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Preface 
 

  

Through the EEA funded GALOP project, NAMRB (Bulgaria) and KS (Norway) 

aim to identify and popularize sustainable local development strategies/models leading to 

improved employment opportunities and poverty reduction in small and disadvantaged 

settlements. The crucial objective is to support the socio-economic development of dis-

advantaged Bulgarian rural municipalities and create growth through the activation of 

their local resources and potential.  

In this report, the Telemark Research Institute presents a portfolio of Norwegian 

municipalities where local potential has been activated and used strategically. The cases 

presented are a selection of Norwegian municipalities that have been working skilfully 

with local development based on local industry, traditions, culture, heritage and nature. 

All the presented cases have succeeded in creating some kind of local growth, even 

though some of them still experience major challenges. Furthermore, their methods and 

strategies have been somewhat different. In this report, we describe the main characteris-

tics of their work. 

The content of the report relays partly on previous analysis conducted by colleagues at 

the Telemark Reseach Institutes. We are grateful for their permission to elaborate further 

on their work.  

We hope these case descriptions can inspire further approaches in the GALOP project 

and contribute to designing local development models for activating local potentials in 

Bulgaria. 

 

  

 

Bø, 05.12.2019 

 

 

Nanna Løkka 

Project leader 
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1. Introduction 

1.1 Background 

GALOP is an EEA funded project aiming at creating local growth in rural Bulgaria through acti-

vating the local potential in some carefully selected Bulgarian municipalities. The project is a 

collaboration between Norwegian and Bulgarian partners, based on a hypothesis that Bulgarian 

municipalities and local communities can develop suitable development models inspired by suc-

cessful Norwegian experiences.  

For many years, the Telemark Research Institute (hereinafter abbreviated TRI) has conducted 

studies on how to succeed with regional development. TRI has studied municipalities and local 

communities for decades and gained a solid understanding of important premises and effective 

strategies for activating the local potential and creating growth. When KS looked for a Norwegian 

partner for the GALOP project, TRI was chosen, primarily because of our former systematic ex-

amination of socalled ‘successful rural municipalities’. In this report, we present a portfolio of 

Norwegian municipalities that have worked systematically with place making and managed to 

make a positive turnaround - from decline to growth. 

However, it is a long way from Norway to Bulgaria. The political system, the democratic tradi-

tions, the financial instruments, the local challenges, the culture – all of which must be carefully 

considered when transferring value and relevance between the two countries. Our knowledge of 

Bulgaria is limited. When we in the following present a selection of Norwegian cases, we do not 

know if and how they resonate in a Bulgarian context, but hopefully, they will serve as inspiration 

for the selected Bulgarian municipalities. 

1.2 The Norwegian Context  

In this section, we give a short introduction to the Norwegian context. Norwegian society has a 

relative long democratic tradition and is very egalitarian – sometimes to a degree foreigners find 

exceptional and unfamiliar. Norway has three levels of government: state, county (11 County 

Authorities) and local level (356 municipalities). The main municipal responsibilities include ed-

ucation (primary and lower secondary schools and kindergartens), primary health care (care for 

the elderly and disabled), social services, local planning, agricultural issues, environmental issues, 

local roads, harbours, water supply, local security and preparedness, water supply, sewerage and 

waste, culture and business development. Compared to for example Sweden, Norway has led a 

conscious and active policy on development in rural areas. Norway is, therefore, less centralized 

than our neighbor. Since 2013, Norway has had a Coalition Government led by the Conservative 

Party. This party has an active policy on entrepreneurship, startups, private ownership and enter-

prises. 

The level of trust is generally high in Norway, and the habit of interactions and cooperation be-

tween different sectors and levels in the political and administrative system, is highly integrated 

on all levels (see App.1. as an example of how this statement is valid when it comes to munici-

palities and their most important collaborators for business development). Important development 

strategies and agreements are achieved through both formal and informal networks, corruption is 
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however unusual. The Norwegian development strategies rely heavily on the possibility of work-

ing towards shared goals regardless of sector or political parties. The strategies are reflecting a 

societal system where everybody involved has the same possibility of being creative, voice their 

suggestions and to be taken seriously.  

That said, the Norwegian society is at the same time regulated by laws and bureaucracy on many 

levels. For example, there is a rather complex regulation in favor of open consultation processes 

to secure the involvement of all stakeholders and which commits governmental authorities to 

assess their input. 

One essential dimension of community planning and place making in Norwegian municipalities 

is to prepare and decide plans. One of the key tasks of a newly elected council is therefore to make 

a municipal planning strategy. There are separate plans for urban and rural planning/place making 

and business development. Most municipalities have a separate plan for business development, 

whereas place making is part of the municipal master plan. Place making is a more bureaucratic 

process, where the political boards and the administration in the municipality are doing the stra-

tegic work more or less alone. Business development is, on the other hand, a more complex pro-

cess where many different actors are involved in the process and institutions outside the municipal 

administration have an impact. 

An earlier study of important collaborators for Norwegian municipalities concerning business 

development shows that most municipal councilmen regard Innovation Norway (IN) as their most 

important development partner (Moen 2014). Innovation Norway is a state- and county-owned 

company and a national development bank with regional offices, programs and goals concerning 

the different Norwegian regions. In table 1, we have summarized the most important actors sup-

porting local level business development in Norwegian Municipalities and what roles they have 

(see also appendix 1). The collaboration between the municipality and other local actors requires 

trust between the governmental and non-governmental actors. It requires a municipality with a 

great extent of legitimacy and trust among private developers.  

Table 1 Most important actors supporting local level business development in Norwegian Municipalities (Vareide et. 

al., 2019) 

Institution/organiza-
tion 

Role 

County Authorities: Important for municipal policies on business and social development in many ways. 
They have financial muscle, partly own Innovation Norway and instruct their activi-
ties, prepare and adopt regional plans for land use and transport and plans within 
several other policy areas. These plans provide guidelines for municipal planning and 
activity. 

The County Governors: Important for municipal land use planning and for the agricultural industry (funds de-
velopment projects). The County Governors is the County level representative of the 
State Government. 

IN’s regional offices: Their development tools is in large grants and loans for businesses. 

Regional Research 
Funds: 

Finance and stimulate research and innovation at regional level. Owned and jointly 
managed by the County Authorities, but have professional autonomy. 

Research and 
Development 
institutions: 

Universities, colleges and research institutes (eg. TRI). Participates in business devel-
opment projects to varying degrees. 

Destination 
companies: 

There is a vast hierarchy of destination companies in Norway, both at the national 
level, regional and county level and down to local travel destinations. 

Inter-municipal 
Councils: 

In order to coordinate efforts across municipal boundaries, most Norwegian munici-
palities participate in inter-municipal councils that are involved in a wide range of 
projects on social and business development. 

Development  
companies: 

Works towards business development in municipalities and regions, often organized 
as a private corporation with full or partial municipal ownership. 
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Business Gardens and 
Start-Up Labs: 

Colocation space for companies. Aims to stimulate innovation in small and medium 
sized enterprises (SMEs), and business development and entrepreneurship in remote 
and less developed areas in Norway. Through these centers, companies can access 
networking activities, share knowledge, get advice and marketing services and other 
services related to starting a new business. 

1.3 Previous studies  

TRI has previously done studies highly relevant for this project. In this section, we will present 

three of these studies and their general conclusions. We will also include these comprehensive 

and thorough studies when we in the last chapter give an extract of the keys to success.  

1.3.1 Attractiveness and successful rural municipalities 

Senior Researcher Knut Vareide from TRI has formulated the principle of attractiveness for mu-

nicipalities and developed methods for analyzing it (https://regionalanalyse.no/; Vareide 2018). 

Based on numbers and statistics, he conducts analyses of municipalities and regions; which one's 

experience growth and succeeds in their work on the development and why? The attractiveness 

model seeks to explain growth and development in specific places through two components: 

structural factors and local qualities. The local qualities equal the attractiveness of a place. Struc-

tural factors are external drivers that the local community has no control over, in the short term. 

Such factors include a favorable location in a region where the number of jobs generally are rising 

or a young population that leads to surplus population. Development that deviates from the ex-

pected (i.e. structural factors), is the attractiveness of a place - which could, of course, be both 

negative and positive. Attractiveness is, according to this model, those activities or measures put 

in place to increase the popularity in a certain area (local qualities), such as good schools or other 

services, housing opportunities, etc.  

Regions that manage to create attractiveness can achieve population growth despite unfavorable 

structural factors.The method is highly relying on reliable and concistent statistics of municipal 

numbers and economy. Today many municipalities use these analyses as a tool for selecting the 

right development strategy. 

In a previous study of local growth and development in Norway based on this method, the re-

searchers have drawn some general conclusions regarding keys to success (Vareide et.al. 2018). 

One of the most important findings is that for rural municipalities to create growth, they have to 

make themselves attractive for both potential enterprises and residents. In areas where local com-

panies can offer more jobs, the municipality needs to make sure it also is an attractive place to 

reside – and the other way around. New employees might settle in other, more attractive munici-

palities nearby if the municipality does not offer tempting housing, activities, etc. 

It is indisputable that the whole community must be engaged in making the municipality attrac-

tive. Hence, it is important to have open processes engaging local industries and the civic com-

munity. The interaction between the municipality and local businesses is of great significance. In 

Norway, the interaction between the municipality and the voluntary sector is also important – this 

is of special importance for municipalities using natural and cultural heritage as a development 

strategy. 

https://regionalanalyse.no/


8 GALOP 

The municipality’s ability to be a catalyst and mobilize local stakeholders are perhaps of greater 

impact than having plans, programs, and strategies of good quality. However, the use of govern-

mental plans is also of great importance. 

Quite often, local economic growth and more jobs will be about luck or bad luck. However, mu-

nicipalities that succeed are more often willing to take some risk, are on the alert and ready to 

take action when opportunities arise, for example by having up-to-date and well-prepared munic-

ipal plans and effective decision-making processes. 

Further key factors when building an attractive rural municipality, according to Vareide et.al. 

2018:   

 Going from unattractive to attractive takes effort and time 

 Attractiveness is achieved through collaboration between municipalities, local industry 

and business, voluntary sector and others. 

 Effective and successful interaction between the municipality and other parts of society 

demands a high degree of trust. It is the municipality’s responsibility to establish this trust 

through transparent decision-making processes and open dialogue with the community. 

 Working slowly but surely to facilitate already existing local industry and business is the 

best strategy. Growth usually occurs within already established industries. Attempts to 

establish brand new industries are rarely successful.  

 Municipalities must be prepared to respond quickly and effectively when unexpected 

possibilities appear.  

 Municipalities must be prepared for “luck” and make sure that bureaucratic processes do 

not obstruct investors and entrepreneurs.  

Figure 1 The attractivness model: Keywords and examples from a Norwegian context on what can be done to create 

local growth and development (Aastvedt, Magnussen, Vareide & Thorstensen, 2019a) 
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1.3.2 Local levels of trust 

The level of trust in a society affects economic development and welfare (Wollebæk & Segaard 

2011). Trust has been described by some as lubricating the fabric of society and allowing wel-

fare and modern economies to function efficiently. International studies show a strong link be-

tween levels of trust and economic development when comparing different countries. Norway 

and the other Nordic countries are characterized by a high degree of trust, together with high 

productivity and welfare. In countries with a higher degree of trust, the need for control mecha-

nisms and formalization is limited. Transaction costs are therefore lower (Torsvik 2000). It is 

easier to make deals, trade and collaborate with others and the economy flows faster and better. 

Several surveys on the concept of trust conducted by TRI, indicate a correlation between local 

levels of trust in a municipality and the municipality's attractiveness for business and settlement. 

In other words, levels of trust can help explain differences in economic growth and develop-

ment, also between regions and municipalities. There needs to be trust between the citizens in 

general, but especially between the local politicians, the municipality's employees (the bureau-

cracy) and the business community. How so? Well, one of the prerequisites for a place to in-

crease its attractiveness is that key actors cooperate and coordinate their efforts to improve the 

quality of society. It is more difficult, if not impossible, to cooperate effectively in places where 

there is no trust between those who need to cooperate.  

The main dimensions when it comes to local levels of trust in a municipality are summarized in 

the figure below. The main point is to illustrate the importance of trust both between and within 

the different groups in the municipality. The level of trust these groups have to other groups and 

institutions outside of the municipality, such as the County Authority, neighboring municipali-

ties, non-profit organizations and visitors are also important.  

Figure 2 Illustration of the levels of trust between actors key to local development and growth (Aastvedt, Magnus-

sen, Vareide & Thorstensen, 2019) 
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First, there needs to be high levels of trust between the local business community and the mu-

nicipality. The local politicians are the only ones who have the legitimacy to define goals and 

strategies to develop the municipality, while the municipal administration is the one who shall 

implement these strategies. It is obvious that if the business community lack trust in the munici-

pality's politicians and employees, the business sector will to a small extent respond positively 

to the municipality's development strategies and initiatives. Furthermore, municipalities that 

have low levels of trust between politicians and the administration will face problems in both 

defining and implementing a powerful development strategy. 

Secondly, these three groups may also have varying degrees of trust in and among themselves. 

For example, the internal political climate is important. To what extent do the municipalities’ 

long-term development goals and strategies have broad bipartisan political support (support 

across political parties)? And are the municipality's politicians committed to goals of creating a 

positive development throughout the municipality, or are many politicians loyal mainly to local 

parts of the municipality? Trust within the business community is important because it can af-

fect the climate for cooperation between companies. 

The last dimension is the level of trust between these three groups and other groups and institu-

tions such as the County Authority, neighboring municipalities, local non-profit organizations 

and visitors to the municipality.  

In addition to trust, a strong local identity and general optimism are believed to be positive fac-

tors for growth and development. A municipality has a strong local identity if the citizens are 

proud of their home place, talk about it positively and use their energy to create joint growth and 

development instead of internal competition.  

1.3.3 Value creation  

TRI has examined two grand, national programs concerning value creation based on local natu-

ral and cultural resources (Haukeland & Brandtzæg 2009; 2019). These studies show that to 

trigger the local potential for value creation, innovation and economic development, processes 

of active participation from the municipal government, local business, academia, non-profit or-

ganizations and citizens is of great importance (quintuple helix model). More specifically, the 

following elements are highlighted: 

 Create interaction between natural 

and cultural (heritage) resources 

 Cross sectorial work (municipality, 

local business, volunteers and aca-

demia) 

 Involvement of local community 

and local business 

 Some places demand inter munici-

pal interaction and cooperation 
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1.4 Methods and criterias for finding cases 

Our starting point for detecting relevant cases from the Norwegian context has been the already 

mentioned ‘attractiveness model’. It is important to underline how, according to this theory, suc-

cess is tantamount to economic growth. The concept of sustainability is hence not taken into ac-

count as a success in itself, nor social or cultural improvements. Success is equal to more jobs and 

population growth, regardless of potential negative consequences in other areas.  

For this report, we have made a conscious selection of municipalities in Norway with high attrac-

tiveness. First, we did a national ranking among all Norwegian municipalities based on total at-

tractivity in the period 2011-2018. To make the cases more relevant for the Bulgarian context, 

we, on the one hand, removed some of the coastal municipalities where the achieved success is 

closely related to the fish industry and those municipalities experiencing growth due to immigra-

tion. On the other hand, we have added some municipalities that do not necessarily top the rank-

ing, but still are of special relevance in this context because they have worked systematically 

towards activating local resources and achieved growth within certain areas.  

These methods and conciderations led to the following list of municipalities spread all over Nor-

way: Aurland, Frøya, Gloppen, Inderøy, Lærdal, Røros, Trysil, Træna, Vang and Åfjord.  

 

Figure 3. Selection of successful municipalities  
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Some of the following case descriptions rely heavily on former studies, others less. To adapt 

former studies to this specific context, we needed more qualitative data. The new research is done 

through studies of the municipal master plan, especially the social element in this, webpages and 

newspapers, and through interviews with central people in the municipal administration to com-

plement this information (most often the mayor, head of development or the municipal chief ex-

ecutive). The purpose of this approach was to gain more detailed knowledge of methods and key 

strategies applied in the Norwegian development strategies.  

All local communities have unique resources of some kind, either these are natural or human 

resources, landscapes or specific cultural traits. However, these resources do not generate growth 

and positive development in and of themselves. Therefore, our question to these municipalies has 

been what did these municipalities do for a positive turnaround to happen, and who has been 

involved in the processes?  In the next sections, we will give a brief description of exactly what 

factors have been important to reverse the negative development in these specific Norwegian 

municipalities. We have emphasized to shed light on the following questions:  

 What were the main challenges in the area?  

 Which resources were activated? 

 Which methods have been used – key actions for success? 

 Who have been the agents or promoters of the different successful initiatives? 

For each municipality, we give a short description of the context and the challenges. Then we 

describe the most central actors and what they have contributed to in the development, with a 

specific focus on the municipality. It is often hard to separate between actors and actions, these 

are therefor presented under the same heading. We close each case by describing further plans 

and results.  
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2. Aurland 

 
Foto: Robert Bye, Unsplash.com 

 

Main challenges: Population decline combined with low growth in the local economy and 

few job opportunities 

Main goals: Population growth and a strong private sector where jobs are created  

Local resources: Nature, heritage (landscape, buildings and roads and transportation 

routes) 

Main explanations 

for success: 

Long term planning with fixed goals, and systematic work through the 

regional park concept 
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2.1 Local context and challenges 

Aurland is a municipality of nearly 1800 inhabit-

ants located in Western Norway (Sogn and Fjor-

dane County). The village of Aurlandsvangen is 

the municipal center and hosts the City Hall as 

well as several public and private services. In ad-

dition to Aurlandsvangen, Aurland has four more 

settlements. 

The main challenge in Aurland was that many in-

habitants moved to other municipalities combined 

with low growth in the local economy and rather 

few job opportunities. After experiencing a heavy 

depopulation in the early 2000s, the development 

turned towards the end of the decade. Especially 

since 2015 and the years after, Aurland has had 

strong population growth, much in contrast to 

many other rural municipalities in Norway. In re-

cent years, there has also been a positive develop-

ment in the number of jobs created.  

Aurland has a long history of tourism. With several well-known nature and culture-based desti-

nations located in and around the municipality, the tourism industry has been fundamental to the 

turnaround in Aurland the last few years.  

Photograph: Andrés Nieto Porras 

Today, more than a million tourists visit Aurland annually. Aurland is home to popular recreation 

trails for bicyclists, a scenic railway and a national scenic route for motor vehicles. The fjords 

surrounding Aurland is a UNESCO world heritage site and a popular destination for cruise ships. 

Figure 4 Coat of arms and location 



 

 

 

15 GALOP 15 

The port in Aurland is one of the busiest for cruise traffic in Norway, with more than 150 ships 

and nearly 300 000 passengers arriving annually – being a challenge in itself. Ninety percent of 

cruise tourism takes place in the summer months between May and September. However, all these 

tourists do not necessarily create local growth.  

Aurland has managed turned a negative spiral into a positive trend with growth in population, in 

business and the number of jobs created. Today, the municipality's biggest challenge is ironically 

to deal with growth pain associated with the positive development of recent years. 

2.2 Activating local potential – who and how 

Aurland needed to activate the natural landscapes and the heritage to create the desired growth.  

2.2.1 The role of the municipality 

When we asked people with in-depth knowledge of the municipality who have been the key actors 

behind the positive development that has taken place in recent years, they pointed to the im-

portance of the municipality's political and administrative leadership during the late 1980s and 

1990s. The municipal council back then adopted long-term goals and development plans, and 

established strategic alliances with their counterparts in neighboring municipalities, with the po-

litical and administrative level of regional government (the County Authority), and with other key 

actors in organizational and business life in the region. 

In other words, even though the positive results have come only in recent years, much of Aurland's 

success can be attributed to systematic and long-term work towards fixed goals, despite several 

changes in political leadership along the way. 

Through plans and strategies, Aurland municipality has taken on a role as facilitator in order to 

exploit the potential of the nature and culture-based values of the area. The Municipal Master 

Plan (adopted back in 2009) was carved out through a thorough, knowledge-based and systematic 

planning process. Through this process, they identified two main strategic foci: 1) business de-

velopment and 2) LA211 and sustainable community development. These focus areas also form 

the basis for the Municipal Business Development Plan, as well as several local action plans. 

When it comes to business development, the local strategy has primarily been to strengthen and 

further develop the two largest industries in the municipality, namely agriculture, and tourism. In 

other words, has the strategy been to elaborate on already existing local knowledge and resources.  

2.2.2 The local development company 

A key strategy to develop Aurland as a tourist destination was the establishment of a local devel-

opment company called Aurland Resource Management. The company is owned through a pub-

lic-private partnership between the municipality and the local bank and has several affiliate com-

panies that operate and develop many of the attractions, activities, and services for the tourists 

visiting Aurland.  

                                                      

1 Refers to Local Agenda 21 - the initiative to implement Agenda 21 (the UN action plan predecessing Agenda 2030) at the local 

level of government. 
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Efforts to expand the tourist season, coordinate the development of more activities and services 

to make the tourists stay longer, better cooperation between the local actors within the industry 

and sustainable development of the area are highlighted by our informants, as key success criteria 

for the growth that has taken place. The sustainability dimension is central also to safeguard the 

natural and cultural heritage values in the area.2 The development company has been crucial in 

taking this initiatives and coordinating processes.  

2.2.3 UNESCO world heritage site and Regional Park Foundation 

In 2005, the West Norwegian fjords were included on the UNESCO World Heritage List. The 

rationale was that the fjord landscapes of western Norway are among the most beautiful and best 

preserved fjord landscapes in the world and that the area also has a rich prevalence of small farms, 

stables and fishing facilities that show cultural values associated with the use of natural resources. 

The world heritage area consists of two parts: the Geirangerfjord area and the Nærøyfjord area. 

Aurland is a part of the latter. There is a good reason to believe that the World Heritage status 

attained in 2005 has strengthened the area's attractiveness.  

Nærøyfjorden World Heritage Park Foundation3 was established in 2008 by the four neighboring 

municipalities Aurland, Lærdal, Vik and Voss and Sogn and Fjordane County Authority. This 

was the first Norwegian regional park initiative. The purpose of the park foundation is to exert a 

stronger local influence on the development of the Nærøyfjord part of the world heritage site. The 

                                                      

2 In that regard, cruise tourism has caused local debate. The most obvious positive effects are an increase in the local trade industry 

and local port fees. On the negative side, it is emphasized that cruise tourists spend relatively little money in the short time they nor-
mally visit Aurland, that the little money they do spend benefits the local community only to a small extent, and that an overload of 

people in small concentrated areas just isn’t sustainable. The vast cruise tourism also has environmental side effects, not least from 

pollution. Since Aurland shares these challenges associated with cruise traffic with the entire coast of western Norway, the four 
counties in western Norway adopted a joint cruise traffic strategy in 2016. Their goal was to become the world’s foremost region for 

sustainable cruise tourism. The most important initiatives in the strategy are to expand the season to reduce the number of tourists 

visiting at the same time, more use of environmentally friendly means of transport to, from and in the ports, and to offer more local 
products and experiences to the visitors. 
3 https://en.naroyfjorden.no/the-world-heritage-park 

Photograph: Bengt Erlend Skjerdal 

https://en.naroyfjorden.no/the-world-heritage-park
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goal is to combine protection with development, thus bringing about local growth and value cre-

ation. The park concept is thus a method for creating growth. Today Nærøyfjorden World Herit-

age Park Foundation consists of partners from the government, agriculture, and other businesses, 

as well as local people and voluntary organizations who have committed themselves to promote 

world heritage values through sustainable development. The partnership is regulated through a 

joint partnership-agreement.  

In an evaluation of all the regional parks in Norway, Nærøyfjorden Heritage Park Foundation was 

highlighted as «best practice». The evaluators point to the fact that the regional park has managed 

to establish cooperations between local and regional public and private actors across traditional 

sector boundaries, which again has laid the foundation for a long-term vision, clear priorities and 

concrete efforts that strengthen the local competence and ability to create value over time. It is 

specifically pointed out that the park concept has been a successful model for organizing a broad 

but loose alliance already present in the region. This method is also linked to major changes in 

agriculture in recent years, where small-scale multi-product farming, as we mainly find in this 

area, is losing ground to large-scale/-volume production. The smaller local farms have therefore 

had to look for new business opportunities. What they found was opportunities in tourism in an 

area with the status of particularly valuable natural and cultural landscapes. 

The park foundation has in other words been an important method for lifting the cooperations to 

develop the area a step further and in a more firm and systematic form. Cooperation through this 

partnership has laid the foundation for closer cooperations between the various actors in general, 

and between the municipalities and county authority. 

Photograph: Bengt Erlend Skjerdal 
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2.2.4 The local business garden4 

In Aurland, a business garden was established as a utility within the business development aspect 

of the World Heritage Park. Its purpose is to be the developer and coordinator of co-location and 

cooperation between companies in the Aurland area. Furthermore, the business garden contributes 

to giving local business and industry access to competence by building a professional and social 

environment for innovation and entrepreneurship. 

2.2.5 Use of networks and alliances 

The SAKTE alliance 

One important intiative that has sprung out from the local business garden is the alliance or net-

work named SAKTE.5 SAKTE, which is the Norwegian word for slow, is a local brand and prod-

uct development project, and an alliance label for local actors within the industries of local foods 

and drinks, arts and crafts and nature-based experiences. Common to all members is their rooting 

in and loyalty to the world heritage area. The main purpose of the SAKTE alliance is to strengthen 

the members’ competitiveness in a tourist industry with a steady increase in the number of tourists 

and large professional actors. Furthermore, their goal is to make it commercially attractive to take 

care of nature and culture-based values to obtain sustainable tourism. They work towards building 

Nærøyfjorden a reputation of being the Norwegian mecca for local foods and experiences.  

To become a member and to use the SAKTE brand in their marketing, companies must accept 

and adhere to values and quality requirements associated with sustainable tourism, the world her-

itage area and the philosophy of the slow food movement.6  

2.2.6 Transportation routes– important for settlement and tourism 

Infrastructure and transport have been important for the development of the tourism industry. In 

alliance with neighboring municipalities, the County Authority, and local business, Aurland mu-

nicipality has worked hard to maintain and develop existing infrastructure, and to build new and 

more modern and efficient transport routes.  

One example is the Gudvanga tunnel through Aurland, completed back in the early 1990s, 

providing the first year-round ferry-free road between east and west and the two largest cities in 

Norway – Bergen, and Oslo. This was an important event to Aurland, as it has since triggered 

vast investments in local trade and tourism.  

                                                      

4 In the late 1990s the Norwegian Ministry of Local Government and Regional Development (todays Ministry of Local Government 

and Modernisation) established a scheme for local business gardens. A business garden is a physical space that colocates 

knowledge-based companies. The aim is to stimulate innovation in small and medium sized enterprises (SMEs), and business devel-
opment and entrepreneurship in remote and less developed areas in Norway. By becoming members of these centers, companies 

gain access to networking activities, share knowledge, get advice and marketing services and can discuss challenges related to start-

ing a new business. Today, there are more than 50 business gardens across Norway. 
5 https://sakte-eng.squarespace.com/about-us 
6 The Slow Food movement envisions a world where all people have access to, and can enjoy, food that is good for them, for those 

who grow it and for the planet. Their approach is that food shall be tasty, clean and fair. Tasty food means that it is good, healthy 

and of the highest quality. Clean food means that the food production must be harmless to the environment. Lastly, fair food means 
reasonable prices for the consumer and fair payment for the producers.  

https://sakte-eng.squarespace.com/about-us
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Another example is the local efforts to save the future of the Flåm Railway. Back in 1998, the 

state government (who in Norway is responsible for railway) wanted to close down the line. 

Therefore, a group of local actors headed by Aurland municipality established a local company 

that overtook the responsibility to operate, develop and market the Flåm Railway. It is safe to say 

that this has been a true success and had enormous value to local tourism with more than 800 000 

passengers annually. The Flåm Railway is often mentioned among the most scenic and spectacu-

lar train rides in the world, offering panoramic views of some of the wild nature Norway has to 

offer.  

2.2.7 The hydropower development fund 

The industrialization of Norway in the early 20th century led to huge energy requirements. Since 

then hydropower (electricity from water) has been a part of Norway’s history. Aurland is one of 

Norway’s largest producers of hydropower, which provides the municipality with large revenues 

through local rent taxes.  

The revenues are placed in a local business development fund owned by the municipality (most 

Norwegian municipalities with hydropower production have such funds). The fund has a board 

of elected representatives from the different political parties represented in the municipal council. 

The City Mayor is Chair of the Board. Local actors can apply for grants to projects aimed at 

business development or increased settlement.  

It is debated whether grants like this are a trigger for new development projects, or if it mainly 

helps to put non-commercial projects into life. Research on municipal business development 

funds in Norway, in general, find that they contribute in particular to strengthen or secure already 

existing jobs, local businesses, and entrepreneurs. The funds have also helped make these munic-

ipalities more attractive as tourist destinations, as places of residence and as a location for business 

activities. However, they seem to have had limited impact on settlement and migration flows 

The Flåm Railway. Photograph: Kenny Louie 
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beyond helping to maintain existing settlement – again by supporting already established busi-

nesses. 

2.3 Results 

 After experiencing a heavy depopulation in the early 2000s, Aurland has since had a 

strong population growth and a positive development in the number of local jobs created. 

The municipality has a long history of tourism, which over time has produced high visitor 

numbers and good results, not least for the local trade industry. More than a million tour-

ists will visit Aurland in 2019. 

 Key local actors have identified and understood the opportunities and potential of the 

unique natural and cultural resources in the area, and utilized them as a basis for local 

development and marketing. We see this also in how they use the local business devel-

opment fund to stimulate innovation and the further development of local business.  

 The establishment of the regional park (Nærøyfjorden World Heritage Park) seems to 

have been key, aiming to strengthen the local identity while at the same time making the 

area's natural and cultural values available through sustainable development. This has 

also been central to the municipality in their planning and local development projects.  

2.4 Plans for future development 

 Manage the local natural and cultural resources in a sustainable way. If not, at one 

point there will be nothing left for the tourists to see and experience. Developing a more 

sustainable tourism may have to involve fewer visitors, but greater value added per visi-

tor. Keeping the tourists for a longer time period and a greater focus on experiences and 

the unique values in the world heritage area could also help distribute the revenues from 

tourism more fairly, which in turn will increase the legitimacy of tourism among the local 

population. Creating strategies for this will be important in order to maintain its position 

as one of the country's most attractive municipalities.  

 Ensure attractive housing opportunities. 
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3. Trysil 

 

Mountain-biking at Trysilfjellet Mountain. Photograph: Ola Matsson 

 

Main challenges: Population decline combined with seasonal tourism and seasonal jobs 

Main goals: To develop Trysil as a sustainable year-round destination, create 

more year-round employment, increased migration and increased fo-

cus on local value creation 

Local resources: Nature, unutilized facilities and human resources 

Main explanations 

for success: 

A long-term strategic cooperation between the municipality, local 

stakeholders and the business community. Close cooperation and dia-

logue with land owners.  
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3.1 Local context and challenges 

Trysil is a municipality of nearly 7000 inhabitants situated close to the Swedish border (Hedmark 

County) in Eastern Norway. The municipality 

has six villages in total. Of these, three has a pri-

mary school, while there is a joint secondary 

and upper secondary school. The administrative 

centre of the municipality is the village of Inn-

bygda. Trysil is the municipality in Norway 

with the largest share of forest, measured as pro-

ductive area.7  

With its mountains and an ideal climate for win-

ter sports, Trysil is the largest ski destination in 

Norway and a popular destination for both 

downhill and cross-country skiing during the 

winter. The ski resort in Trysil is located around 

Trysilfjellet Mountain, approximately five kilo-

metres west of the village Innbygda. The ski 

area around Trysilfjellet consists of three moun-

tains connected by more than 40 lifts and 70 km 

of slopes in addition to more than 100 km of 

groomed cross-country tracks around the moun-

tain. Other popular winter activities in Trysil in-

clude dog sledding, sleigh rides and ice fishing. In 2018, Trysil had almost 800 000 overnight 

stays during the winter season.8 Trysil is therefore also a very popular place to buy a cabin or a 

holiday home. In total, there are more than 6 500 cabins in Trysil, with more cabins being sold 

each year. In 2017, Trysil was the most popular place in Norway to buy a holiday home.9 

Given Trysils popularity as a winter destination, tourism has been essential for the development 

of the municipality. Winter sports, and downhill skiing, has been a priority in developing Trysil 

since the 1970s. However, since the tourism is seasonal, Trysil is also vulnerable. This has been 

most evident in the large degree of seasonal employment that has challenged the development of 

the municipality in recent years. Since the tourism have been limited to the winter season, there 

was a great potential for better utilization of the facilities that already exist.  

Besides underemployment and seasonal employment, depopulation and an ageing population 

have challenged the development in Trysil. Until 2015, the municipality also experienced a neg-

ative trend in the number of jobs in industry and trade. From 2015 and onwards, the development 

has turned. Since 2015, Trysil has had both population growth through domestic migration and 

                                                      

7 https://www.trysil.kommune.no/tema/arbeid-og-naering/landbruk/Sider/side.aspx 
8 Source: Destination Trysil. 

During the peak of the winter season, Trysil hosts around 60 000 people in addition to the inhabitants of the municipality. The re-
sponsibility for providing health care to visitors falls on the municipality of Trysil. This includes emergency medical services and 

home care services. This is based on a distinct Norwegian principle that the municipality in which one is located should be the pro-

vider of health care services, regardless of where one resides.  The cost of providing these services are substantial to a municipality 
of nearly 7000 inhabitants and has implications for the local government finances. The challenge will continue to grow as the num-

ber of visitors increases. The increase in the sale of cabins and holiday homes adds to this challenge. The share of elderly people 

increases in Norway and this group have more spare time to spend visiting their cabin. This can contribute to an extra increase in the 
costs related to home care services and health care services in general.  
9 https://www.ssb.no/bygg-bolig-og-eiendom/artikler-og-publikasjoner/trysil-pa-hyttetoppen 

Figure 5 Coat of arms and location 

https://www.trysil.kommune.no/tema/arbeid-og-naering/landbruk/Sider/side.aspx
https://www.ssb.no/bygg-bolig-og-eiendom/artikler-og-publikasjoner/trysil-pa-hyttetoppen
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positive development in the number of jobs in both industry and trade. Since 2015, almost 200 

new positions have been generated in Trysil, many of these also outside of the tourism industry.  

 

 

Downhill skiing in Trysil. Photograph: Ola Matsson 

3.2 Activating local potential – who and how  

Trysils unique attractivity as a winter destination means that the municipality undergo seasonal 

tourism and its backside; large seasonal fluctuations in the number of visitors and few year-round 

jobs in the tourism industry. Like many other ski destinations around the world, Trysil has there-

fore taken action to overcome “seasonality”, that is to be able to attract tourist not just in winter, 

but the rest of the year. The strategy consists of the development of more arenas for year-round 

sports, activities and health-tourism to become a centre for tourism in the region. More specifi-

cally, Trysil has had a clear priority to develop the area as a destination for mountain biking. As 

a part of this strategy, Destination Trysil and partners established Trysil Bike Arena in 2013. The 

goal was to become the best bike destination in Scandinavia and one of the leading destinations 

for mountain biking in Europe. 

In addition to the commitment to overcome seasonality, the municipality of Trysil has had a strong 

focus on business development and local production of goods and services for the tourism-indus-

try. 

Trysil’s strategy is characterized by a long-term commitment and cooperation between business, 

the municipality and the local community.  
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3.2.1  The role of the municipality 

There are three main goals in the municipal plan for 2009-2020:  

 

 To become a leading year-round travel destination in the Nordic region 

 To contribute to further development of a competitive business sector based on local re-

sources 

 To reverse depopulation  

 

Our informant highlighted Trysil’s commitment to business-development in general. Tradition-

ally, the forest has been and is a very important nature-based resource in Trysil. The municipal-

ity of Trysil has ownership in the forest and is one of Norway's largest forest owners. Over time, 

the municipality has therefore had to cope with changing conditions for the forest industry. This 

has led to an important understanding of, and commitment to business activity among the mu-

nicipality and politicians. The municipality devotes large resources to business development, 

and the business section in the municipality administration is large relative to the size of the mu-

nicipality.    

The clear focus on business development has been supported by the municipality's willingness 

to invest in business development. Examples include an agricultural fond (3 million NOK in 

2014) that supports among other things, production and development of local food and up-grad-

ing of production facilities for farmers10. This willingness to back priorities with resources is 

also evident in the development of the bike arena in Trysil, where the municipality contributed 

with more than 5 million NOK.  

The business community has responded well to the measures put in place by the municipality, 

and our informant highlights a growing local awareness that the local business community 

should deliver the products and services for the tourism-industry. This is also true in terms of 

recruitment. Trysil municipality now offers an apprenticeship-guarantee for skilled workers 

within more than 30 occupations.11 

Supported by the attractivity model, as well as the study of successful rural municipalities we can 

highlight the importance of a long term, strategic and knowledge-based work towards a common 

goal. This is evident in Trysil. As regards the development of Trysil as a bike destination, the 

municipality has had a close dialogue and cooperation with local stakeholders, both in providing 

projects and in the processes that led to the strategy for tourism and business. Study trips with 

broad representation from different stakeholders have also been important for learning. These 

trips have been an important arena for dialogue and have laid the foundation for a common per-

ception of the reality in Trysil.  

Another important contributor to the success is that Trysil was the first municipality with a clear 

strategy to focus on biking as a family activity. To be the first is an important factor in explaining 

why some communities grow, and some do not. Trysil had a very solid knowledge of their target 

group.  

                                                      

10 https://www.trysil.kommune.no/tema/kunngjoringer/Sider/Trysil-kommunes-landbruksfond.aspx 
11 https://www.trysil.kommune.no/tema/arbeid-og-naering/arbeid/Sider/Hallo-tryslinger-som-trenger-l%C3%A6replass.aspx 

https://www.trysil.kommune.no/tema/kunngjoringer/Sider/Trysil-kommunes-landbruksfond.aspx
https://www.trysil.kommune.no/tema/arbeid-og-naering/arbeid/Sider/Hallo-tryslinger-som-trenger-l%C3%A6replass.aspx
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3.2.2 Projects connected to the further development of Trysil as a 

tourist-destination 

In recent years, Trysils strategy has been to participate in projects that support the main goal. All 

of these projects have been developed through cooperation between the municipality and Desti-

nation Trysil. Throughout the projects, competence building, and learning has been central strat-

egies to reach the goals, both in the plan for the municipality, the tourism-strategy and the plan 

for business and trade. Study trips have therefore been important in all projects. 

 Interreg projects - In 2008, Trysil joined the intereg project Green, which goal was to 

develop sustainable destinations. Since 2012, Trysil has also participated in the Interreg 

Project “SITE destination” where the letters SITE stands for the two Swedish municipal-

ities Sälen and Idre and the two Norwegian municipalities Trysil and Engerdal. The pro-

ject is a groundbreaking initiative towards sustainable and internationally oriented tour-

ism as a growth industry. The goal is to develop the area to a sustainable year-round 

destination with the necessary infrastructure, competence and service-facilities. 

 

 “Sustainable travel-business 2015”, lead by Innovation Norway in cooperation with the 

Confederation of Norwegian Enterprise (NHO).12 As part of the project, Trysil took ac-

tion to increase its competitive ability as a year-round destination and to utilize the exist-

ing infrastructure for winter-tourism.  

 

 Trysilfjellet Arena - A group of local actors and investors with common interests in the 

tourism industry in the area cooperated in a project where the goal was to develop com-

mercial products within sports-tourism and property development in the area. This coop-

eration was the foundation for the establishment of a network of firms under the name 

“Sports experiences in Trysil”. The network has later played an important role in the 

development of Trysil as a destination for bike-tourism.  

3.2.3 Development and building of Trysil Bike Arena 

Two study trips have been especially important for the development in Trysil. On a study trip to 

France in 2012, the participators met a French Company called Bike Solutions. The contact be-

tween the two resulted in the formal invitation to develop a masterplan for Trysil Bike Arena.  

The plan, finished in 2013, formed the basis for the planning of initiatives and applications for 

financing.   

The commitment to develop Trysil as a destination for bike-tourism did not, however, come into 

place before all the involved actors had the common understanding that mountain biking is attrac-

tive for a wider target group than extreme sport athletes, and therefore is apt for Trysils strategy 

as a family-friendly destination. This understanding came into place after a visit to 7Stanes – a 

cooperation between different centres for biking in Skottland. 

A long term, strategic cooperation between local authorities and the tourism industry resulted in 

the building and development of Trysil Bike Arena (TBA), which started in 2014.  

                                                      

12 https://www.trysil.com/no/Nyheter/Trysil-barekraftig-reisemal/ 
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Biking on Magic Moose, Trysil Bike Arena. Photograph: Hans Martin Nysæter 

3.2.4 Working with landowners 

When Trysil started the huge development in Trysilfjellet, a cooperation of landowners was es-

tablished. This is often highlighted as one of the main reasons for the success; the landowners 

were given a central part in the development of the mountain. Today, the situation is different. 

The landowners are not solely positive to the current development strategy. This has two reasons. 

Firstly, there are many landowners with small properties. Secondly, unlike the case for the ski 

resort, there are no incomes from tickets to divide between the landowners.  

Allemannsretten, the right to roam, is under pressure. The damage imposed by cycling on nature 

will have consequences for both traffic and regulation of these areas in the future. The develop-

ment has happened fast, and there are some indications that the tourism-industry was not suffi-

ciently prepared for how the cyclist would spread in the terrain. The cyclists tend to find new 

trails that are not marketed or on the maps. This also means that landowners experience a use of 

their land that they are not prepared for. In their point of view, this leads to unacceptable wear in 

their land areas. Cyclists and the tourism industry defend themselves with the Norwegian law on 

outdoor recreation and the “right to roam”, that is the principle that one is free to camp and make 

use of open land.13 The landowners maintain that the right to roam also implies certain duties; to 

tread lightly and to be attentive to other stakeholders and their interests in the areas. Landowners 

outside of Trysilfjellet may see it as they bear all the costs, while the other actors gather the profits. 

                                                      

13 https://www.visitnorway.com/plan-your-trip/travel-tips-a-z/right-of-access/ 

https://www.visitnorway.com/plan-your-trip/travel-tips-a-z/right-of-access/
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These experiences show the significance of working with landowners when developing natural 

resources. The landowners in Trysil requests more dialogue with developers and the tourism in-

dustry. This is important to avoid potential conflicts.’ 

3.3 Results 

 When it comes to employment, there has been a positive trend in recent years, most evi-

dent in the growth in wage earners during the summer season. There has, however also 

been a steady increase in the number of jobs outside of the tourism industry in recent 

years. 

 This has also had a positive effect on the population trends in Trysil. Since 2015, Trysil 

has had both population growth through domestic migration and positive development in 

the number of jobs in industry and trade. 

 From 2013-2018, there has been an 80 % rise in the number of commercial overnight 

stays. Compared to nine other popular winter destinations in Norway, the development 

in Trysil is the most successful. 

 There has also been a considerable growth in the number of cabins in Trysil. There are 

now almost as many cabins as inhabitants (6700).  

 The relative distribution between visitors in the summer and winter season remains un-

changed, however. This is because the winter season has seen considerable growth in the 

number of visitors.  

 Trysil as a biking destination has led to an increased interest in biking among the local 

community. This strategic development has therefore had an unintended effect on local 

public health. Trysil now has a group of 30-40 cyclists that are active 2-3 times a week, 

and the area is now seen as a social arena and meeting place for local families. Teenagers 

meet up after school and in the weekends to use the area.  

One should, however, be careful in attributing the success in employment and population trends 

solely to the commitment to bike-tourism. The positive development in Trysil has happened 

across many sectors, and not only within bike-tourism or tourism. There is a reason to believe 

that the growth within the tourism industry has had a positive effect on other sectors, both in terms 

of employment, but also in terms of motivation and a willingness to risk-taking among local en-

trepreneurs.  

3.4 Plans for future development 

 Renewal is key. Trysil must be able to offer new and exciting attractions to keep the 

position as bike-destination number 1 in Norway.  

 Future development of areas for mountain biking will demand permissions from 

landowners both for facilities and for use. The right to roam will be under pressure in 

such a conflict of interest. Landowners must be informed about plans, marking and map-

ping of trails, and be a part of the decision-making on rules for biking in Trysil. This is 

important to reduce wear on nature and cultural monuments and to avoid conflicts be-

tween wanderers, cyclists, and hunters. 
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4. Åfjord  

  

 

Photo: www.afjord.no 

 

Main challenges: Depopulation and birth deficit 

Main goals:  Increased population and inflow 

Local resources: Primary industry and local entrepreneurship 

Wind and ocean, coastal areas 

Local tradition for hard work and adaption 

Main explanations 

for success: 

Cooperation between sectors (public sector, inhabitans in the municipal-

ity, business sector and other actors) 

Ability to recognise and take advantage of potential 

http://www.afjord.no/
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4.1 Local context and challenges 

Åfjord is a coastal municipality in the middle of 

Norway (Trøndelag). Its landscape is on one hand 

traditional farmland in inland valleys, on the 

other fjords, islands and peninsulas stretching 

along the coast. The local business in this area has 

traditionally been agriculture and fishing, but 

there is also a long tradition for entrepreneurship. 

The municipality has a bit more than 3300 inhab-

itants and 2 local centers. Årnes is the traditional 

commercial and administrative center, whereas 

Stokkøya is a coastal center for recreation.  

Since the Second World War, the municipality 

has experienced a marked decline in the popula-

tion; however, this negative trend altered around 

2010 for reasons discussed in the following sec-

tions. The establishment of wind parks has given 

the municipality new possibilities for growth and 

further development.  

The relatively short distance to Trondheim, the 

regional capital and the third-largest city in Norway, is important to understand some of the local 

development strategies. Trondheim has a well-renowned university with studies in energy, tech-

nology, and maritime business. Åfjord had a large entrepreneur company and established busi-

nesses related to aquaculture as an important foundation for growth.  

4.2 Activating local potential – who and what 

4.2.1 The role of the municipality 

According to our informant, the municipality is generally active and progressive, but especially 

in cooperation with the local business. “We are taking risks, not in an unresponsible way, but 

we are taking chances. We have seen the potential in local and national initiatives”. The admin-

istration is focused on facilitating and being effective when executing their authority toward ini-

tiatives from local industries and businesses. To be more professional in business development 

they have established a development company. 

The municipality has approved a Strategic Plan for business development, reflecting national 

strategies on renewable energy, tourism, maritime businesses, and trade industry.  

The municipality has taken an active and uncompromising role regarding the establishment of 

the wind park. 2 billion Euros are invested in the wind park. The municipality insisted on 20% 

of these being locally invested and got an agreement on this. The State are now committed using 

local businesses as much as possible so that at least 20% is being invested in a local business. 

“The municipality has worked very strategically for this not ending up as a Klondyke”.  

Figure 3 Coat of arms and location 
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The municipality is working strategically on being attractive for new residents. They are espe-

cially focusing on offering as much as possible of what can be offered in a city – in addition to 

all the rural qualities. Their solution has been to create an urban profile on the rural fundament.  

To find our vision, we found inspiration among the local health workers. The health sector in 

the municipality is a popular employer in the region. They attract people from other places. We 

asked ourselves what they do. The answer is good leadership and management; they are con-

stantly being creative and innovative. The municipality is very inspired by how they work.  

4.2.2 Åfjord Development Company  

Åfjord Development, established in 2010, is a development company partly owned by the mu-

nicipality and partly by the local bank and local businesses. The company has been engaged in 

the strategic work done to achieve local growth, specifically within the areas of ocean, energy, 

and tourism. The CEO of the company has focused on developing local companies to supply the 

new wind industry with goods and services. Examples are local stores for maintenance and rep-

arations of boats, and factories making equipment for aquaculture.  

The municipality contributes with ca. 100 000 Euros each year, whereas the bank gives 50 000 

Euros.  

4.2.3 Wind parks  

In 2006, local politicians decided to establish a wind park in the municipality. The establishment 

of Wind parks has been much debated with local and national discussions regarding the sustain-

ability of modern windmills. Nevertheless, in Åfjord the development has resulted in increased 

activity within several sectors. The construction work required improved infrastructure – one 

new bridge and two new tunnels have been built with national fundings. Since the entrepreneurs 

preferred to transport the turbines across the land, they financed a new road.  

The local community delivers as much as possible of demanded services for the construction. 

Services within transportation, garages, cranes and lifting gear, tools, fuel, waste, and accommo-

dation are all on-demand, and also human resources for cleaning and administration, to mention 

some.  

Center for development and use of renewable energy The development of wind power has 

made Åfjord a focal point for the production of renewable energy. To make further use of the 

local knowledge within this area, the municipality has established a Center for development and 

use of renewable energy. The goal is to create a cloister of national expertise within green en-

ergy in Åfjord. The Center for renewable energy consists of several companies hiring offices 

and studios, but there are also offices for students in training. The house is built by local entre-

preneurs. 

The development of wind parks is assumed to have more ripple effects that are not known yet. 

4.2.4 Development of a more urban profile  

To achieve an urban profile on the municipality, they have developed a more urban municipal 

commercial center and an urban creative center. For the local community to survive, they de-

cided to take action in several areas. One operation has been to offer more of what young people 
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of today request.  One example is to offer smaller houses and apartments. Another is to have a 

more urban center. Today Åfjord has a small city center achieved through municipal regulation. 

According to our informant, this process has been somewhat challenging and controversial to 

convince people that this is more important than to preserve the old village structure.  A third 

strategy is to create social arenas for both employees and local inhabitants, as Norwegians both 

tend to work in separate offices, and stay in their houses after work.  To create a more urban in-

frastructure for social life is much about changing local culture and traditions, says the mayor.  

Another example related to creating a more urban center is how Åfjord municipality applied for 

a wine shop (in Norway wine and liquor are sold exclusively by license in the stately owned 

corporations). Fewer residents are now driving to the regional city center for shopping at the 

weekends.  

 

 

Photo: Matriketmidt.no 

4.2.5 Arts, artists and creative business 

Åfjord has developed a distinctive urban profile through diverse projects initiated by gründers 

from the creative sector. The municipality has contributed to this through plans and regulations. 

The development company has a small grant for gründers.  

Stokkøya Ocean Center and Beach bar This center is the key company concerning tourism 

and events in Åfjord. The center is located on an old farm offering food and accommodation. 

The Center is inspired by traditional local architecture and nature, the food is local and sustaina-

ble activities such as biking and kayaking are offered. Through food export, they have estab-

lished a network of chefs from all over the world, also coming to visit.  
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Made in Åfjord Åfjord has many small producers of local food and arts and crafts. Made in 

Åfjord is a shared digital platform for the sale and marketing of small businesses producing lo-

cal quality products.  

Bygda 2.0. is both a physical house and a project.  The idea behind Bygda 2.0. (The Village 

2.0.) is to create a unique and urban environment for living and working in this rural municipal-

ity, focusing on architecture, food, arts, and culture. The project is about establishing new social 

structures, moderns ways of living, renewable energy, and experiences of food and nature – al-

most like a micro-city. The project has resulted in both residential areas and a house for produc-

tion, offices, events and cultural happenings. The spectacular building, called Bygdeboksen 

(The Village box), is situated on the rocky shores facing the sea and is in itself an attraction.   

 

Photo: Bygda.2.0.  

4.3 Results 

 2% population growth in 2018. 

 High scores on many of the areas Norwegian municipalities are measured.  

 Still in a vulnerable position.  

4.4 Plans for future development 

Developing the Strategic business plan with even greater efforts and goals.  
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5. Vang 

 

Volunteers at the popular Vinjerock music festival taking place in Vang. Photograph: Anne Marthe Før / Vinjerock 

 

Main challenges: Population decline 

Main goals:  Maintain and increase the population. Increase the number of jobs at-

tractive to educated younger grown-ups. Maintain and develop good 

public services and a good range of activities for people of different 

ages.  

Local resources: Nature and culture, human resources 

Main explanations 

for success: 

Utilizing the local community. Desire and commitment from local youth 

who wants to contribute and be creative, supported by the municipality's 

citizens and politicians. Originality, authenticity and conscious branding 
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5.1 Local context and challenges 

Vang is a municipality of nearly 1600 inhabit-

ants located in Innlandet County. With 250 kil-

ometers to both Oslo and Bergen and a bit fur-

ther to Trondheim, Vang is in the middle of the 

southern part of Norway. The settlement Vang 

is the municipal center, and most of Vang's in-

habitants live there and in several small villages 

along the lake Vangsmjøse and the river Begna 

(Storåne).  

The main challenge in Vang has been the popu-

lation decline in the 1990s and early 2000s. Over 

the last decade, the population has remained at a 

stable level.  

In Vang, nature has been utilized for hundreds 

of years, primarily as a source of food, but in re-

cent times also for tourism and experiences. 

What characterizes Vang nowadays is a positive 

development in the number of jobs created, es-

pecially in industries related to tourism (activities and experiences, sales and trade, accommoda-

tion and dining), construction, traditional crafts, cultural and creative industries. You will find a 

vast number of cabins and holiday homes, several mountain hotels and other tourist facilities 

within Vang and in the surrounding municipalities. Besides, they have had growth in technologi-

cal businesses.  

Agriculture has been and still is an important industry, with many small farms that mainly deal 

with grass production as feed for domestic animals. There is also some industry in the eastern 

parts of the municipality, in addition to four hydropower plants.  

5.2 Activating local potential – who and what 

5.2.1 The role of the municipality 

The Municipal Master Plan is where the politicians define what long-term goals they have for the 

development of the local community, as well as guidelines for the municipality's organization 

work towards achieving these goals. In Vangs Municipal Master Plan the following goals are 

emphasized.  

 Population: Strengthen the efforts to reverse the trend with a decline in the population 

 Activities: Contribute to a diverse range of cultural and outdoor activities for the popu-

lation 

 Municipal services: Maintain and develop good municipal services, with a focus on 

proximity to the users 

 Housing: Work towards a broader range of housing opportunities for people of all ages 

and with different needs, including ready-to-build housing plots in different parts of the 

municipality 

Figure 4 Coat of arms and location 
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 Business: Prioritize further development of the tourism industry while at the same time 

preserving local history and nature, cultural landscape, building customs, atmosphere, 

and environment, foster cooperation between agriculture and tourism, increase the supply 

of jobs for educated people 

 Cooperation: Be positive towards cooperation with other municipalities and regions 

 

What characterizes the development work in Vang is a clear distribution of tasks and responsibil-

ities between the municipality and other local development actors. Local politicians have decided 

that the municipality shall first and foremost be responsible for providing good public services 

for people of all ages, including high-quality kindergartens and schools and health and welfare 

services. Especially kindergartens and schools are important to attract younger adults who are 

looking to establish a family and getting a job. Likewise, the municipality tries to support initia-

tives and activities that appeal to children and young adults, such as experiences with culture and 

in nature and social meeting places. 

When it comes to business development, the municipality of Vang has a business grant and a 

business development fund to help businesses and entrepreneurs to grow. They also provide in-

vestment support to those who invest in agriculture. At the same time, they have outsourced much 

of their development work, broadly speaking, to a local private development corporation. We will 

discuss this in more detail in the next section. 

5.2.2 ‘Innovangsjon’  

‘Innovangsjon’ is the name of the local development corporation (the name is a play of words that 

refers to innovasjon, which is the Norwegian word for innovation). Innovangsjon saw the light of 

day in 2011, as the enthusiasts behind the local Vinjerock music festival (see below), a group of 

local youth, wanted to shape their future. The local development bank and the Vinjerock festival 

moved in as owners, while Vang's municipal council supported the initiative by funding two full-

time positions the same year.  

In 2015, they initiated a process of establishing a joint vision for their work, with the entire mu-

nicipality taking part. They ended up with the slogan Vang builds Vang, which emphasizes that 

everyone in the community – from the municipal government to businesses, NGOs and citizens 

– has a common responsibility to ensure that Vang is a good place to live and work. Furthermore, 

they carved out four main focus areas for their work: 1) business development, 2) housing oppor-

tunities, 3) meeting places and activities and 4) increasing the awareness about local opportunities 

and qualities outside the borders of Vang.  

The municipality has endorsed Innovangsjon's vision and focus areas, and both parts agree that 

youngsters and young adults shall always have priority in the development work. In other words, 

Innovangsjon and the municipality have a common agenda. Beyond that, however, the munici-

pality is very careful to interfere with just how Innovangsjon does their work. 

Our informants emphasize the advantages of having a private development company, as they are 

not subject to the same bureaucracy as the municipal administration would have been, hereby 

rules and regulations, and hierarchical decision-making processes. If Innovangsjon wants to ini-

tiate a project they believe in, they can just do so in an effective manner.  
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Our informants furthermore stress two things as important for Innovangsjon: 1) trust from the 

municipality and the public, and 2) establishing a culture where it is okay to fail. They try to work 

experience-based through processes of trying and failing. Recognizing that failure is part of all 

development processes, the important thing is to evaluate all projects and initiatives, learn from 

mistakes and transfer those lessons from one project to the next one, as our informants say. Inno-

vangsjon also tries to share their experiences, keeping in mind that transparency and sharing (also 

what goes wrong) can build trust.  

As this report shows, it’s nothing unique to Vang that the municipality assumes primary respon-

sibility for providing quality public services, while many tasks regarding development are taken 

care of by separate companies. Nevertheless, it is interesting to note just how much our informants 

in Vang emphasize the importance of understanding each other’s roles and building mutual trust.  

 

Social gatherings and places to meet  

As mentioned, meeting places and activities is one of the four main objectives for Innovangsjon. 

Places to meet for people of all ages are a factor our informants' highlight when it comes to re-

taining and attracting new residents. Especially for newcomers, places to meet are important as it 

makes it easier for them to integrate into the local community, get in touch with people and es-

tablish networks. 

Innovangsjon, together with other local actors in the municipality, organizes regular social gath-

erings where people of all ages gather and have a good time. Local food and drinks are often 

served, and they usually have a theme for each gathering, such as debates on local issues, quizzes, 

dances or concerts. It’s also "compulsory" for new residents in Vang to present themselves and 

their interests at these gatherings. It’s all part of the vision that Vang builds Vang. 

 

Friday Fun is one of Innovangsjon's regular social gatherings. People of all ages gather to eat, get to know each other 

and have a good time. Photograph: Ida Strømstad / Innovangsjon 
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I fancy a farm  

A few years ago, Innovangsjon surveyed people who considered moving to Vang and other places 

in the same region on what kind of housing they want. The survey showed that many of them 

wanted to settle on a farm or smallholdings, but that it was difficult to get hold of one. Smallhold-

ings were the most searched word on the leading online marketplace for housing in Norway. At 

the same time, one knew that many farms in the municipality were unoccupied. This was the 

background for the I fancy a farm-project (Huga på gard in Norwegian), that aims to increase the 

turnover of farms that are not in use.  

The project is a collaboration between the development company Innovangsjon and the neighbor-

ing municipalities Vang and Vestre Slidre. It’s funded through rural development funds from the 

County Governor and the two municipalities, and politicians and representatives from the agri-

cultural offices and the local branches of the farmers’ organization in both municipalities steer 

the project. I fancy a farm has a dedicated project manager who’s job is to locate possible sellers 

and buyers of unoccupied farms, promote the local opportunities in the market for farms and 

smallholdings and to have knowledge on the laws, regulations, policies, and processes related to 

the sale of farms. The farmers’ organization also offers a mentoring scheme for those who decide 

to buy and run the farm.  

 

Lights and activity on a smallholding in Vang. Photograph: Innovangsjon.no 

The project has proven to be a great success. The sale of farms and smallholdings has increased, 

and many young people who want to go into farming get the opportunity. The work of highlight-

ing and marketing the local opportunities and the good cooperation between the farmers’ organi-

zations and the other actors involved are highlighted as the success formula for the project. 
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5.2.3 1724 Coworking Space and the Giant Leap 

In the wake of Vinjerock's success, several local entrepreneurs saw the potential of investing in 

industries that are atypical in Norwegian rural settlements, while also realizing that they would 

stand stronger together. They joined forces, with a desire for collaboration and creating synergies 

and created their own coworking space. They contacted the municipality, who owned an old nurs-

ing home in Vang, which was no longer in use, and obtained a leasing deal for the coworking 

space. The local development bank provided a bank loan, while a local designer took on the task 

of creating Norway’s, in their own words, coolest office environment.  

In 2013, the first tenants moved in, and today 1724 is full of companies and entrepreneurs within 

creative and technology-based industries. 

1724 also offers people who want to start their own business free offices for a limited period, and 

through Innovangsjon access to competence such as how to fill out necessary applications, mar-

keting, accounting and other things that are important when you go from having a good idea to 

running a business. 

Through a project named Giant Leap, local actors in Vang (Innovangsjon among others) collab-

orate with their neighboring municipality to create further growth in creative industries through 

developing clusters and networks. These networks function as arenas where entrepreneurs within 

these industries meet, collaborate and form the basis for a stronger business community, value 

creation, and growth. It will always be difficult to pinpoint the importance of development pro-

jects such as this, but it is a fact that there have been 14-15 new start-ups within creative industries 

in Vang and their neighboring municipality in recent years. 

 

 

Photograph: www.1724.no 
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5.2.4 Vinjerock – A spectacular and sustainable music festival 

A key strategy to generate growth and development in Vang has been to combine the local natural 

and cultural resources. A prime example is the Vinjerock music festival, which has become Nor-

way’s perhaps most popular and spectacular music festival since it took place for the first time 

back in 2006. Vinjerock takes place in Vang, 1060 meters above sea level in the Jotunheimen 

National Park area. In recent years, the 3000 festival tickets have been sold out in seconds. 

 

Photograph: Lars Hemsing / Vinjerock 

Head of Music for P3 (a National Radio Channel for popular music), attributes Vinjerock's suc-

cess to the spectacular surroundings in the Norwegian mountains, which makes it stand out from 

any other festival in Norway. He also emphasizes the hospitality of the festival crew, creating a 

strong sense of community among the festival visitors that make them return year after year.  

The festival Chief Executive gives her local staff and volunteers the credit for success. The entire 

Vang community contributes to the festival, and in addition to the music, the festival is also about 

local food, tourism, and outdoor experiences and activities in the mountains. The festival also 

collaborates with Vang municipality on integrating refugees. Our informants emphasize that 

Vinjerock, which attracts attention at a national level, has been hugely important in promoting the 

local qualities of Vang, such as local food, nature, and creative industries. 

Although the festival is sold out every year, the management does not plan to expand, in contrast 

to the ambitions of most other festivals in Norway. The reason is sustainability and an under-

standing that they need to preserve the nature and surroundings in which they use and exist. This 

limits the festival capacity, even though the festival only lasts for a few days a year.  

Sustainable development is one of the biggest consumer trends nowadays. People want to do 

things that are good for the environment and the climate, and to an increasing extent, people in 

Norway would rather spend money on companies that offer sustainable services and experiences 

than on those that do not. There is little doubt that the festival gains on this trend, and they use 



40 GALOP 

sustainability and proximity to nature as pillars in their marketing and in building a positive rep-

utation. 

5.3 Results 

 After years of decline, the population now remains at a stable level.  

 Since the establishment of Innovangsjon, about 100 people with higher education has 

moved to Vang - more than any other rural municipality 

 Business is doing better and is more diverse than ever, with technology companies, a 

growing construction industry and a lot of cultural life. 

 Desire and commitment from local youth who wants to contribute and be creative, sup-

ported by the municipality's citizens and politicians, has created a general drive and opti-

mism among people in Vang 

5.4 Plans for future development 

Our informants highlight two policy areas that will be prioritized more strongly in the years ahead 

by the newly elected municipal council. 

 Sustainable development through ensuring that the growth in tourism and cabin con-

struction does not detract the natural resources in the municipality and the surrounding 

area. 

 Increase the capacity at the municipal planning office and more effective local planning 

processes. Until recently, there has been no particular interest from the local and regional 

construction industry in developing residential projects. At the same time, almost no areas 

are regulated for dwelling in the land-use part of the municipal master plan. This has 

resulted in a deficit of housing opportunities in all parts of the municipality. Today, pri-

vate developers are ready to put the shovel in the ground but are being held back by slow 

municipal processes when it comes to land use plans, zoning plan proposals, and building 

permits.  
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6. Lærdal  

 

The traditional houses in Lærdalsøyri. 

Photo: Frode Inge Helland. - Originally from no.wikipedia 

Main challenges:  Population decrease 

Main goals:  Population increase. More jobs. More sustainable 

green industry. Best green municipality in Norway.  

Local resources: Expertice on farming, water power 

Main explanations for success:  
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6.1 Local context and challenges 

Lærdal is a municipality in western Norway 

(Sogn and Fjordane), south side of the Sognefjor-

den. Its administrative center is Lærdalsøyri. 

This green municipality is located innermost in 

the Sognefjord. It is geographically vast, but with 

ca. 2150 inhabitants of which half resides in 

Lærdalsøyri. Lærdal has traditionally been farm-

land with some local industry. A large part of the 

county are mountains (80% of the land are above 

900 m.a.s.l.).  

Lærdal is a tourist destination and their profile as 

such is built around hiking and biking and other 

outdoor activities like fishing and dog sledding, 

in addition to the romantic sceneries of the old 

settlements. Several famous sights like Borgund 

stave church and the old Kings road are located 

in Lærdal. The King’s road won the Europa Nos-

tra award in category preservation and was num-

ber two in the public choice award in 2017. The 

fjord itself is a UNESCO world heritage site. One of the longest tunnels in the world goes 

through Lærdal (24,5 km). Lærdal has achieved the status ‘sustainable destination’ which re-

flects local engagement and development with a long term perspective. Lærdal is situated 

nearby other famous ski destinations. 

 

Photo: Tripadvisor.com  

Figure 5 Coat of arms and location 
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6.2 Activating local potential – who and what 

6.2.1 The role of the municipality 

Omstillingsprogam (når hjørnesteinsbedrifter e.l. legges ned i en commune). Plan for 

omstillingsarbeid. Utviklingsanalyse. Konklusjon: 1) skape vekst gjennom natur- og 

kulturbasert ressursgrunnlag. Bred satsing på Grønn næringsutvikling.  

Lærdal Næringsutvikling har vore delaktive i arbeidet med å utarbeida ny visjon for Lærdal. Ein 

ynskjer å utvikla Grøne Lærdal der berekraftig vekst og ein moderne, miljøretta 

næringsutvikling står i fokus. Lærdal kommune ynskjer å vera langt framme på 

kompetansemiljø innan Grøn Næringsutvikling. 

6.2.2 The local development company 

Cooperation between the municipality and local business.  

6.2.3 Networks and alliances 

Lærdal Grønt SA (Lærdal greens) is a cooperative of producers of fruits and vegetables in 

Lærdal, established in 1999.  

 

Photo: www.lg.no 

6.2.4 Tourism  

‘Sustainable Destination’ is a seal of approval given to destinations that work systematically to 

reduce the negative impact of tourism. In addition to providing visitors with enjoyable experi-
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ences, the destination must work systematically with the preservation of the local nature, cul-

ture, and environment, strengthening social values, and be economically viable. The municipal-

ity and the travel industry must cooperate closely to be certified with this seal and to assure that 

their destination is a great place both to live in and to visit. 

The tourism sector has had a positive development during the last years, experiencing growth in 

both revenue and number of employees. There are still vital challenges concerning activity and 

visitors to the local attractions, such as the Center for Wild Salmon. The establishment of Visit 

Sognefjorden has however led to an improved regional organization, but on the local level, there 

are still problems related to coordination and cooperation between the actors.  

 

Part of The Kings road. Photo: www.visit.norway.no 

6.3 Results 

Growth in tourism 

More jobs and employment 

Higher turnover among small-scale producers 

Still population decrease  
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Photo: sognefjord.no  

6.4 Plans for future development 
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7. Træna 

 

Main challenges: Vulnerable and one-sided private sector with cornerstone companies 

threatened by closure 

Main goals:  A more diversified economy, a stable population and being a  role 

model for other small rural municipalities and local communities 

Local resources: Spectacular scenery, diverse culture, human resources 

Main explanations 

for success: 

Utilizing local opportunities through methods and processes of co-cre-

ation. Well-prepared and up-to-date municipal plans and good man-

agement combined with flexibility, dynamism and ability to adjust the 

course throughout the development projects. 

Træna municipality with the Husøya island in the forefront. Photograph: Hans Petter Sørensen / Distriktssenteret 
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7.1 Local context and challenges 

The municipality of Træna, which is located on 

the Helgeland Coast in Nordland County, is 

Norway’s third smallest municipalities. Træna 

has a total of 477 islands and reefs, most of 

them very small. Only two of the islands, Sanna 

and Husøya, are larger than one square kilome-

ter. The municipality is known for one of the 

country's oldest fishing communities. There 

have been human settlements on the islands in 

Træna ever since the stone age, 9000 years ago.  

Træna has no road connection to the mainland, 

but a car ferry with daily departures and a local 

ferry operating a route to the smaller islands. 

The population of nearly 450 people lives on 

the islands of Husøy, Sanna, Selvær, and 

Sørsandøy. Husøya is the municipal center and 

is where most people live. The population of 

Træna steadily declined from the end of the 

1950s until the turn of the millennium but has 

remained relatively stable, ranging between 

450 and 500 inhabitants, from 2006 up to the present day. The municipality has quite a lot of labor 

immigration within the fishing industry. At the beginning of the 1990s, most of them came from 

Sweden. In recent years, they have largely come from Poland and Lithuania, but there has also 

been some immigration from the Philippines, who work in the municipality's healthcare sector. 

Figure 6 Træna coat of arms and location 

Happy campers at Træna music festival. Photograph: Cloud-Mine Amsterdam / istock.com 
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In the period 2009-2018, Træna has had the fourth highest job growth of all rural municipalities 

in Norway. Traditional fisheries have always been their cornerstone industry, but since the early 

2000s fish processing and fish farming has become increasingly important, while in the last two 

or three years tourism, construction, transport, and wholesale has grown. The municipality also 

has some agriculture (sheep farming). 

Since 2003, the Træna music festival has put the municipality on the map. Norwegian and inter-

national artists draw between 3,000 and 5,000 visitors from all over the world, which doubles the 

population ten times in July. The festival has become an important source of income for local 

businesses. The Arctic Circle cuts straight through the islands, and Træna is known for having 

midnight sun from late May to mid-July. 

In 2014, Træna was facing a potential crisis, as the cornerstone companies within the fishing 

industry faced the threat of closure. This event led them to launch a locally initiated major strate-

gic and long-term development project that has received national attention. 

7.2 Activating local potential – who and what 

7.2.1 The role of the municipality 

In the wake of the 2014 crisis, instead of asking state and regional authorities for help, the mu-

nicipality decided to initiate its brand new and broad development strategy. They realized that 

Træna needed a more diversified economy less dependent on the traditional fishing industry.  

The first step was taken when Træna municipality set up a local permanent resource group and 

hired a Municipal Chief of Development. The resource group has representatives from the mu-

nicipal administration, local politicians, the County Authority, local and regional businesses, as 

well as national expertise. The resource group works as an advisory board promoting cooperation 

across industries, sectors, and skillsets in the community. This marked the start of a long-term 

strategy of development and innovation, involving both local business, residents and the munici-

pality. 

As a small municipality with an even smaller municipal administration, long-term strategy work 

is not always given top priority. This was the case for Træna too. The second step was, therefore, 

to carve out an updated Municipal Master Plan, with a new vision, and new objectives, focus 

areas and strategies. The idea was that an updated strategic plan everyone agreed upon was needed 

as a framework for the work on which they were about to embark. 

Through broad processes of citizen involvement, visions and objectives for what they wanted 

Træna to be like in 2030 were carved out. Today, the main objectives of the Municipal Master 

Plan are as follows: 

 In 2030, Træna shall have a diversified economy and business community 

 In 2030, Træna shall have a stable population 

 In 2030, Træna shall be a role model for smaller municipalities and local communities 

In line with these long-term goals, Træna works on developing their municipality on many fronts 

and through several projects and initiatives. The common denominator in all of their work, how-

ever, is the term co-creation. 
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7.2.2 Co-creation of future 

Co-creation refers to an active flow of information and ideas among all sectors of society, local 

government, academia, business, non-profits, and citizens, which allows for participation, en-

gagement, and empowerment in, developing policies, creating programs, improving services, and 

tackling systemic change with each dimension of society represented from the beginning (Jeffries, 

2015). 

Methods of co-creation aim to break down traditional hierarchies and involve citizens in shaping 

their surroundings. Ideally, co-creation leads to greater innovation, better targeting of resources 

and an increased sense of ownership to development projects and their outcomes. In short, it is a 

bi- or multi-directional approach to problem-solving, rather than a top-down or bottom-up one. 

Today, Træna can showcase numerous successful examples of initiatives and activities to preserve 

and vitalize local diversity that has been developed through methods and processes of co-creation. 

For their work, Træna municipality was awarded the National award for Municipal Innovation in 

2018, an award that until then had only been won by the largest municipalities in Norway. 

To succeed in working through co-creation, our informants at Træna highlights three points as 

crucial. First of all, every single inhabitant must be seen as an important resource. Whether it is 

the mayor, the city chief, the head of a local company, a pupil at the local school, a guest or 

anyone else, everyone has resources needed for developing the society. This humble approach is 

emphasized as an important factor to engage and involve the local community. 

Second, do not underestimate the importance of good processes. Træna has succeeded in involv-

ing the local community and creating a culture for innovation and development.  

They did so by hosting regular public meetings, brainstorming events and workshops to discuss 

different topics and develop ideas. To create a low key and informal atmosphere, the meetings 

were held at local cafes and eateries. Early on, they also established a website to facilitate com-

munication and dialogue throughout the work on local development.  

Representatives from Træna together with the Deputy Minister to the Ministry of Local Government and Modernisa-

tion after recieving the National award for Municipal Innovation in 2018. Photograph: Difi.no 



50 GALOP 

Good processes and methods for citizen involvement can contribute to better results on the pro-

jects initiated but are important also for another reason, but it also builds trust. This leads us to 

the third point, which is that trust has been key to improve the quality of cooperation and to in-

crease the local development capacity. In the introduction chapter of this report, we point out that 

a local culture for development is the common denominator among rural municipalities that suc-

ceeds in reaching their own goals and in creating growth. Values such as dialogue, strong net-

works, and trust are exactly what lies behind succeeding in creating such a culture. Trust levels 

affect the quality of cooperation in three ways: When those who cooperate trust each other 1) they 

dare to be more open about their shortcomings and needs, 2) they share more information and 3) 

they are better listeners. To us, Træna serves as a prime example.  

7.2.3 Think Træna 

In this section, we will go a bit more into the details on how Træna has organized their work and 

what kind of methods and processes of involvement they’ve succeeded with. Think Træna is the 

name of the long-term and strategic superstructure for all of the development projects taking place 

in Træna. Based upon the main objectives in the Municipal Master Plan, the Think Træna project 

was kicked of with a strategy meeting that resulted in four general focus areas: 

1. business & marine resources 

2. tourism and adventure industry 

3. culture and cultural entrepreneurship 

4. Place making and better planning 

To be able to progress on these four fronts at the same time, several working groups were set up 

for each subproject. What was significantly new, compared to how Træna had worked on devel-

opment in the past, was the broad participation. 

An important part of the job was to put in place an organization that would strengthen the com-

petence of development issues in the municipal administration, and at the same time was flexible 

enough to support the development of bald ideas and innovative solutions.  

Træna had done their research on how other municipalities had organized their work on local 

development in the past. The most common formula was to outsource many of these responsibil-

ities to a local business garden14 or a development company. The disadvantage of such an organ-

ization or structure is that much of the local expertise and knowledge disappears if one or two key 

people in such companies quit their job. 

Træna did not follow that path. Instead, they created a more process-based organization. The 

rationale was that this kind of organization would, to a greater extent, engage the entire commu-

nity, and build competence, knowledge, and capacity internally in the municipal administration 

and among the various actors participating in the various sub-projects.  

Several sub-projects were quickly launched, and many of the ideas that residents worked on in 

the first meetings have now been realized. Such examples include: 

 A startup company that has succeeded on collecting, drying, storing and preparing sea-

weed and kelp 

 Recruitment of next-generation fishermen 

                                                      

14 See footnote 4 in this report (pp. 17) for an explanation of what a local business garden is.  
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 Development of local accommodations and better solutions for tourists 

 The Træna festival and Take Træna by storm winter festival 

 The new Municipal Master plan 

 Several cultural and local food projects. An example is Artists in residence where artists, 

writers, architects, chefs, photographers, designers etc. are invited into the community for 

purposes of innovation and action. Another one is Træna365, an architectural project and 

an innovative and year-round place for people to live and have good experiences (see 

section 7.2.5 below).  

7.2.4 Take Træna by Storm winter festival 

One of the above-mentioned projects is the Take Træna by Storm winter festival. It started as an 

idea that came up during one of the early workshops held by Think Træna back in 2015. Those 

who came up with the idea wanted to build on the success of the Træna festival and make use of 

the expertise of the organizers to generate more activity in Træna during winter. Winter in Træna 

is low season for the local tourism industry but a high season for winter storms and bad weather. 

Furthermore, they wanted to get in touch with other smaller societies in Norway and Scandinavia 

who were working on similar issues of social development as Træna and create an arena for 

knowledge-sharing. 

So, how do you get people to come to an island right next to the Norwegian sea during high season 

for winter storms? Well, by inviting other municipalities and regions to a conference and festival 

focusing on local community development. That's just what Træna did. 

 

Træna during winter. The text says Take Træna by storm in Norwegian. Photograph: Screenshot from a promotion 

video for the event. 

Since 2015, the conference and festival have been held four times. The participants share experi-

ences, knowledge and inspire each other, and in addition to a professional program with seminars, 

workshops, and lectures on rural development and innovation, the participants get to experience 

Træna's local culture and arts, food, history, and nature. The professional program is streamed 

and shared online. Take Træna by Storm is not a regular festival, nor a regular conference, but 
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has become an important place to meet for people working on rural development and place mak-

ing throughout Scandinavia.  

The event has contributed to local value creation in Træna in several ways. First, the event pro-

vides financial benefits for the local tourism industry during winter, which is normally low season 

for tourism. Last year, the event had 150 participants from Norway and Svalbard, Sweden, Den-

mark and Greenland, Iceland and the Faroe Islands. Every accommodation on the island was sold 

out, and the organizers even had to rent private homes to accommodate all of the participants. The 

professional outcome is difficult to measure, of course, but professional development, collabora-

tion and the exchange of ideas and increased motivation are important. The event has also in-

creased local involvement and proves that it is possible to generate activity in Træna also during 

winter. 

7.2.5 Træna 365 

Træna scores well on indicators related to attractiveness, nature, culture and tourism. However, 

as mentioned in the previous section, the municipality lacks capacity when it comes to accommo-

dation and services that matches their attractivenesss. That is the backdrop for Træna 365, an 

architectural project that aims to create an innovative place for people to live and have good ex-

periences.  

More specifically, it’s a development area where they aim to build a new neighborhood or village 

that rooms a cultural center, a hotel and cabins, a spa, a restaurant and food academy, offices, 

studios and workshops for artists and craftsmen and a museum to be used by entrepreneurs, resi-

dents and visitors throughout the year. The village will blend in with the surrounding nature, and 

nature trails and fields around will be open and accessible to all.  

The project may sound ambitious to a small island community, but socio-economic analyzes have 

shown that the project has potential to create both jobs and attract new residents. The first building 

Illustration: Vardehaugen Arkitekter 
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stage is funded through a public-private collaboration between the municipality, the regional mu-

seum, the landowner and private actors in the tourism industry, and the land use plan and zoning 

plan regulations is well underway. 

7.3 Results 

 With a mix of spectacular scenery and diverse culture, Træna has managed to seize op-

portunities that have come up. At the same time, they have a long-term perspective which 

is necessary to make strategic work with increased attractiveness work 

 By involving citizens and utilizing the resources in the local community, the municipality 

has succeeded in understanding the real needs of the inhabitants and in developing good 

solutions together with those for which the municipality is to serve. 

 Has developed several models for innovation and local development.  

 The municipality has managed to create great development capacity.  

 The local community is characterized by high levels of trust, dialogue, and cooperation 

The Think Træna-project was recently evaluated by the Norwegian research institute Oxford Re-

search. Their main conclusions were as follows: 

 Despite a relatively low budget and only 500 inhabitants, Think Træna has generated a 

lot of activity and can showcase good results that support the main objectives of the pro-

ject, such as more jobs and population increase 

 The project has contributed positively to Træna's reputation externally. 

 The culture projects have raised a lot of attention and shown, both to the local public and 

others, that Træna is rich in culture. 

7.4 Plans for future development 

 Even though the cornerstone fishing companies survived the crisis back in 2014, there is 

a continuous struggle for resources and challenging business cycles for the fishing indus-

tries. The industry must constantly innovate and invest smartly. An example is land-based 

fish farming. 

 The population is declining – and aging – throughout northern Norway. Keeping the cit-

izens and the ability to provide good municipal services will be a top priority. 

 Maintaining a good ferry connection to the mainland and other transport in Træna is key. 

Requires continuous lobbying towards politicians in the County Authority (who is re-

sponsible for ferry operations) 

 TESTZONE TRÆNA - a research project funded by the Norwegian Research Council 

that examines how the future of sustainable tourism and viable local communities can be 

shaped and how sustainable tourism can be created. The overall idea of the project is to 

develop and establish a test lab at Træna where one can experiment with methods and 

processes to create the future of sustainable tourism. 
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8. Gloppen 

 

Mountain panorama with mountain Eggenipa reflecting in a lake in Gloppen. Photograph: Hilda Weges/istock.com 

 

Main challenges: Depopulation, few jobs outside of agriculture 

Main goals:  Increase population, create jobs in industry and trade, 

best municipality on integration of immigrants. 

Local resources:  Nature (agriculture and tourism), cornerstone companies 

Main explanations for success:  Close cooperation with the civil society, better integra-

tion of immigrants, municipial focus on business devel-

opment 
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8.1 Local context and challenges 

Gloppen is a municipality of 5800 inhabitants in 

the Western part of Norway (Sogn og Fjordane 

County). The municipal centre of Gloppen is 

Sandane, with approximately 2,500 inhabitants. 

Agriculture has been and is an important indus-

try in Gloppen, concentrated around sheep farm-

ing, milk production as well as fruit. The munic-

ipality is also known to have a rich cultural life 

and a positive attitude to voluntary communal 

work. 

Located on the southern shores of Nordfjorden 

Gloppen offers spectcular nature; high moun-

tains, lakes and Myklebustbeen glacier. Until re-

cently, the number of visitors in the area have 

been relatively moderate, however.  

The challenges in Gloppen has been connected 

mainly to depopulation but the municipality has 

also struggled with few job opportunities outside 

of agriculture. In the period 2009-2018, Gloppen 

has experienced population growth. The success 

in Gloppen is due to a combination of factors discussed over the next sections; a municipal fo-

cus on business-development, the further development of Gloppen as a tourist destination and 

Gloppens successful integration of immigrants in the local community.  

 

Hydropower 

Gloppen has considerable resources in Hydropower. Measured as turnover, hydropower was the 

most important business sector in Gloppen in 2016. In 2018, the municipality estimated an in-

come from Hydropower to 6,6 million (NOK). Historically, the incomes from hydropower have 

been used to finance investment in services in Gloppen, for example by improving the standard 

of the local nursing home. In contrast to other municipalities in this rapport, the incomes have 

not been used solely for development. In improving services to the inhabitants in Gloppen, the 

incomes may be said to increase the quality of life, and therefore increase the municipality's at-

tractivity.   

8.2 Activating local potential – who and what 

8.2.1 The role of the municipality 

Our informant in Gloppen highlights three important factors when explaining the success in 

Gloppen: support of voluntary communal work and integration of immigrants, development of 

tourist-activities in and around Gloppen and the municipal focus on business development 

 

Voluntary work and “the Gloppen Model”  

Figure 7 Coat of arms and location 
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As mentioned earlier, Gloppen is known for a positive attitude towards voluntary communal 

work, reflected in a rich organisational and culture life in the small municipality. Our informant 

highlights the close collaboration between the municipality and the civil society in Gloppen. 

Voluntary work and organisations create meeting places and contributes to local identity. In ad-

dition, the collaboration between the municipality and the civil society can create value and add 

to the services of the municipality. An example is the local food delivery to elderly in Gloppen, 

which is 100 % voluntary.  

The close collaboration between the municipality and the civil society have most likely also had 

an impact on Gloppens success in integrating immigrants into the local community. Some years 

back, Gloppen set the target of becoming the best Norwegian municipality on integrating immi-

grants. The ambition was then fully integrated in all the municipal plans and strategies. Integra-

tion of immigrants is increasingly seen as a common task for the local community and not only 

the municipality.  

In 2013 the municipality in Gloppen in cooperation with the county, Norwegian Labour and 

Welfare Administration (NAV) and the local upper secondary school started a special project, 

later named “the Gloppen- model”. The primary goal of the project was to increase the job pro-

spects for immigrants through a specially designed educational program in health science. In 

contrast to the regular programme, this programme involves practical training from day one. 

The programme has been very successful. After two years, only two students had dropped out. 

80 % of immigrants in Gloppen still lives there after five years, and nearly as many have a job. 

The model is based on the principle that the municipality has best knowledge of the local labour 

market and their needs. Before the project, the municipality struggled with the recruitment of 

qualified labour in health science. The Gloppen-model has eliminated this challenge. The pro-

gramme now also offers an education as dental health secretary as well as craft training in boat-

building and several other crafts in cooperation with the local business community.  

There is no doubt that “the Gloppen - model” has had a positive effect on population trends. 

However, the integration of immigrants demands considerable resources beside education, and 

these challenges are not eliminated. However, the municipal commitment to integration have 

changed the understanding of integration locally and this is now seen as a common task for the 

community.  The success is therefore a result of long-term strategic work in cooperation with 

the civil society in Gloppen.  
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Immigrants learn about carbon fibre composites at the production facilities of the local boat-building company 

Brødrene Aa. Photograph: Benedikte Grov/NRK 

Business development 

The municipality of Gloppen has taken an active role in both promoting and supporting corner-

stone companies and newly established companies locally. This includes dialogue through both 

formal and informal forums, promotion of local businesses and financial or practical support. In 

the municipal plan for business development passed in 2012, the municipality states the follow-

ing goal for Gloppen:   

The municipality of Gloppen should be a competent facilitator and guide to entrepreneurs, start-ups 

and established businesses. 

Our informant highlights that the most important aspect of Gloppens work with business devel-

opment is the degree to which the municipality administration has made their support visible for 

the business community. He further emphasizes that it is possible to support business develop-

ment, even with limited financial resources. The key is to render visible the knowledge and sup-

port that the municipality has to offer and to create forums for dialogue between the municipal-

ity and the business community.  

The municipality has worked strategically to improve the dialogue between the municipality and 

local businesses.  The business community in Gloppen have their own organisation, called 

“Gloppen næringslivsorganisasjon”, organised as an association of representatives from the lo-

cal business community. In recent years, the municipality has worked with the goal of profes-

sionalizing this organisation and improve the dialogue between the municipality and the organi-

sation. Today, the organisation has regular meetings with the municipality. This provides a for-

mal channel for feedback and an opportunity for the business community to aggregate their 

opinions in the dialogue with the municipality.    
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Another more recent change is the reorganization of the formal structures in the municipality. 

The municipal leader of the business section is now a part of the executive group in the munici-

pality with the chief municipal executive. This means that business development is now more 

closely connected to other priorities and services in the municipality.    

The municipality has also provided both practical and financial support for local businesses. For 

example, the municipality of Gloppen has built production facilities that are now rented out to a 

local company in need of more space. Another company in health innovation was allowed to use 

the municipal health services as a test pilot for their products. This is a clear signal from the mu-

nicipality to the business community that they are eager to support local business activity and 

has contributed to the positive development in business in Gloppen.  

Tourism: local experiences and local food  

With its high mountains, fjords, beautiful lakes, rivers and the Myklebustbreen glacier, Gloppen 

is home to spectacular and unspoiled nature. The varied landscape holds great potential for a 

wide range of activities such as hiking, mountain biking, fishing (in fjords and rivers), hunting, 

canoeing etc. Gloppen also has a history of tourism - in the late 1800, Gloppen was a popular 

destination for English lords who came to Gloppen to fish salmon in the area between 

Eidsfossen waterfall and the Gloppefjord.  

 

Fly-fishing in Gloppen. Photograph: Bernd Kulesa – VisitNorway.com 

Until recently, Gloppen has not succeeded in exploiting these resources to their potential, how-

ever. In the municipal plan for tourism for 2012-2014, the situation is described in the following 

way:   

“Compared to neighboring municipalities, that through decades have drawn huge amounts of 

tourists to glaciers and fjords, Gloppen has not succeeded in positioning itself as a tourist desti-

nation”.   
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This situation is changing. Since 2010, there has been a steady increase in the number of visitors 

in Gloppen and the surrounding areas15. The increase in tourism in the area is connected to the 

rising interest in the local hotel, local food and salmon fishing. Gloppen hotel, known for its 

high-quality food is one of four companies in the region that participated in “Norwegian Food-

prints”, Innovation Norway's ranking of the best places to eat in Norway15. The a la carte menu 

at the hotel consists of local produce from local producers in short distance from the hotel. Ac-

cording to our informant, more and more people visit the hotel because of the food experiences 

they offer.  

The hotel's ability to focus on local high-quality food experiences is due to special cooperation 

between landowners and the hotel concerning fishing of salmon. In an agreement from 1996, the 

hotel and the landowners with land surrounding the river agreed that incomes from salmon fish-

ing would be shared among them. Landowners have a right to the incomes from fishing and 

land use, and the hotel gets the income connected to accommodation and food. The hotel em-

phasizes this as an important reason for their ability to focus on high quality and local food pro-

duce. Without this income, the hotel would target the busloads of tourists with less money to 

spend in the area. Today, the hotel is very important for local producers as an ambassador for 

local food.   

The rising interest in local food is also seen in the increased attention given to the local festival 

MATAMÅL. The festival is a cooperation between the municipality, the business community 

and the Norwegian farmers association and has been arranged since 2010. The goal of the festi-

val is to be a marketplace for the display of local produce. The festival is increasingly popular 

among tourists and visitors.   

Paralell to the increased interest in the area, the municipality of Gloppen has taken the initiative 

to develop several opportunities for outdoor recreation that are free.  A well-known initiative in 

Gloppen is a forest area called Trivselsskogen, or the forest of well-being. The area consists of 

multiple trails and cabins. The area even has a trail called the “love trail”. The preparation of the 

area has happened solely through voluntary work and a joint effort by the local community. In 

total, the project has involved more than 4000 hours of voluntary work. The area was awarded 

top five trails in the county in 2018.   

 

                                                      

15 Source: Visit Norfjord. Strategy 2019-2021 
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“The love trail” in Gloppen. Photograph: Visit Nordfjord.  

8.3 Results 

 Population growth in the period 2009-2018  

 Increased tourism in the region  

 Better integration of immigrants and recruitment of necessary competence both in pub-

lic and private sector 

 The municipality has been able to keep cornerstone companies and attract new ones.   

8.4 Plans for future development 

In 2018, Gloppen municipality passed a new Municipal Master plan for the years 2018-2030. 

Here they defined their long-term goals for the development in Gloppen and their strategies to 

achieve these goals. The plan covers all municipal spheres of activity but also points to the dis-

tinctive features in the municipality. Let us have a look at the areas emphasized in the description 

of Gloppens success.   

For the collaboration with civil society and organizations, Gloppen states the following goal:   

 Strengthen and develop the cooperation between the municipality and civil society  

As regards business development and cooperation with the business community, this is integrated 

into several goals. The vision for the local community in 2030 is:   
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 The municipality of Gloppen works in close cooperation with the business community to 

sustain and develop new jobs.   

When it comes to the further development of tourism, the municipality states the following strat-

egy:   

 Lay the groundwork for further development of small-scale tourism, locally produced 

food, activities and cultural activities for visitors.   

In addition to this, the plan highlights that the most important platform for the marketing of these 

experiences is the local tourism- organization Visit Nordfjord.  
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9. Røros  

 

Photo: Thomas Rasmus Juell Skaug/Dagbladet 

 

Main challenges: Lacking growth in population, old population, lacking growth in local busi-

ness and job positions 

Main goals:  Increased sustainable value creation, increased attractiveness for tourists 

and citizens  

Local resources: Local industry, heritage, human resources  

Main explanations 

for success: 

Teamwork, UNESCO-word heritage, strategic development of Røros as a 

brand associated with quality 
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9.1 Local context and challenges 

Røros is a municipality in the Middle of Nor-

way (Trøndelag County). The landscape is 

hilly with large mountain plateaus, tradition-

ally also inhabited by indigenous Sami people. 

The population is ca. 5600, out of which 3850 

lives in the village with the same name, Røros. 

Røros is one of the coldest regions in Norway. 

The livelihoods were traditionally dominated 

by livestock, but copper mining has been an 

important industry since the 17th century. The 

village was established as a result of the min-

ing industry. Today the mining industry is 

closed down, but the local industry is still an 

important livelihood in Røros. Food produc-

tion and design companies are a vital part of 

this.  

There are two national parks in Røros and the 

village is a UNESCO world heritage site due 

to its mining history. Today ca. 1 million peo-

ple are visiting Røros annually. Røros is 

ranked as number one or two every year, in the annual national index of the best municipalities 

in Norway on cultural matters.  

One of Røros’ challenges was a lack of growth in local business, industry, and tourism. Today, 

this negative trend is turned, partly through systematic and strategic work on creating a special 

reputation for Røros, branding Røros as a place associated with quality and authenticity. This 

work has been done as a teamwork between the municipality, the inhabitants, the destination 

company, the business garden, the local industry, the local and national world heritage manage-

ment, and more.  

9.2 Activating local potential – who and what 

Røros has been an attractive tourist destination for a long time, however, the modern market is 

more and more demanding. Travelers today are choosy. Norway is an expensive destination, 

and Norwegian destinations can’t compete on budget. It is, therefore, necessary to develop the 

destination based on other values than the economy. Røros has been working strategically on 

branding the area around quality, local uniqueness, authenticity, and sustainability. The major 

explains this strategy as ”cultivating the spirit of the area”. This spirit is for example found in 

the old buildings, the local food traditions and cultural pride among the citizens. The focus on 

quality has been developed within the local food industry, restaurants, accommodations, local 

hosts, experiences, shopping, etc. Today, after 6-7 years of work, the strategy is implemented as 

a mindset permeating both tourism and local industry and is an advantage in competing with 

other destinations. Today, it is an important principle that development happens in a way that 

reinforces this brand – not impairs it. Both the present and former major stresses how teamwork 

and cooperation have been crucial for success.  

Figure 8 Coat of arms and location 
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9.2.1 The role of the municipality 

The municipality has been an important factor in this development process primarily through its 

role as facilitator and event maker. The municipality has hosted many meetings, seminars, and 

workshops and they are an important organizer of annual events, like the Christmas market, the 

annual sled dog race, and the winter festival. The municipality spends more money than many 

other municipalities on cultural matters, but consider this as an investment in business develop-

ment as all the cultural events lead to more visitors and increased activity. All the cultural 

events would however never have taken place without the volunteers. According to the major, 

much of what is happening in Røros is voluntary work. «It is like the whole community is work-

ing together». This engagement is also important for the credibility of Røros as a brand.  

The municipality has put a lot of effort into stimulating local business and industry. Today the 

municipality has a Head of value creation. According to our sources, this has been of great im-

portance. The municipality also has a plan for business development and value creation. In the 

plan, seven areas of special attention are specified: entrepreneurship and new businesses, local 

industry, local trading, production and processing of local food, tourism, creative industry, busi-

ness related to the world heritage. Developing an urban center and offer ‘urban qualities’ has 

also been a strategy.  

The municipality haa been in close co-operation with the local destination company and the 

business garden.  

 

9.2.2 The business garden 

The business garden in Røros is a development company for local and regional value creation. 

The business garden offers professional services for local entrepreneurs and businesses. They 

host courses and seminars, have a coworking space for rent and a trainee program.  

Mountain trainee – The establishment of the so-called mountain trainee-program in 2009, has 

been an important strategy to increase the local competence in Røros. This program attracts re-

cently graduated persons to temporary, but good, interesting jobs in the local businesses in 

Røros. The trainee gets a flying start of the career, whereas the company gets access to high and 

updated competence. Many trainees have, after the program, been offered permanent positions 
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in Røros and settled down in the municipality. The recruitment of new trainees (and businesses 

using trainees) is done by the business garden.  

The business garden has also been leading a program (financed by the county) aiming at in-

creasing the competence and capability within the tourism and local food industry. The aim of 

this project has been to create a national education arena for local, small-scale food producers, 

to increase the professionalism and create the growth in the sector of local food producers and 

the smaller tourism businesses.  

9.2.3 The destination company  

Corresponding to other tourist destinations, Røros has experienced that establishing a destina-

tion company is of great importance. The destination company can coordinate actors, initiate 

and lead projects, and not least lead strategic work related to marketing and building the reputa-

tion of the place – for Røros’ part the strategy has been to create an image based on quality and 

authenticity. The destination company has led the work towards Røros gettering permission to 

use the brand ‘Sustainable destination’ (cf. Lærdal). Røros achieved this certification in 2013.  

9.2.4 UNESCO world heritage status 

 

Photo: Røros municipality 

The UNESCO world heritage status was given Røros in 1980. This has been a vital part of the 

comunity’s understanding and valuation of their own local traditions. Today the local focus is 

on quality and to retain the architecture, cultures, and traditions. The local traditions are the fun-

dament for the food, the trade, the events and the experiences.  
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The world heritage status has due to strategic work had many positive repercussions. Two im-

portant specialized companies have placed their headquarters in Røros: The National Center for 

Building Preservation and The National Heritage fund. The cooperation with the Directorate for 

Cultural Heritage, the local museum, and The local World Heritage Board (politicians and ad-

ministration) have also been significant for activating the local potential. Since the 1980’s more 

than 100 FTE’s have been created as a direct consequence of the world heritage status – many 

of them specialized positions. This has contributing to making Røros into a more dynamic and 

vital area.  

9.2.5 Networks  

Tailored mass production – Several of the local companies have joined an innovation project 

for so-called tailored mass production. The project is about offering quality and customized 

products, but at the same time be efficient and have low costs. Some of the large industrial com-

panies have joined forces and established this innovative project in cooperation with researchers 

and technologists. This has been a strategy to keep the local industry alive in an expensive coun-

try like Norway. The products are customized, exclusive and of fine quality. This strategy has 

led to a renewal of the industry. The research project is financed by Research Council Norway. 

Rørosfood – Rørosmat (Rørosfood) is a network and a brand for local small-scale food produc-

ers, focusing on quality. The network offers a shared platform for distribution, sale, and market-

ing. This creates a better economy for small and vulnerable companies. Today, products from 

Rørøs are sold all over Norway. Rørosfood has worked together with the destination company 

towards the same concepts as the tourist industry in general: authenticity, quality, and local 

uniqueness.   
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Photo: Rørosmat.no  

9.3 Results 

 Small increase in population 

 Increased number of tourist 

 Growth in local business 

 More business investing in own company  

9.4 Plans for future development 

Stimulate and facilitate better for population growth. Taken the heritage status in account, and 

the protected areas, it is of great importance to find the right areas for new housing. 

Support the local industry even more through regulation plans and infrastructure. The regulation 

plans will help the local industry develop faster and more efficient. 

Better knowledge of local business and industry.  

Find the right balance for growth. Too many tourists can ruin the experience and reputation. 
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10. Frøya 

Daløya, Frøya. Photograph: Istock.com 

Main challenges:  Keeping up with the high population growth and growth in the local 

marine industries 

One sided structure of industry 

Main goals:  To be a leading international actor in marine industries 

Local resources:  Nature (marine resources and tourism), competence within the marine 

industries 

Main explanations 

for success:  

Flexibility, close cooperation with the business community, local own-

ership 



 

 

 

69 GALOP 69 

10.1 Local context and challenges 

Frøya is the outermost Island off the coast of 

Trøndelag in Central Norway and has almost 

5000 inhabitants. The municipality consists of 

the island Frøya and 5400 small islands and is-

lets around the main island. Frøya has two large 

villages; Titran in the West and Sistranda (the 

administrative centre) in the east. The landscape 

in Frøya can be characterized as open, treeless 

and flat with many small lakes.  

The municipality is heavily dependent on fish 

and aquaculture and 50 % of the value creation 

in Frøya is connected to this industry16. Fish 

farming is especially important. Aside from 

fish, the food industry and transport are im-

portant industries. Agriculture is important as a 

secondary source of income for many inhabit-

ants, mostly connected to sheep farming. Frøya 

is the biggest supplier of wild sheep in Norway.  

Proximity to the sea and the flat landscape also 

makes Frøya an ideal location for wind power. The village Titran hosts Norway's first modern 

wind power plant. Further development of a wind-power industry has caused much local debate 

and protest, however. Business interests and environmental protection interests stand against 

each other.  

In the 1990s and early 2000s, the development in Frøya was characterized by population decline 

and a decline in the number of jobs. This has changed dramatically. Over the last 10 years, 

Frøya has experienced a remarkable growth in population and jobs in industry and trade. From 

2009-2018, the population increased with over 20 % and the number of jobs in industry and 

trade with 35 %. Measuring attractivity, Frøya is the second most attractive municipality in Nor-

way from 2009-2018. In large, this successful development can be explained by the growth in 

Frøya’s fish and aquaculture industries. This is surprising, since these industries have not seen 

the same growth nationwide. The increasing dependence on a few industries means that Frøya is 

more vulnerable to changing market conditions within these industries. The success in Frøya is 

therefore also a result of how the municipality has handled this growth. 

                                                      

16 https://www.froya.kommune.no/tjenester/naring/ 

Figure 9 Coat of arms and location 

https://www.froya.kommune.no/tjenester/naring/
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10.2 Activating local potential – who and what 

10.2.1 The role of the municipality 

In the municipal plan for business development 2014-2018, Frøya has a very clear strategy. In 

preparing the plan, the municipality carried out SWOT analyses for different sectors and con-

ducted a workshop with participation from the local business organisation, regional actors and a 

research institute. The plan highlights six priorities: 

 To exploit Frøyas advantages. These advantages are in the marine and maritime indus-

tries. The municipality also wants to prioritise culture- and nature-based value creation, 

local renewable energy and the competence centre. The plan shows a clear willingsness 

to prioritize these industries. 

 Frøya wants to be a leading international actor in marine industries. Aquaculture is the 

engine in the municipality. It is therefore very important to support businesses in terms 

of area, conditions for business, labor, competence and image building. 

 Knowledge and competence. Connected to enhancement of competence, education and 

research. 

 Recruitment. The municipality wants to be attractive for both potential newcomers and 

people who used to live in Frøya, for example young people who moved away to study.  

 Attractive and competitive conditions for business. This goes for potential new busi-

nesses and existing businesses.  It is particularly important that the municipality have an 

infrastructure that suits the demands of businesses.  

 Development of the centre-area around Sistranda. This is done partly by prioritising 

building of homes near the centre, attract more stores and focus on the stores in the cen-

tre.   

Our informant further highlights three key factors in describing the success in the municipality: 

an ability to adjust to the changing conditions of the market in the marine industries, the close 

collaboration between the municipality and the business community and local ownership in the 

largest businesses in Frøya.  

Between 2004 and 2005, Frøya experienced low growth in the local economy and depopulation. 

The municipality was able to change this situation through collaboration between the municipal-

ity administrations, politicians, the business community, civil society and inhabitants. As a 

small municipality very dependent on the development in the marine industries, Frøya has had 

to cope with these fluctuations. According to our informant, this has increased the ability to 

adapt in the municipality. Plans and goals are important, but equally important is the ability to 

change the course when necessary. In addition, there is, and has been for a long time, a very 

close cooperation between the municipality and the business community.  

The municipality strives to adapt to the needs of local industries. In return, the business commu-

nity contributes by taking social responsibility and support initiatives that improves the quality 

of life for all the inhabitants in Frøya, such as the sports hall, recreational activities and the com-

petence centre described in the next section.  The fact that the biggest companies in Frøya have 

local owners contributes to their willingness to invest in the community. These investments are 

also in the interest of the business community, as it increases the quality of the local community 

in which their employees work and live.   
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Towing of ocean farm 1 in Frøya, the worlds first offshore fish farm. Photograph: Salmar.  

10.2.2 Competence development and recruitment of skilled labour 

In line with their strategy to become a leading actor within the marine industries, the municipal-

ity of Frøya, together with local and regional actors, has taken an active role in promoting com-

petence development, knowledge and the recruitment of skilled labour in the marine industries. 

This is important in order to be able to recruit labour in line with the demands in the marine in-

dustries. In addition to this, the municipality has taken measures to increase competence and re-

cruitment in municipial services.  

 

The competence centre 

In 2016, a centre under the name “Blått Kompetansesenter” opened in Frøya (blått is Norwegian 

for blue and refers to the ocean and marine industries). The purpose of the centre is to connect 

education, business and research in marine industries to the advantage of everyone. The vision 

of the centre has close ties to the ambition to develop a world-leadingg education in aquaculture 

and fishery. The centre also has connections to the overall regional strategy for developing the 

marine industries in the region.  

The centre is organised as a private business with multiple shareholders, of which the county au-

thority owns 35 % and the municipality of Frøya 4,7 %. Other large shareholders are business 

organisations and marine businesses in the area. The centre's premises is rented out to a variety 

of actors involved in the competence development in Frøya. This includes local companies (in 

both the marine industries and other industries), the local business organization, a research insti-

tute and organisations for education and research.  
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Cooperation between educational institutions, and the business community 

Since 2012, the regional university Norwegian Universities for life sciences (NTNU) has had 

formal cooperation with the business community in marine industries in Frøya and the local up-

per secondary school, which has a strong profile in fish and aquaculture.  The cooperation ar-

ranges a conference twice a year, a meeting place for business, students and representatives 

from the university.  

The cooperation is of major importance for the exchange of competence between the business 

community and the educational institutions. For example, the cooperation has resulted in coop-

eration for the testing of new technologies, and more than 100 master theses on topics related to 

the industry in Frøya.   

In 2017, the cooperation was formally expanded to the entire coast of Trøndelag and the county 

Sogn og Fjordane.  

 

The Frøya-package 

In 2014, the municipality of Frøya launched a recruitment initiative under the name “Frøya-

pakken”, or “The Frøya Package”. Newly hired, permanent employees in the municipal services 

with three years of higher education or more are offered a wage increase (higher seniority) as 

well as student loan remission from the municipality. The package also gives free membership 

for six months at the local gym, festival passes to local festivals and free entrance to the local 

swimming pool for a year.  

The intention behind the initiative is to make Frøya more attractive to move to and increase re-

cruitment of teachers, nurses and other relevant professions in the municipal services.  

In addition to the Frøya package, the municipality have taken measures to increase competence 

among their existing employees by facilitating continuing education and decentralized educa-

tion.  

10.3 Results 

 20 % population growth in the period 2009-2018 

 35 % growth in the number of jobs in the period 2009-2018 

 Cooperation and competence development between the municipality, local business and 

educational institutions 

10.4 Plans for future development 

In 2015, Frøya passed a new Municipal Master Plan (the social element) for 2015-2027. The 

plan highlights a strong commitment to competence development and cooperation between the 

municipality, marine industries and educational institutions.  

The continued growth in the marine industries creates opportunities, but also increases the pres-

sure on the municipality's ability to adapt to the needs of local businesses. For example, there is 

a need for preparation of fitting areas for business activity. The population growth exert the 
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same pressure on the municipal services to the inhabitants in Frøya17. The municipality's ability 

to handle this challenge continue to grow as the growth continues.  

                                                      

17 According to our informant, the increased pressure on the municipal services in the municipality because of the population 

growth is a challenge for the local government finances. The municipality of Frøya has high debt.   
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11. Inderøy 

 

Photograph: Jelena Safronova / iStock.com    

 

 

Main challenges: Low population growth and vulnerable businesses within key local in-

dustries 

Main goals:  Develop Inderøy as a region for local food, culture and tourism 

Local resources: Human resources, agriculture/local food and drinks industry, culture 

and cultural landscape 

Main explanations 

for success: 

Joint non-profit efforts among key actors within industries related to 

local food and drinks, culture and tourism, organized through a coop-

erative 
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11.1 Local context and challenges 

The municipality of Inderøy has nearly 6800 

inhabitants and is located on two peninsulas in-

nermost in the Trondheimfjord in Trøndelag 

County, a two-hour drive from Trondheim 

(Norway's second-largest city). The landscape 

is characterized by culture landscape and the 

sea. In 2012, Inderøy merged with the neigh-

boring municipality Mosvik. The municipal 

center of Inderøy is Straumen, a name derived 

from the strong tidal current in the narrow neck 

of water between the Trondheim and Borgen 

fjords. Agriculture and food production based 

on local produce are important industries for 

Inderøy, and the municipality has a large pro-

duction of grain, potatoes, and fruit as well as 

cattle, pork and poultry.  

Measured on attractivity, Inderøy has not been 

particularly successful over the last decade. In 

the period 2009 to 2018, there has been a small 

increase in the number of jobs, primarily re-

lated to growth in regional industries and connected to the general population growth in the re-

gion. When looking at the population development, the tendency is less positive. Inderøy has had 

a weak positive population growth in the last decade.  

Inderøy, therefore, is not chosen as a case because of the overall attractivity. The success of In-

derøy is related to the development of a business cooperative that works towards quality experi-

ences at the peninsula. The cooperative is named the Golden Detour, and since its foundation in 

the 1990s it has grown to be become a widely known brand and a major success.  

11.2 Activating local potential – who and what 

11.2.1 The role of the municipality 

From the Municipal Master Plan, it appears that Inderøy’s vision is better together. Their vision 

symbolizes both an ambition and a way of working for the municipality and society. The ambition 

is to create the best possible conditions for their citizens, businesses and working life. The work-

ing method is close cooperation at all levels; cooperation within the municipal organization, co-

operation between the municipal organization, businesses, non-profits and citizens and coopera-

tion between the municipality and organizations and institutions outside the region. Their main 

objectives are as follows: 

 Inderøy shall be a viable and attractive municipality in the heart of Trøndelag County 

 Inderøy shall build quality of life and culture for the future, and have population growth 

and increased profitability and more jobs in the private sector 

Figure 10 Coat of arms and location 



76 GALOP 

 Inderøy municipality shall provide good quality of services to its citizens 

As mentioned in section 11.2, Inderøy’s success story is related to the development of The Golden 

Detour – a cooperative that works towards quality experiences at the peninsula. In the remainder 

of this case description, therefore, we will focus less on the role of the municipality, and more on 

the cooperative. This does not mean that the municipality has been insignificant. On the contrary, 

the municipality was very important in the establishment of the cooperative, and  still provides 

financial support. 

11.2.2 The Golden Detour 

The Golden Detour is both a road trip, a cultural landscape, and a cooperative.  

Let us explain the road trip first. At Innherred in Trøndelag County, you have the option of driving 

straight ahead on the highway through Norway or turning off onto the Golden Detour (Den 

Gyldne Omvei) at Inderøy. The detour takes longer, of course, but the chances are that what you 

experience along the way will leave you with no regrets. 

 

Map showing some of the cooperative members along the Golden Detour, eg. a liquor distillery, slaughterhouse, beer 

brewery, cheese factory, lodging, art workshop and gallery, museum, etc. Source: DGO.no 

Inderøy can boast of one of Norway’s most magnificent cultural landscapes, which together with 

the sea and the special light conditions in Inderøy, have inspired pictorial artists and authors for 

hundreds of years. The Golden Detour is a fascinating journey, full of providers offering high-

quality self-made products. 
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The idea for a cooperative came up during a workshop on culture-based business development 

organized by the municipality back in the late 1990s. Inderøy has a rich cultural life with many 

cultural actors, institutions, and activities, hence the cultural focus. 

Following the workshop, the Municipal Chief of Business Development gathered ten relevant 

companies to establish The Golden Detour cooperative. Common to all the companies invited to 

join from the start was that they were well established, centrally located along the detour and 

known for the high quality of their goods and products. The founding companies operated within 

the accommodation and lodging, dining, retail and trade, arts and crafts workshop and gallery, 

production of local food and drinks specialties and adventure- and activity-based tourism. Today, 

the cooperative counts 18 members, each of whom represents a place to visit along the golden 

detour. The cooperative was established based upon the following common acknowledgments 

among the founders: 

 Joint marketing is cost-efficient 

 A common label makes us more visible as a destination 

 Showcasing the great cultural landscape in marketing is the way to go 

 We are stronger together - it is better to cooperate than to compete 

The Golden Detour cooperative does joint marketing and initiative common development projects 

related to the members' business interests. The members have to uphold strict quality require-

ments, and the cooperative works towards a highly professional, collegial and social environment. 

To be obtained as a member of the cooperative, it is required to write an application to convince 

the other members that they will enrich the Golden Detour and can offer products or services of 

high quality, nice surroundings, predictable and available opening hours, etc. Furthermore, a two-

thirds majority vote is required to be obtained. 

 

Organization, financing and cooperation 

As explained, the Golden Detour is organized as a cooperative, which is people-centered enter-

prises owned, controlled and run by and for the members to realize their common goals and aspi-

rations. The cooperative is democratically managed by the «one member, one share, one vote» 

rule. Furthermore, it has a board of directors, and six or seven member meetings are held a year, 

in addition to meetings in various working groups. The cooperative is in large driven by the non-

profit efforts of the members, and the board members receive little or no compensation.  

Initially, thorough work was also done on statutes and operating documents that ensured equality 

between smaller and larger members of the cooperative companies, which, according to our in-

formants, has been an important foundation for developing cohesion, continuity and a strong 

brand. 

 

Growing pains 

After a few years, the cooperative began experiencing growing pains, such as a need for better 

marketing and more capital, increased demands and expectations among tourists, difficulties in 

coordinating a growing number of member companies with different ambition levels, general 

challenges in the agricultural sector, a growing workload on key members and a need for someone 

who could work with the cooperative full time. In short, there was a need to professionalize. 
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To meet these challenges, they got financial support from the municipality of Inderøy and Inno-

vation Norway for a marketing project to reach a wider range of possible visitors. They also part-

nered with local and regional tourism operators and hired a treasurer and secretary to support the 

chair of the board. Today, when asked what the main strengths of the cooperative are, our inform-

ants highlight the following: 

 A diversity of products, services, activities and adventures within a small geographical 

area and beautiful cultural landscape. High-quality businesses and pleasant hosts 

 Openness - tourists are given «free access» to the premises of the farmers and local food 

and drinks producers. This strengthens authenticity, identity, and credibility 

 Instead of competing, the members recommend each other to the tourists and visitors 

 The cooperative has grown slowly and thereby avoided internal strife that can often de-

stroy the climate of cooperation 

 A good relationship with the municipality and local and regional tourism operators 

 Good signage 

Over the next section, we present some of the actors in the cooperative and the experiences they 

offer. 

11.2.3 Gangstad farm  

Halfway between Straumen in Inderøy and the regional center Steinkjer is the farm and cheese 

factory Gangstad which has been a part of the cooperative since its foundation. The farm is widely 

known for its award-winning cheeses and high-quality dairy products made from fresh milk from 

the farm. Their blue cheese (Nidelven Edel Blå) was awarded supergold and highlighted as one 

of the world's best 84 cheeses during the world cheese awards in Italy in 2019.  

 

The farm also offers a variety of ice creams in different flavours, yoghurt, biscuits and a selection 

of marmalades. Their products are now also available in selected shops and restaurants across the 

Photograph: Ole Morten Melgaard / ysteri.no 
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country. During summertime, you can sit down and enjoy a cup of coffee and ice cream in the 

courtyard at the farm. 

11.2.4 Nils Aas art workshop 

Nils Aas art workshop is a combined museum, gallery and venue for workshops situated in the 

municipal centre of Inderøy, Straumen. The workshop is named after one of Norway’s most fa-

mous sculptors Nils Aas, who grew up in Straumen. In addition to the permanent exhibition of 

Nils Aas’ works and life, the venue showcases temporary exhibitions with Norwegian and Scan-

dinavian contemporary art. The workshop is open to the public during the summer season. A short 

walk from the workshop you will find the famous sculpture park Muustrøen sculpture park, 

widely known for the sculptures by Nils Aas and its botany. 

The permanent exhibition at Nils Aas art workshop. Photograph: Nils Aas art workshop.  

11.2.5 Berg farm and Inderøy distillery 

Berg farm joins the ranks with other local producers of high-quality food. They produce meat 

from winter-fed sheep and free-range pigs, and grain and caraway. Their products are processed 

on the farm, sold in their farm store or served in the restaurant in the farm barn. The restaurant 

has room for up to 80 people who can enjoy a menu full of local food and drinks.  

In 2015, the farm established Inderøy Aquavit Distillery. Aquavit is a distilled spirit from grain 

and potatoes, flavoured with a variety of herbs, produced in Scandinavia since the 15th century. 

Inderøy Distillery is the first aquavit producers in Trøndelag County in 116 years. They combine 

old traditions and recipes with innovation and experimentation with new taste experiences. 
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11.2.6 Sustainability label 

In 2016, The Golden Tour was labelled a sustainable destination by Innovation Norway, as one 

of the first destinations in Norway and Europe to achieve this status. Among the cases in this 

report, Lærdal, Røros and Trysil have also achieved this status.   

The sustainability label is a labelling scheme developed by Innovation Norway as a tool to sys-

temize and increase the effort towards sustainability in the tourism industry. In 2018, the label 

was approved by the Global Sustainable Tourism Council, which makes Norway one of few coun-

tries with a nationally approved standard for sustainable tourism. 

The label does not mean that the destination is sustainable on all areas, but signals that the desti-

nation is engaged in systematic and long-term work to increase sustainability. The process to 

qualify for the label is a demanding and time-consuming process in which the destination must 

document its efforts and development towards sustainability and engage in competence develop-

ment. The efforts increase awareness of the local and negative side effects of tourism. According 

to Innovation Norway, their experience with the labelling scheme shows that; “the work of the 

label greatly provides additional motivation to continue working on a more sustainable develop-

ment of the travel destination18”.  Today, nearly 30 destinations has achieved the label as a sus-

tainable destination.  

11.3 Results 

 The cooperative as an organizational form has proven to stimulate cooperation and ex-

change of experiences between the member companies, according to themselves. The 

members feel an important success factor is their strong sense of ownership of the con-

cept. At the same time, the success has depended greatly on a few individual members 

that ensure new projects and initiatives progress well.  

 The Golden Detour members offer a wide range of products, services, and activities. 

Through collaborating, they have successfully put Inderøy on the map and attracted more 

visitors. 

 The joint marketing efforts has made it possible for the members to reach a wider group 

of customers and visitors, leading to increased face-to-face sale more profitable and sus-

tainable businesses. Member companies has increased their overall annual revenue from 

35 to 105 million NOK in 20 years. 

11.4 Plans for future development 

 As mentioned, the Golden Detour is a certified sustainable tourist destination. The coop-

erative is now in the midst of a recertification process. This is a bureaucratic and costly 

affair, which requires large resources for a small regional actor. More than 100 sustaina-

bility criteria needs to be met and controlled. The goal ahead is to get the recertification 

without spending too much money and resources on the process. 

                                                      

18 https://business.visitnorway.com/no/barekraftig-reiseliv/sustainability-and-tourism-in-innovation-norway/ 

https://business.visitnorway.com/no/barekraftig-reiseliv/sustainability-and-tourism-in-innovation-norway/
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 The second challenge going forward will be to align the organization, utilize the internal 

resources and distribute tasks among members in an even better way than today. This 

includes getting all individual members to contribute more. 
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12. Keys to success  

In order to foster growth and positive development one has to identify and utilize the opportu-

nities these local resources and qualities represent. Some of the municipalities have done this on 

their own, other have used professional expertise to help them. Aurland has for examples used a 

specific method (LRA) developed by researchers at Norwegian University of Life Science. Sys-

tematic plans and loyalty to long-term development goals are central. At the same time, 

dont be too "strict". Flexibility, dynamism and ability to adjust the course is important when it 

comes to working with local development. One must be prepared to respond quickly and effec-

tively when unexpected possibilities appear, and not let bureaucratic processes get in the way. 

Limited budgets and capacity constraints mean that most municipalities need to make hard prior-

ities. In the municipal “fight” to retain and attract new residents, good public services is an 

advantage. 

Identifying actors who want to contribute to positive local development is central. Intersectoral 

cooperation and dialogue are essential for the development. This is stressed in all the interviews. 

Development seems to be almost impossible without teamwork between the municipality, local 

business, owners and volunteers. Mobilizing the citizens of the local community can be of great 

importance.  Citizens needs to take responsibility for their own local community. At the same 

time, the municipality must motivate and support them. This builds trust and a momentum for 

develpoment. Take advantage of local resources and creativity. The right innovative vision might 

be found among unexpected groups. 

Collaboration and dialogue with civil society and organisations is important in this regard. 

Several of the municipalities presented in this report highlight their cooperation with the civil 

society as a key to their success. Voluntary organisations and associations play an important part 

in a local community by creating a common identity and trust-building among inhabitants. An 

active civil society also increases the quality of life for inhabitants by creating meeting places, 

organizing events and contributing to the services in the municipality.  As we have seen, organi-

sations can also be important actors in innovation processes. 

If a development project of a certain size is initiated, make sure the developers use local sup-

pliers and companies as much as possible. This can be done through contract requirements 

and has been a vital strategy for further increasing local growth. 

Almost all the municipalities selected in this report, stresses the importance of the development 

company. A development company, partly owned by the municipality, can in itself strenghten 

cooperation between municipality and local industry/business, but also initiate and coordinate 

business development, lead development programs and processes in a professional way. 

For the municipalities investing in tourism, establishing a destination company seems to be of 

great importance. A destination company can coordinate all the local actors within tourism, initi-

ate and lead projects, and not least lead strategic work related to marketing, visibility and building 

a positive reputation. In the case of Røros’, for example, the strategy has been to create an image 

based on quality and authenticity. 

Many of the municipalities have established various forms of networks, alliances or coopera-

tives among local small-scale producers. For these organizational forms to be a success, our in-

formants emphasize the importance of establishing a solid foundation for collaboration - at the 



 

 

 

83 GALOP 83 

start-up. Spend time agreeing and drafting statutes and operating documents with clear rules and 

routines for how members should behave and cooperate, and how admission of new members 

should take place, including expense allocation. Furthermore, leadership is important. Cooper-

atives serves as an example. A cooperative is a “miniature democracy” where all members have 

one share and one vote. Differences in opinions between the members will however always occur. 

Such situations requires a tough and clear leader, who – when necessary – dare to cut through in 

the discussions and let the majority decide. There is a time for discussions, and there is a time for 

decisions. Starting small can be smart. Successful cooperation on specific smaller projects 

builds trust and can provide a basis for more cooperation in the future.  

In order to attract more citizens, rural place making with urban qualities has been a key strategy 

for several of the rural municipalities (eg. Åfjord, Træna, Vang and Røros). More specifically, 

they have created an urban profile on their rural fundament. What this means in practice, is de-

veloping qualities, activities and services that larger cities can offer (in a smaller scale) – in addi-

tion to all the rural qualities. 

Achieving UNESCO World Heritage Status can be of great significance (Aurland and Røros). 

However, a World Heritage status in itself is no guarantee for growth; 80% of world heritage sites 

experience no growth after obtaining the status. However, in places where one has consciously 

utilized the opportunities, the World Heritage status has yielded results. The regions that succeed 

in using the status as a catalyst for growth are characterized by good organization, by good and 

long-term management plans (which they stick to and follow up on), and by targeted marketing. 

They also have in common that it took some time, often 10 years or more, before they started to 

see the local effects. In Aurland, the profits from the status came first when they used the Regional 

park-model.  

Promote and display your own community, your own qualities and advantages. This is obvi-

ously very relevant for developing tourism, but also local industry and business benefits from a 

distinctive local profile and good reputation. 

Finally, and to state the obvious, patience is key. There are no simple solutions, and positive 

change seldom happen overnight. On the contrary, it requires continuous and hard work over 

time. The rural municipalities we present in this report share two main and important things: 

They have experienced challenges and setbacks along the way, and it took quite some time be-

fore positive results and effects appeared in the form of more inhabitants and/or economic 

growth. 
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14. Appendix 

 

 

Figure X. Illustration of actors, systems and means supporting business development in Norway (Translation of 

Vareide et.al. 2019) 


