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The Arctification of northern tourism: a longitudinal
geographical analysis of firm names in Sweden
Roger Marjavaara a, Robert O. Nilsson a,b and Dieter K. Müller a,b
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ABSTRACT
The European North has long attracted travelers, the selling point
often being the availability of nature and wilderness. Recent
developments, however, suggest a greater variety of tourism
motivations, including new products such as dogsled tours, aurora
borealis watching, snowmobiling, and stays at ice hotels. Many of
these firms use names containing the term ‘Arctic’ or similar
terminology related to imaginations of the Far North. The chosen
terminology is considered one example of the process of
‘Arctification’. However, there is a limitation in descriptive
knowledge about the overall Arctification of the region’s tourism
industry. Hence, this article aims to illustrate the Arctification of the
tourism industry by mapping the changing geographies of firm
names. Through its results, the study aims to contribute an
understanding of how firm naming is part of the tourism
production, and how this influences the reimaging and delineation
of regions. The study uses a descriptive quantitative approach,
extracting data from the Retriever Business database. The results
show a clear development of tourism firms increasingly using Arctic
terminology in their firm names. Also, the tourism firms’ locations
show patterns of spatial differences related to the region’s natural
environment, population density, infrastructure, and the firms’ age.
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Introduction: the Arctification of northern tourism

The European North above the Arctic Circle has attracted travelers and tourists for more
than a hundred years (Jacobsen, 2015). The selling point of the North has been the avail-
ability of nature and wilderness, accessible and commodified for touristic consumption
(Müller, 2011; Müller et al., 2019; Saarinen, 2019). Hence, Pedersen and Viken (1996)
argue that the European North has become a global playground, or as Saarinen (2005)
expresses it, a touristic wilderness. While Jacobsen (2015) still sees the European North
as a destination for anti-tourists, looking for uniqueness and distance from the masses,
the recent tourism development suggests a greater variety of tourist motivations and
travel modes. Indeed, places such as the North Cape, Norway or the Santa Claus Village
in Rovaniemi, Finland, have triggered seasonal mass tourism (Grenier, 2007; Herva et al.,
2020; Müller et al., 2020; Rantala et al., 2019). At the same time, new products such as
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dogsledding tours, Aurora Borealis watching, snowshoe walks, and stays at ice hotels have
been introduced to the regional tourism supply, often turning it toward ‘softer’ and more
accessible experiences alongside a more traditional supply focusing on regional demand
(Granås, 2018; Hjalager et al., 2008; Jæger & Viken, 2014; Jóhannesson & Lund, 2017;
Rantala et al., 2018). This development is in line with reports of growing tourism in north-
ern areas and the Arctic (Hall & Saarinen, 2010; Müller, 2015; Varnajot, 2020), at least until
the COVID-19 pandemic caused a discontinuation of the long-lasting boom. Saarinen and
Varnajot (2019) reviewed different perspectives on Arctic tourism in the scientific literature
analogous to Wang’s (1999) dimensions of authenticity and acknowledged that there is no
consensus on how the Arctic region should be delineated. Although this has greatly contrib-
uted to understanding various dimensions of Arctic tourism, the authors do not explain the
emergence of Arctic tourism in places previously not considered being located in the Arctic,
and the question of what such a change means for the places where it is conducted remains
unanswered. ‘Arctification’ has been identified as a contributing factor to tourism growth in
the north (Lundmark et al., 2020). Müller and Viken (2017) define the Arctification process
as being ‘a social process creating new geographical imaginations of the north of Europe as
part of the Arctic and consecutively new social, economic and political relations of the area’.
(ibid, 288). For example, Müller et al. (2020) acknowledged that this process has led
tourism- and hospitality entrepreneurs even in urban areas to use ‘Arctic’ as part of their
brands. The Arctification process here refers to the idea of adapting natural and constructed
symbols, names and associations that are used to represent the Arctic, many of which are
based on historical and/or stereotypical images of the region (cf. Cooper et al., 2019; Rantala
et al., 2019; Viken, 2013). Hence, this article aims to illustrate the Arctification of the
tourism industry by mapping the changing geographies of firm names. Through this
descriptive study, it is possible to assess what type of words, and where these Arctic firm
names are used, as this contributes to understanding the role of naming and language in
creating and delineate Arctic places and Arctic tourism activities.

Theoretical background

Overall, tourism and globalization have led to a continuous spatial integration within and
between places in the form of flows of people, information, knowledge, and capital (Dicken,
2007). For example, some researchers suggest that the increased media attention to the
Arctic has sparked the phenomenon of ‘last chance tourism’, referring to tourists travelling
to experience places and things before they change or disappear, often related to climate
change (Lemelin et al., 2010). This type of increased flow of information has also created
a global environment in which ‘even the most remote spaces are exposed to global compe-
tition and are forcing firms, localities and regions to react and adjust to the new economic
condition’ (Pike et al., 2006, p. 4). One adaptation to the global competition, especially in
tourism, involves various types of marketing and branding strategies. The end goal of mar-
keting and place branding is to shape the identity of a place from within, to emit a favorable
image that resonates with the place identity and creates a positive reputation (Boisen et al.,
2018). For a region, place, or tourism site it is vital to be spatially limited, with clearly
defined borders, to produce and market it for tourism purposes (Paasi, 1986; Saarinen &
Varnajot, 2019). However, the identity or imagination of a place in tourism varies
between tourism entrepreneurs, who produce the products, and tourists seeking their
own identity through their experience with the products (MacCannell, 1976; Wang,
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1999). In the Arctic region, producers of tourism have materialized naming, branding, and
marketing through the development of tourism destinations, firms, and products that have
emerged over time. Many have themed their products as ‘Arctic’, promoting themselves as
exotic and out of the ordinary to attract tourists (Grenier, 2007; Jacobsen, 1997; Lucarelli &
Heldt Cassel, 2019; Saarinen & Varnajot, 2019; Viken & Granås, 2014). The changes in the
Arctic region have created a new meaning for it as a place of rich culture, social life, and a
variety of flora and fauna, rather than simply a remote, barren wilderness (Müller, 2015).
The social process, sometimes called the Arctification of the Arctic region, has thus led
to new social, economic, and political relations and effects (Müller & Viken, 2017).
Human geographers often study these socioeconomic forces and/or the material processes
that follow, without explicitly highlighting the importance of language and naming (Tuan,
1991). In human geography, names can be interpreted as part of research related to imagin-
aries (Salazar, 2012). In tourism geography, however, much more attention has been given
to place branding (Heldt Cassel, 2008; Hospers, 2004; Lucarelli, 2018; Syssner, 2010). This is
a form of socioeconomic thinking, and has its roots in business research in areas like mar-
keting and branding (Anholt, 2008). Yet, names themselves often become major symbols
and an essential part of place identity (Paasi, 2010), as ‘naming is power – the creative
power to call something into being’ (Tuan, 1991, p. 688). In tourism, the process of
naming a tourist site or an attraction is considered essential for displaying it (MacCannell,
1976), as a tourist site or attraction with high ‘imageability’will appeal to tourists and attract
them to visit it (Jacobsen, 1997). Hence, naming is crucial in the production of place and
place-making, often resulting in a social reproduction whereby areas or institutions are
named after the tourism attraction or tourism sites (MacCannell, 1976). Still, Light
(2014) states that:

Academic geographers have a long history of studying both tourism and place names, but have
rarely made linkages between the two. Within critical toponymic studies there is increasing
debate about the commodification of place names but to date the role of tourism in this
process has been almost completely overlooked. (ibid, p. 141)

Toponymy is the study of place names, and is studied in linguistic research, where words
and naming have been acknowledged as important, major contributions to the (re)produc-
tion and (re)imagining of places (Andersson, 2017). Toponyms can be viewed as ‘markers’,
in the words of MacCannell (1976), and some tourism studies have studied toponyms,
including the Hollywood sign and Hollywood boulevard in America (Braudy, 2011), indi-
genous tourism sights in Australia (Clark, 2009), street names in Israel (Shoval, 2013), and
Route 66 in America (Caton & Santos, 2007). Among the related toponym studies, Mair
(2009) studied the place of Vulcan in West Virginia, whose name was chosen as a reference
to the popular TV show Star Trek. Mair’s (2009) research provides a good case example of a
successful instance of a place name being changed to attract tourism. The opposite has also
been found, with a place name generating expectations among tourists that have not been
fulfilled, resulting in various negative impacts such as vandalism (cf. Clark, 2009). Another
example is the study by Pedersen (2016) in Kaldefjord a few kilometers outside Tromsø,
Norway. The study focused on a language change in place names from Sami to Norwegian.
In the paper, Pedersen questions whether the process has given the place a new Norwegian
identity through a stigmatization of the Sami language. These case studies on toponyms
demonstrate the power of names and naming. No previous studies have been found that
similarly analyse tourism firm names, although naming has been viewed as important in
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tourism research (Caton & Santos, 2007; Jacobsen, 1997; MacCannell, 1976; Shoval, 2013).
The understanding and meaning of naming, symbols and signs are crucial in linguistic
studies to understand its impact (Bourdieu, 1991). One common theory is that of
signified and signifier, introduced by de Saussure among others (Chandler, 2017).
Similar, in tourism research, MacCannell (1976) idea builds on the idea that tourists’
first interaction with a destination or sight is not with the sight itself, but rather a represen-
tation of it. Through images, text or stories the tourist develops various ideas and percep-
tions of the sight. This idea is part of MacCannell’s sight sacralization framework, where the
first step is identifying and differentiating the sight from other sights by defining, delineat-
ing and naming it. According to Pretes (1995) the representation of the sight is thus trans-
formed into something that can be packaged, marketed, sold and also reproduced by the
tourists. By researching the Arctification of tourism firm names in this study, the aim is
to contribute to the understanding of the development of Arctification and the production
of space through naming, and the role of tourism in reimaging regions, by acknowledging
Tuan’s (1991) argument of the importance of language and names: ‘it rests on the fact that
words – names, proper names, taxonomies, descriptions, analyses, and so on – can for a
start, draw attention to things: aspects of reality hitherto invisible, because unnoticed,
become visible’ (ibid, pp. 692–693).

Methods and data

Firstly, this study applies an explorative approach in describing the development of the Arc-
tification process among tourism firms in northern Sweden. Hence, the study’s geographical
analysis is set on a regional level, comprising the two northernmost counties in Sweden –
Norrbotten and Västerbotten (see Figure 1) – which are both defined by the Swedish gov-
ernment as Sweden’s Arctic region (Regeringskansliet, 2020). The DMO of Norrbotten
county, Swedish Lapland, has also highlighted the Arctic as a brand (cf. Lucarelli &
Heldt Cassel, 2019) and this study highlights the spatial diffusion of this type of naming
and branding within the region and between the counties. As there is a lack of basic descrip-
tive knowledge regarding the overall Arctification in the tourism industry, the study uses a
descriptive quantitative approach, laying out the historical path and the current state of
Arctic-related names used, to paint a broad picture of the development. By focusing on
firms in the tourism industry, the study addresses the Arctification process from a
supply-side perspective, hence not taking into account individual tourists, or the demand
side. The justification for this is grounded in the assumption that firms are the most impor-
tant actors in decisions regarding not only offering specific products in the marketplace, but
also how firms should be profiled and named, and how they are intended to be perceived
among potential customers. Further, firms and their market offers are indirectly a response
to market demand, hence partly considering the demand side. This means that, even though
specific considerations and choices made by key individuals within different firms would be
of interest, this is not the primary focus in this study.

The data used in this study are extracted from the Retriever Business financial database,
owned and run by the private firm Retriever Sverige AB (Retriever Business, 2020). This
database is a collection of public financial and business-related information regarding all
limited companies, economic associations, sole traders, and trading partnerships in
Sweden. It collects information from private credit institutes and public government auth-
orities such as the Swedish Companies Registration Office (Bolagsverket), the Swedish Tax
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Agency (Skatteverket), and Statistics Sweden (Statistiska centralbyrån). Hence, the included
data comprise public information collected from several different sources but stored and
searchable in a single database comprising around 300 different variables for each firm
(Retriever Business, 2020). The central piece of information for this study is the firm
name used for a firm and/or association. The name of the firm is the key indicator used
for tracking the Arctification process in the region. While this says nothing regarding the
products offered, it is an important indicator of how the firm is profiled and how it is
intended to be perceived, offering one insight into the intentions among its owners and

Figure 1. Sweden and the two counties of Norrbotten and Västerbotten, including county capitals.
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founders, and/or key individuals within the firm. One limitation, of course, is that the firm
name does not completely reveal the firm’s core operations, but it serves as a proxy for its
operating activities and gives an overview of the Arctification process in the region over a
long period. The firms included in this study are limited companies, economic associations,
sole traders, and trading partnerships, which are the most common forms of economic
firms within the Swedish system (Bolagsverket, 2020). To describe the development of
the Arctification of economic firms, all firms registered from January 1, 1945 to January
1, 2019 (including non-active and deregistered firms) were analyzed. As the standard indus-
trial classification codes (SIC) in Sweden do not include the tourism industry as a separate
branch, definitions regarding what is and is not tourism must be created. In this paper we
have uses a narrow definition of the tourism industry previously suggested by Lundmark
(2006). Firms belonging to the following categories are defined here as the tourism industry
(see Table 1):

Table 1. Definition of the tourism industry according to standard industrial codes. Source Retriever
Business, 2020.
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This means that large economic sectors that are an essential part of the tourism industry
but are primarily not defined as such are not included. One example is the retail sector,
which is the target of a large part of the annual tourism expenditure (Tillväxtverket,
2020). To distinguish and determine the scope of the Arctification process in the region,
different keywords signifying Arctic-related names and terms in the economic firms
must be selected. In this study, the terms chosen to indicate an Arctification of the
tourism industry are winter, ice, snow, and other natural features of the region. As this
study does not focus on the products offered but rather on the profiling of the economic
firms, one needs to base the terms on the main natural resource highlighted in the
names. Hence, in line with Grenier (2011), the selected associated terms represent the Arc-
tification. In this study, terms in Swedish and English language are selected (see Table 2):

Given the scope and time depth of the data used, the chosen approach provides an exten-
sive picture of more than half a century of development in the northernmost region, and
will essentially answer whether or not there is an Arctification process at hand. Before
the empirical evidence is presented, a short background of tourism development will illus-
trate the study’s geographical context.

Tourism in northern Sweden

Tourism in northern Sweden can be dated far back in time, and one may argue that Lin-
næus’s (2005/1732) Iter Lapponicum is an early travel diary recounting his time in the coun-
try’s North. However, a more widespread tourism development took place in the second
half of the nineteenth century, when the construction of a railway facilitating the exploita-
tion of northern resources also allowed tourists to access the North (Lundgren, 1995;
Müller et al., 2019). The Swedish Tourist Association, established in 1885, promoted
tourism to the northern mountain range in a nationalist spirit and provided a network
of cabin and huts, allowing tourists from southern Sweden to explore the exotic North
(Hagren, 2020). Modernization and the establishment of the welfare state further promoted
tourism by including broader sections of society (Bohlin et al., 2014). The right to paid
vacation was the first step in developing social tourism. In the North particularly, the moun-
tain range offering skiing and hiking was identified as an area of national interest for
tourism and recreation (Müller et al., 2019). Indeed, tourism developed into an important
economic activity in the North; and particularly from the late 1980s onward, when the
global neoliberal shift hampered the direct involvement of the state, tourism development

Table 2. Selected keywords in firm names as indicators of Arctification.
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was promoted to counterbalance the negative impacts of globalization on the peripheral
North, including deindustrialization, selective outmigration, and an ageing population
(Bohlin et al., 2016; Müller, 2013; Müller et al., 2019). This development triggered a rejuve-
nation of tourism. The establishment of the Icehotel in Jukkasjärvi outside Kiruna was soon
accompanied by other investments in a variety of tourism products, often focusing on the
winter season (Müller, 2011). The number of commercial overnights stays in Västerbotten
and Norrbotten, Sweden’s two northernmost counties, increased from 3.7 million in 2012 to
more than 4.3 million in 2018, a significant increase even in a circumpolar comparison
(Varnajot, 2020). Much of this increase, however, has taken place in urban centers rather
than rural peripheries, although a spillover of an often exclusive and international
demand into adjacent rural areas can be detected (Müller et al., 2020). Naturally, the
COVID-19 pandemic has affected demand. However, the high-end tourism to many of
the new tourism attractions promising exclusive experiences close to nature, and often
framed around an Arctic topic, has hitherto not been reported to have dwindled
dramatically.

Empirical evidence

Firstly, the development of a possible Arctification process among economic firms in the
tourism industry in the counties of Norrbotten and Västerbotten will be described using
official register data from (Retriever Business, 2020). Secondly, the places signified by a
possible Arctification process will be identified and described, using GIS analysis. Regarding
the development of an Arctification process, the Retriever Business database allows a search
of firms and economic associations as far back as 1945. This offers an extensive overview of
how this has developed over a period of more than half a century. Figure 2, below, presents
the development of firms and economic associations in the tourism sector with Arctic-
related names in Norrbotten and Västerbotten. This covers all firms and economic

Figure 2. Registered tourism firms, associations, and organizations with Arctic-related names in the
counties of Norrbotten and Västerbotten, Sweden. Time frame January 1, 1945-January 1, 2019. Non-
active & deregistered firms included. Source: Retriever Business, 2020.
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associations active from January 1, 1945 to January 1, 2019, and includes firms that today
are non-active and/or deregistered. Hence, this is the gross figure of all firms that have oper-
ated during this period. As shown in Figure 2, the first firm or economic association with an
Arctic-related name first appeared in 1964: This was a firm with the term ‘Lappland’ in its
company name. Other important terms then make their debuts, such as ‘Is/Ice’ in 1982,
‘Snö/Snow’ in 1983, ‘Arktis/Arctic’ in 1984, ‘Slädhund/Husky’ in 1986, both ‘Norrsken/
Aurora’ and ‘Pol/Polar’ in 1987, and finally ‘Vinter/Winter’ in 1998.

Throughout the period, there was a total of 218 firms and economic associations with
Arctic-related names. During the 1960s and 70s there were few tourism firms and/or econ-
omic associations in the region with Arctic-related names, and it was not until the 1980s
that things started to develop. In the 1980s 26 Arctic tourism firms were added, and the
figure for the 1990s is 25. Then, things took off in the early 2000s and 63 Arctic-related
firms appeared, increasing to 102 in the 2010s. These are crude numbers, and are not
accounting for larger changes in the regions, such as a general increase in international
tourism (Varnajot, 2020), increase in international entrepreneurs in the region (Carson
et al., 2018; Carson & Carson, 2018), and other types of political change (cf. Väätänen &
Zimmerbauer, 2020), which is outside the scope of the present explorative, descriptive
study. However, they do indicate an increase in the frequency of Arctic naming among
the region’s tourism firms, with more and more of them taking this path, among many,
in choosing what to communicate to the market.

The numbers of tourism firms (with Arctic and non-Arctic names) are rather evenly
distributed between the two counties during the period. In Norrbotten the gross figure
for the period regarding all tourism firms and economic associations is 1222 while the
same figure for Västerbotten is 1054, giving a ratio of 54% of all firms in Norrbotten and
46% in Västerbotten. The Arctic-related tourism firms constitute approximately 10% of
all tourism firms during the period, but their share was slightly higher during the 1980s
(26%). However, what is crucial for this study are the absolute numbers since these indi-
cate a growing number of entrepreneurs who deliberately label their firms with names
carrying an Arctic connotation. The distribution of Arctic-related tourism firms
between the two counties is somewhat skewed. A total of 175, or some 80% of all
tourism firms with Arctic names, are located in Norrbotten during the same period,
meaning that the remaining 43 (19.7%) are located in Västerbotten. This is somewhat
logical, as Norrbotten is the more northern county of the two, and holds features
iconic tourism attractions focusing on Arctic-related features. It is further interesting
to break down the different terms used in the naming of tourism firms and economic
associations, and describe how they differ between the two counties. In Table 3 the
Arctic names are broken down into individual keywords, in both Swedish and
English, for the two counties. Most of the Arctic terms used for firm and association
names are phrased in English. Some 72.4%, or 158 firms and associations, use English
Arctic-related names, compared to 27.6% or 60 firms using Swedish terms. This is of
course an indication of the international geographical markets these firms are primarily
targeting in their quest. Among the Swedish terms, ‘Lappland’ (English Lapland) is the
most frequent, followed by Pol (English Pole or Polar). Some 65% of the Swedish Arctic-
related terms used are used by firms and economic associations in Norrbotten. However,
as for the terms ‘Snö’ (Snow), ‘Slädhund’ (Husky) and ‘Lappland’ (Lapland), there is an
overweight for Västerbotten. The term ‘Pol’ (Pole or Polar) only occurs in Norrbotten.
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Regarding the English terms (158 cases), 86% (136) are in Norrbotten and merely 14%
(22) in Västerbotten. All of the English terms have a higher frequency in Norrbotten. The
most commonly used term is ‘Lapland’ (64), followed by ‘Arctic’ (48) and ‘Husky’ (13),
meaning that ‘Lapland/Lappland’ is the most common term in both English and
Swedish. In English ‘Arctic’ is the second-most common term, but the Swedish term
(Arktis) appears far down in the hierarchy, indicating the importance this profiling has
on an international market. For English terms, Norrbotten is at the top of all terms
accounted for. In the case of the term ‘Arctic’, 47 out of 48 firms and economic associations
are located in Norrbotten. Hence, measured by name indicators, the Arctification process is
found primarily in Norrbotten, and here the profiling is targeting primarily an international
(English-speaking) market.

Further, in analyzing places signified by the Arctification process, a basic GIS analysis is
used. Here, only firms that are active on January 1, 2019 are included. The total number of
Arctic firms in the region at this time is 192. These are plotted and related to basic and rel-
evant features of firms in the tourism industry, to describe these places and their character-
istics. Population density as well as land-use and physical geography divisions are also used

Table 3. Tourism firms, associations, and organizations with Arctic-related names in the counties of
Norrbotten and Västerbotten, Sweden. Registered from January 1, 1945 to January 1, 2019. Non-
active and deregistered firms included. Source: Retriever Business, 2020.
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as input. Figure 3(A–D) displays central features of the research area and (E) the distri-
bution of the Arctic tourism firms.

All maps in Figure 3(A–E) display the location of the Arctic Circle, which runs through
Norrbotten county, in an east–west direction. Figure 3(A) shows the distribution of airports
in the region. There are currently ten airports with scheduled air services, which naturally
differ in size regarding passenger volume and number of daily flights. The airports in Umeå,
Luleå, and Kiruna have the highest passenger numbers and are operated and owned by Swe-
davia, a state-owned airport company. Other airports are owned and operated by compa-
nies solely or partly owned by the respective municipalities. The administrative division in
the region shows that there are 29 municipalities (Figure 3(B)) in the region, including the
county capitals of Umeå (Västerbotten) and Luleå (Norrbotten). Many of the municipalities
are sparsely populated. As displayed in Figure 3(C), most of the area has a total population
volume (within a 30 km radius) below 5000 inhabitants; it is only in the coastal area where
the population volume is relatively high. Also, there are two population hot spots (Kiruna
and Gällivare) in the inland of Norrbotten, with a moderate population volume. The land-
use and physical divisions of the region are displayed in Figure 3(D), showing that the
mountain region, with its Arctic tundra-like vegetation, is aligned along the border to
Norway. The inland region, dominated by boreal forest, is the largest type of area.
Finally, the coastal region is the smallest in size but the largest in terms of population.

Figure 3. Features of the counties of Västerbotten and Norrbotten, including Arctic firm locations.
Source: Retriever Business, 2020.
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Finally, in Figure 3(D), the Arctic firms are plotted. What, then, are the characteristics of the
localities where Arctic tourism firms have appeared? First, the distribution of the aggregated
distances between the Arctic tourism firms and some of the features, mentioned in Figure 3,
are analyzed. These distances are shown in box plots in Figure 4, sorted in descending order.

The spatial proximity to the county capitals of Umeå and/or Luleå seems to be of low
importance in explaining the locality of Arctic tourism firms in the region. Of course,
some are located in the respective county capital or close by, but most are not. Regarding
the distance to the sea, this is of higher importance than the county capital; but still, the
median distance is 140.5 km. The Arctic Circle seems to be of greater importance for the
spatial location of Arctic tourism firms in the region. However, the median is still over
100 km. What seems to be important, rather, is spatial proximity to an airport. Here the
median distance is merely 35.5 km, which means that 50% of the Arctic firms are located
no further from an airport than a 30-minute drive. The variation in the data is also
rather low, with an interquartile range between 7.3 and 71 km. The extreme case is
114 km from the closest airport. Most important when it comes to location, however, is
proximity to a municipal center. This is the case, of course, due to the number of municipal
centers; but it also indicates that Arctic tourism firms are not placed in total wilderness, at
least not most of them. Rather, proximity to the amenities and services found in central
places seems to be important to the firms. Here, the median distance to the municipal
centers is only 9.7 km. Finally, the localities and the characteristics of the surroundings
of the Arctic tourism firms are analyzed based on the firms’ age, in order to describe
what has been of importance in their choice of location over time. In Table 4, the Arctic
firms are divided based on different age intervals. This mirrors Figure 2, with most of
the firms appearing in recent years: Over 50% of them have started their business in the
past ten years. If we look at the population volume of the surrounding firms we see that
younger ones have been located in areas closer to population centers, whereas the old
firms (over 30 years.) to a greater extent were located in the rural periphery, with low

Figure 4. The distribution of aggregated distances between Arctic tourism firms and important features
in the county of Västerbotten and Norrbotten.
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population numbers. This is partly also the case regarding the number of other Arctic
tourism firms. The oldest firms have a low number of other firms in the surroundings,
while the most recent ones have a higher density. This indicates that while the Arctic
label previously has been a signifier for remote places, it is now also increasingly present
in urban environments (Müller et al. 2020).

Regarding the type of region, it is clear that most firms are located in the inland region.
This is by far the largest region, and there are significant numbers of Arctic tourism firms
surrounding the larger settlements. For example, within a radius of 20 km from the city of
Kiruna there are 30 Arctic tourism firms, making up the largest Arctic tourism firm cluster
in the entire region. This area also holds one of the most iconic Arctic tourism firms in
Sweden, the world-famous Icehotel (see www.icehotel.com), first constructed in 1989.

Discussion

The empirical data on the region demonstrate an increase in tourism firms using various
forms of ‘Arctic’ terminology in their names. While the reasoning behind the use of
these names is not addressed in this study, previous studies have shown that the Arctic
region has been viewed as exotic and out of the ordinary (cf. Viken & Granås, 2014).
The Arctic names can be interpreted as exotic and unique in response to tourists’ image
of the region, as being exotic or out of the ordinary is expected to appeal to tourists
(Wang, 1999). Hence, one could argue for the importance of naming a firm in such a
manner to attract tourists, as an attractive ‘marker’ or name will appeal to them and encou-
rage them to visit (MacCannell, 1976). The empirical data show that the tourism firms with
these Arctic names are spatially located both north and south of the geographical borders,
for example the Arctic Circle, natural borders, and regional borders (Saarinen & Varnajot,
2019). Still, these places contain material and immaterial elements that reflect the image
tourists might have of the Arctic, including snow, cold, wilderness, the northern lights, mid-
night sun, etc. The reasoning behind these findings could be that ‘the image of the North is
to a large extent determined by the visitors from the south’ (Jacobsen, 1997, p. 346). Hence,
the tourism entrepreneurs in this study may choose a particular name for their firm to meet
the expectations of tourists; or, they might choose a particular name to attract tourism
(Mair, 2009). This development has not spilled over into the changing of place names in
the region, but has been seen in other non-tourism firms, e.g. Polarbröd (Polar Bread),
Polarfönster (Polar Windows), Arctic Road and Polarvagnen (Polar Caravan). It is,
however, observed in the political arena, for example, the Swedish Arctic strategy (cf.

Table 4. Arctic firms categorized by age and the characteristics of the locational
surroundings.
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Müller, 2021) and in local DMO strategies such as the one of Swedish Lapland (Lucarelli &
Heldt Cassel, 2019). It is evident from the results that many of these tourism entrepreneurs
use English terminology in their firm names, which could be interpreted as an awareness of
the global geopolitical discourse around the Arctic region (Lucarelli & Heldt Cassel, 2019).
Including the discourse on last chance tourism (Lemelin et al., 2010), the use of an Arctic
name and English terminology would enable tourism entrepreneurs to have their firm
names be understood globally, and appeal to these types of tourists seeking an Arctic experi-
ence. The names could also be interpreted as an adaptation to the global competition of
firms and places (Hospers, 2004; Pike et al., 2006; Syssner, 2010), similar to the use of
place branding (Boisen et al., 2018). The Arctification of the Arctic region, has led to
new social, economic, and political relations and effects (Müller & Viken, 2017). Part of
it this is the regional brand that will partly shape the regions’ development and symbolic
values (Syssner, 2010). Similarly, this paper argues that naming particular tourism firms
is a vital part of the production of space. Tourism firm names are an important symbolic
capital that can influence tourists’ perception of a place, by default influencing the pro-
duction of space to meet the needs of tourists on a broader societal level.

Conclusion

The results in this study demonstrate that tourism entrepreneurs label their firms as being
Arctic, even though some of the firms’ spatial locations are south of most of the existing
geographical, political, and natural borders of the Arctic (Saarinen & Varnajot, 2019).
These findings demonstrate Saarinen and Varnajot’s (2019) idea of the produced and
experienced dimensions of delineating a region. The produced dimension refers to the
tourism production that is based on sociocultural and natural images of the region, and
the experienced dimension specifies the tourists’ subjective experiences (ibid). The
findings suggest that the ‘Arctic’ can still be produced and experienced outside the existing
borders and indeed, the firm names contribute to reimagine the spatial delimitation of, and
attributes associated with the Arctic region. These findings support Cooper et al. (2019)
claim, whom state that ‘In tourism studies, there is no sound geographical definition of
where the Arctic begins’ (p. 78).

Furthermore, the findings show that younger firms tend to be spatially located closer to
airports and urban areas compared to their older counterparts, while the Arctic label pre-
viously has been a symbol for remote places associated with wilderness and emptiness
(Müller & Viken, 2017). These findings provide empirical evidence for the argument pre-
sented by Müller et al. (2020) that the Arctic and its imagined properties increasingly are to
be found in urban environments within the northern region, too. A possible explanation is
that tourism entrepreneurs respond to the increasing interest of international tourists for
the Arctic. Consequently, they locate their operations close to access points for international
charter flights and urban environments, securing access to supportive services and infra-
structure (Lundmark & Carson, 2020). This also explains the increase of English terminol-
ogy used in the firm names found in this study. However, as previously stated by others, the
Arctification process might not be perceived to be beneficial by all. It can be seen as an
orientation towards the expectations and needs of stakeholders outside the region and
not necessarily corresponding to local community needs (Cooper et al., 2019; Rantala
et al., 2019). Hence, further studies of the Arctification process and its societal impacts
are suggested. Additionally, the study underlines a need to investigate language in
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tourism to gain a deeper understanding of its role for meaning creation, and eventually its
influence on societal structures in a case where global discourses on the Arctic collide with
local practices, narratives, and traditions.
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