in December 

we have this Christmas market, it is really, really busy…” (Respondent 3). 
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“I feel that in our museum, the seasonal pattern, if you say that, is mainly the 

school pattern because we serve as a public space for teachers and students. 

Still, if say, we plan theme activities and special exhibitions on our schedule 

and during that period more visitors come. […] I think the seasonal pattern 

of Umeå has a bigger impact on big museums like Västerbotten museum, 

yeah.” (Respondent 4). 

 

7.2.2 What are the causes of seasonality? 

Although at the beginning of the interview, the causes of seasonality were not prepared 

as a must-have question because it was related to more specialized and complicated 

knowledge, however, no respondent explained the seasonal pattern without addressing 

the causes. Both natural causes and institutional causes for seasonality were included 

in all the responses and therefore were presented here as well. 

   In the peak season of Umeå, normally the summer season, the number of visitors 

increased rapidly from mid or late June because the temperature and natural landscape 

gradually became appealing to tourists and meanwhile the summer holidays started 

from June normally in Sweden and many other European countries. Tourists were more 

likely to be mobile during holidays. The respondents told that the mainstream guests 

coming to Umeå were from within Sweden or within Europe. Further, according to the 

responses summer visitors were primarily leisure tourists, while in the other seasons, 

tourists came on business, for study or for hospital care. One respondent told: “The 

people living in the hotel during the summer are travelers. But in winter, they are 

visitors.”  

However, respondents reflected that the museums had different main guests as well 

as casual guests which led the museums to create their own schedules. For example, the 

Kvinnohistoriskt museum was closed on Monday and had special offer on Thursday 

while Bildmuseet had a routine of art Friday and graduation exhibitions in summer 

when they always did something special. Not only the type of visitors but also the 

specific institutional events caused the seasonal pattern of each museum. For example, 

Västerbotten museum held a big event called “Sami week” each year necessarily 

according to the schedule of Swedish public holiday: 

“In Sweden we have this (a Swedish public holiday) at school every week 

Number 10, and in March always it’s a holiday from school…From the 

smallest classes to high schools, yes. And this has been always like this. […] 

And in the North Sweden they have this week Number 10 and I think in the 

South Sweden they have week Number 9 so not just every one… then the ski 

resort places there will be overbooked so it’s two or three weeks in Sweden 

that they can depend. But in this part of Sweden it’s always week Number 10 

and in the middle, I think it’s week Number 9, and week Number 8 in a little 

bit South.” (Respondent 4). 

 

7.3 Effects of Seasonality on the Museums 

The respondents’ assessment of seasonality was studied by asking how and how much 

seasonality had affected their museums. Both positive and negative effects were 
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mentioned and explained by the respondents with examples in their work. Almost all 

the respondents believed that there should be both positive and negative effects of 

seasonality but they felt much easier to exemplify the negative effects than the positive 

ones. In other words, to the respondents in this study, most effects of seasonality were 

unfavorable. Therefore, in the final results, the negative effects obviously overweighed 

the positive effects. 

 

7.3.1 Negative effects of seasonality 

Respondents started their explanation for the negative effects of the off season at 

various standpoints, because they contacted or worked together with different groups 

and took different responsibilities in their work.  

   For the public museums, they had encountered the similar problems caused by 

seasonality, that was the big gap between the number of visitors in the peak season and 

in the off season. Although the public museums didn’t make profits, they needed to 

achieve the missions and goals for which the museums were initiated. Such missions 

could be, for example, to benefit the local residents with a happy family time or to 

spread the arts/culture and shape public minds of gender issues. So that, all these 

museums expected many visitors or audience to be engaged in and that was the way 

their efforts made sense. It was problematic for the development of a museum if quite 

few visitors were interested in or participated in their activities which usually happened 

during the off season. One respondent said that even for a small-scale event, a lot of 

preparation was a must from planning, inviting someone as a speaker, organizing and 

yeah… marketing to the public. If only quite few people come during the exhibition 

period, it is really disappointing and kind of failure. One respondent said the museum 

expected “fresh comments and inspiration for the next plan or period through 

communication with their guest and reputation from more and more people.”  

Another respondent took the responsibility of making the strategies for the museum 

and then had a strong sense of how difficult to handle the conflict between the peak 

season of visitors and the off season of staff, because the most visitors came just when 

the most staff left for their holidays. These two opposite seasons coincided and therefore 

the museum had to employ summer workers to cater the demands from visitors during 

the summer season. It was a big challenge to train the fresh summer workers time and 

time again because the in-house training required both extra time and labor investment 

when employers in her museum were already busy in preparing a range of issues for 

the coming summer season. Moreover, since the seasonal workers changed almost 

every year and they were superficially engaged in their temporal work which may 

impact the service quality of the museum as well. 

While the seasonal workers brought adverse effects to the museum, these mobile 

workers themselves were also suffering from the negative effects of seasonality on 

employment. Because of the fluctuation of demands, the temporal workers were not be 

employed permanently to get a higher salary or stable social insurance: 

“[…] This is a negative effect on us about this seasonality absolutely because 

if we have this high level of visitors all year around, we can employ these 

people to stay as an ordinary staff of the museum. Full time, yes. That will be 
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so much better. Because we have more quality and they learn a lot, they feel 

safer as person you know how things work and maybe better paid…” 

(Respondent 4). 

When talking about the pressure on natural and community environment during the 

peak season, the respondents thought Umeå still owned a lot of potential to develop and 

the natural environment had never suffered any pressure from being overused. 

Moreover, local communities always showed a positive attitude to the arrivals when 

locals and tourists interacted casually in shops and restaurants or mingled where there 

were big events or festivals:  

“I think they are just happy if somebody comes somewhere with different 

backgrounds. […] No, we never talked about the “overcrowded”. We don’t 

know that word here.” (Respondent 1). 

 

7.3.2 Positive effects of seasonality 

Positive effects were also mentioned by the respondents although quite few. Actually, 

whether these effects were considered positive was dependent on the individual’s 

perception. Especially for public museums, less visitors in the off season could help 

save their cost of cleaning and maintaining work. Since the yearly budget and the funds 

were limited, running at low cost for several months could be positive economically: 

“Museums are not getting in anything. Because there is not any admission. 

For most museums in Umeå, Västerbotten Museum, Kvinnohistoriskt 

Museum… anyway there is no admission. So, the more people come, the more 

people need to take care of those people for cleaning, for everything.” 

(Respondent 2).  

However, not for all but for one of the respondents, there were clearly two seasonal 

patterns, one was the seasonal pattern of visitors and the other was that of the staff in 

her museum. Summer, the school holiday week and the Christmas market were 

undoubtedly the peak seasons for her museum while the several months before the peak 

seasons’ coming were the busiest season for the staff. The respondent told that they 

needed to prepare a lot from facilities to service in order to cater the visitors in each 

peak season. However, no one can manage a heavy work load or handle high pressure 

all the time, so that it was reasonable for the staff to have a low season or leisure season 

to relax somewhat. The existence of low seasons for the staff caused by the low 

demands drove the museum to run in a sustainable way. 

. 

7.4 Tackling Seasonality 

At the beginning, not every respondent was so clear about the word “tackle” and after 

rephrasing and explaining, respondents got the point and, in their work, they were used 

to using “handle”, “deal with” and “act to”. All the respondents told that as a public 

actor in the tourism industry they didn’t have much pressure from investors or sponsors. 

Especially, one respondent told that according to the latest policy regarding to the 

financial issues of Swedish museums the politicians were not permitted to interfere on 

how the sponsored museums would use the fund. Although without economical 

dynamic, the fact that each museum was initiated and funded for a specific mission or 
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goal.  

   Although the specific approach in tackling seasonality differs, three main strategies 

were mentioned by all: product strategies, marketing strategies and collaboration 

strategies. 

 

7.4.1 Product strategies 

Product diversification as a strategy to reduce the negative impact of seasonality on 

museums was told and favored by most respondents. In their eyes, a tourism product 

had a broad sense because almost every tangible product and intangible service may be 

tourism product as long as they were consumed by tourists, for example, a guided visit 

of the museum. Yet, for the museums in this study, their offers were mainly in the form 

of exhibitions, events/festivals, workshops and activities. All the museums had tried to 

explore new attractive icons for the next exhibitions and increased visitors’ interest and 

participation. For example, Kvinnohistoriskt Museum held four projects in the past 

April and six in March. The exhibition of the theme ‘housekeeping’ lasted from April 

to September this year. As a university museum which served university for art 

education, Bildmuseet also planned different tours to attract different groups, such as 

family tour, baby tour and prebooked tour. The prebooked was offered particularly to 

meet different individual demands. 

Except for diversifying the temporal offers, when the budget permitted some 

museums could do a rebuilding project for a long-time return. One museum just 

reconstructed some parts in 2013 which allowed the museum an obvious increase in the 

number of visitors which was encouraging and successful as a product strategy. Before 

2013 the museum had 50 or 30 visitors a day, and 100 visitors after reconstruction. The 

original off seasons were killed because the museum became appealing to visitors all 

year around. Although summer peak existed, the annual visitors increased sharply with 

100 visitors even in January and February.  

And based on the favorable increase in visitors not only in peak season but also 

around the whole year generated by rebuilding, this museum was undergoing another 

rebuilding project for celebration of the 100th anniversary which was planned as a big 

event in 2021. 

 

7.4.2 Market segmentation and marketing strategies 

In order to tackle seasonality, all the respondents thought it was necessary for them to 

make marketing strategies according to the characteristics in different seasons. Some 

respondents directly stated that they made their marketing strategies on the basis of 

market segmentation. So, the respondents analyzed the main source of their visitors, 

and then they implemented marketing strategies based on the characteristics of the 

origin regions and the needs of tourist groups. The results suggested that these museums 

had concentrated on the traditional and current markets rather than exploring new ones: 

“[…] I would say that mostly they are from Sweden. If in percent, I would say 

we have 75% Swedish visitors and 25% from abroad, from other countries. 

(Respondent 3).  

“For us, it is the art workers or people who are interested in art that come to 
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visit. Up to date we mainly use (a social media) to reach our potential visitors 

by offering free fika for example and we publish posters on campus bulletin 

boards. If we have some special exhibitions, we usually send invitation letter 

to the specific person or groups purposively.” (Respondent 4). 

When it came to advertising, the fact was that some brochures of Visit Umeå or 

museums were only available after tourists arrived in Umeå which meant that these 

marketing materials did not make sense to a tourist when he/she selecting a destination, 

and there were no video advertisements launched on popular social media. It was clear 

that market positioning was almost the only factor that had determined the museums’ 

decisions in marketing strategies. The respondents gave explanation for the 

advertisement issues from their perspectives: 

“All the museums have different exhibitions and they change exhibitions… 

Some of them (Bildmuseet) say that this really worked class, it’s very high 

class. People travel from other countries and come to see some of the 

exhibitions. But it’s very expensive for them to go out to tell what exhibitions 

they are having now. So…” (Respondent 1). 

“Yeah, I think we didn’t invest much in marketing, maybe only some in 

maintaining and updating our website because the majority of visitors are 

locals and they come and go casually. So, it was not so important whether we 

do some marketing work.” (Respondent 2). 

“Our owners say in their documents that our target or main target market is 

the region… is just Västerbotten County. That’s our market. That’s where we 

should spend our money for advertising. They are the people who we should 

welcome to the museum. So, we have almost never advertised in Stockholm 

or in other regions in Sweden or abroad. That’s very rare.” (Respondent 3). 

 “Well, marketing and advertising…I think we did that. Not for all, but for 

local visitors and within art worker circle. Because you know, we work hard 

to open up to a bigger group of audience of course not everyone is interested 

in art. So, as you said, yes, it’s purposive advertising or marketing.” 

(Respondent 4). 

 

7.4.3 Collaboration strategies 

With regards to the collaboration, almost all the respondents gave positive answers and 

some expressed their expectations. Not surprisingly, they had a strong awareness that it 

was difficult and even impossible to attract more tourists just by their own efforts. 

Respondents said that they were willing to provide supports in many ways but in a 

monetary way to various tourism organizations, agents and commercial actors, although 

they showed nuanced attitudes on how to collaborate. For example, most museums 

would like to help if hotels or restaurants wanted to place some booklets or brochures 

as advertisements somewhere in the museums. And also, the museums took in response 

to the local theme event by participating and making their contribution: 

“We cannot support with money but we can support with we also make 

activities. And in the past Autumn we had food market here in the city center 

and then we were there having activities. We were there every day, told about 
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the history and food culture so we also made it to a bigger event. We were 

there and also a lot of institutions were there so we did it together. But we are 

not the one who starts kind of event, if they invite… yes, we participate, then 

we think that’s perfect. It’s great and we love it.” (Respondent 3). 

Furthermore, collaboration required supports, efforts and commitments from many 

different actors and may take a long time to see the changes and returns it could bring:  

“I contact the tourism operator first and the tourism operator makes the 

package. Then the agents sell them. So, it’s a long way to run. It takes … if 

you are my tourism operator … all these things are good things … if we have 

this project on marketing … It’s a long way to go. When everything goes fast 

at a time, the visit is really fast. It’s very normal to take three years.” 

(Respondent 1). 

 

7.5 Suggestions or Expectations for future 

Regarding to the suggestions and expectations for future work on seasonality, the 

respondents didn’t give a quick answer mainly because they all believed that 

seasonality was a widely-existing phenomenon which was difficult to handle. They 

didn’t think there was any panacea or shortcut to kill the negative effects rapidly, so 

that they rarely thought they were able to suggest anything. One respondent said “Oh, 

I think that person who has this ‘How to tackle this…’ will have the Nobel Prize because 

this is a big problem in tourism I think for all destinations.” However, still some 

expectations or suggestions were given unconsciously during the interviews. For 

example, one respondent told that it was important for Visit Umeå and all actors in 

tourism to have the same picture of the responsibilities. Since Visit Umeå was the 

primary tourism organization in the responsibility of the public and private actors all 

over Umeå region, museums expected Visit Umeå to help reach a bigger potential 

market: 

“And that’s why we want Visit Umeå… that’s what I think is really important 

road for Visit Umeå. They can take all of us, museums, restaurants and 

hotels and tell about us in other destinations. But as an owned museum, we 

can’t go if people from Stockholm, Gothenburg or Germany want to come to 

Umeå just because of our museum then we have to offer something more 

together. And that’s why Visit Umeå is so important. We are with it offering a 

lot of exhibitions and activities and Visit Umeå can use all this to have 

visitors to the region.” (Respondent 3). 

 

8 DISCUSSION  

This study aims to examine the seasonal patterns of the museums, to investigate positive 

and negative effects of seasonality on the museums, and to find out how they tackle 

seasonality as an institution. By looking at these different aspects, this study manages 

to cover a range of spectrum of perspectives and perceptions of museums to seasonality. 

Here, in this study, museum performance is discussed in the three aspects from Chapter 

4: adaptability, efficiency, and equity.  
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8.1 Adaptability 

Adaptability is reflected by how the museums react to the tourism seasonality of Umeå 

by playing within the institutional framework. Adaptability can be tested by the 

capacity of the museums' rules to respond to changing information and environments. 

Rules leg behind changes, and getting rules right takes a long time (Shah and Niles, 

2016). If the museums could benefit by eliminating the offseason or strengthening the 

peak season, the high adaptability of the current rules can be implied.  

When the responses from the interviews are compared with the descriptive statistics, 

they match each other to a large extent. Firstly, the respondents' perception of Umeå’s 

seasonality is consistent with the seasonal regularity displayed by the curve in Fig 4., 

although the specific seasonal pattern of museums varies based on their schedules. 

Secondly, the degree of annual seasonality in the past five years has been relatively 

stable, and the monthly number of visitors has not changed significantly if compared 

with the same period of last year, which matches the description by the respondents. At 

the same time, the fact that the number of daily visitors to the Västerbotten Museum 

has been increasing year by year echoes the statistical results of the monthly increase 

in the number of visitors to Umeå. However, the increase of visitors to the other two 

museums during the tenth week and Christmas holidays each year was not reflected in 

the total number, for perhaps visitors did not spend their nights in commercial hotels or 

hostels. This may be a result of VFR tourism flow in Umeå because visitors to their 

friends or relatives usually live at homes. Or else, visitors from outside actually did not 

come to these two museums. Not every museum can make the most beneficial strategies 

(reconstruction and marketing) for itself or afford the cost of implementing these 

strategies. The adaptability of the three museums to seasonality differs from each other.    

 

8.2 Efficiency 

Efficiency can be evaluated mostly by its economic performance. That is the economic 

change in tourism caused by museums' making use of their resources. 

The respondents explained the adverse effects of off-season from the perspective of 

the mission and goals of the museums, and the training costs of seasonal employment 

for some museums, which evidenced previous findings of seasonal workers (Baron, 

1993; Pearce, 1989; Lundmark, 2006). These effects do not matter as much as the 

pressure of return on investment for profit-making actors. Compared to the mentioned 

entrepreneurs for whom off-season was no season (Lundtorp et al., 1999), the economic 

effects of seasonality have not pushed the museums under any pressure. However, it 

does not mean that museums have no incentives to tackle seasonality. There is an 

implicit economic circle in which the effects of side consumption may be thrown on 

the other stakeholders. However, all the respondents did not have a sense of that. Except 

for the traditional practice like holding events and displays, these selected museums did 

not pursue more chances from stakeholders to enhance visitors in off-seasons or the 

whole year.  

 

8.3 Equity 
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Equity is concerned with whether all the museums can benefit equitably from the 

current distribution of resources. Rather than straddling and waiting for the peak season 

coming, museums played an active role in tackling seasonality to different degrees due 

to their goals and initials. The tools used by the museums are classified into mainly 

three strategies, but ordinarily, such strategies are mutually inclusive in practice. 

Various strategies interplayed, which is consistent with the previous findings in tackling 

seasonality in many cases (Butler and Mao, 1997; Chung, 2001; Getz and Nilsson, 2004; 

Koenig-Lewis and Bischoff, 2010).  

Although a range of impacts were listed by Hall (1996), it is found that holding 

event or exhibition is the most used tool and the most common single strategy to combat 

seasonality on either a regular or a one-off basis, because this strategy can generate new 

products (the events) to utilize existing supply-side resources and infrastructure. Also, 

this is more cost-effective in local provider terms (Baum and Hagen, 1999). However, 

equity is challenged here. First, for the museums with a limited budget, it will be more 

feasible for them to activate existing facilities than constructing new ones. The 

diversifying institution context from one museum to another makes it difficult for each 

museum to gain the same benefit by holding or participating in an event.  In this case, 

museums focused more on independent small-scale and self-driven events rather than 

megaevents of a series of linked activities (Hall, 1992) due to the capital and capacity 

constraints. Second, significant event/festival planning and promotion, which were 

concentrated during the summer season, have reduced expected ‘add on' benefit to 

locality and the function (Baum and Hagen, 1999).   

Third, the success of festivals and events depends heavily on marketing in a wide 

range to create a buzz, and this strategy requires extra time and labor to achieve. The 

question is whether local private sector providers can or will support the initiatives 

during their formative period and accept limited returns or losses by remaining open 

(Baum and Hagen, 1999).  Moreover, for the public museums, they also worried about 

participating events that would impact the sustainable way they run their museums if 

the staff was kept busy continually from one event to another. 

 

8.4 Limitations, Implications and Future Studies 

With reference to seasonality, it would be most useful to position the study in a specific 

context of natural and socio-cultural characteristics just like what has been done by a 

few researchers (Allcock, 1989; Baum and Hagen, 1999; Chen and Pearce, 2012; 

Cuccia and Rizzo, 2011; Getz and Nilsson, 2004; Hinch et al., 2001). In order to bring 

more rigor to the analysis, future research is expected with the use of mixed-methods 

approaches, which combine quantitative and qualitative methods, as tried in this study 

and as suggested by Nunkoo et al. in 2013. However, limitations exist in both methods.   

In the descriptive statistics, as mentioned in the methodology chapter, it is one-sided 

to count visitors to a destination directly from the number of overnight stays in the 

accommodation industry. Such statistics omit visitors who stay in relatives or friends’ 

homes, family tourists camping in the wild, and self-driving one-day trippers. Moreover, 

overnight guests are not necessarily tourists, they may come for medical treatment or 

other purposes, because the title of the data is ‘guests’ rather than tourists or visitors, if 
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there are more comprehensive and rigorous statistics in future by multiple approaches, 

it will be of great benefit to research on seasonality and other relevant topics. 

Furthermore, appropriate indicators for measuring seasonality are expected to be 

developed and applied for different actors in tourism. For example, the revenues from 

each guest per night in hotels showed a different picture of seasonality in comparison 

with the seasonal pattern of guests’ stays.  

In the interview study, seasonality is not a daily topic, and only people with specific 

knowledge can provide confident and reliable answers. The respondents' knowledge 

levels are greatly affected by their position and job content, although they are all 

working for the museums. This result, again, reflects that individuals in “positions of 

power within social or organizational systems” are often gatekeepers of information 

and potential sources of rich data for researchers (Drew, 2014). Therefore, for future 

similar interviews, priority should be given to such interviewees to collect data for the 

research, especially when respondents' responses are to reflect the situation of the 

research objectives (the public actor) rather than their thoughts.     

In light of the results, widespread attempts have been made to reduce the adverse 

effects of seasonality, but the museums have concentrated on the traditional summer 

holidays and some long-period holidays such as the Christmas holidays. Tourists' trends 

towards more and shorter breaks within a year should also be taken use of (Baum and 

Hagen, 1999). For example, since Umeå has an IKEA, retailers, and shopping centers 

as an attractive resource for shopping holidays, collaboration can be expected between 

museums and commercial sectors.  

Lastly, it is the responsibility of tourism operators and museum institutions to ensure 

that residents and visitors both have sufficient access to the local amenities for their 

enjoyment in all the seasons, to avoid the development of negative attitudes toward 

tourism and the presence of tourists. Towards sustainable growth to 200 000 inhabitants 

(Umeå Kommun, 2019), policymaking and planning to handle seasonality are required 

to take into consideration the overall needs of different actors. In this way, tourism will 

be advanced in consistence with the principles of fairness and equitable distribution and 

then form a virtuous and sustainable circle.  

 

9 CONCLUSIONS 

In this chapter, the main findings of this study are briefly presented in terms of 

responses to the research questions. 

  The seasonal pattern described in the answers is substantially in consistence with the 

descriptive statistics with nuance in the specific pattern of each museum.  

   Concerning the effects of seasonality on the museums, negative effects outweighed 

the positive ones in the result. Although without economic pressure or dynamic, the 

museums still had incentives to combat the impact of the off-season when fewer visitors 

came, and low demands happened during winter. The mainly mentioned adverse effects 

existed in the repeated training of seasonal workers in the summer season and 

difficulties in achieving their goals suggested by their funders if few audiences were 

reached. Lower cost in offseason and seasonality of staff's workload were considered 
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somehow positive to the sustainability of the museums due to the financial and capacity 

limitation. 

   Regarding tackling seasonality, the museums made their efforts in the form of three 

strategies. Product strategies were implemented by diversifying the offer of events and 

exhibitions on a regular or one-off basis, self-driven or community-driven. Marketing 

strategies were designed on market segmentation with a focus on the traditional and 

current market where local inhabitants and domestic tourists took the original part of 

the total. Collaboration strategies were stressed and favored by all the museums since 

they could not reach a bigger market or enhance their influence only on their own. 

Potentials of tourism in the Umeå region were expected to be developed by 

collaborating in a broader range.   
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