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Abstract

The interest in keeping rural settlements has remained constant with the Norwegian

authorities since the start of the industrialization. Despite the fact that cities have grown and
continue to grow while the rural areas are depopulated. However, some rural areas have not
experienced depopulation and blossomed instead. These notions are the background for this
thesis. The thesis aims at estaobdegtantta ng a Ac
success factor for rural areas which have enjoyed a stabile population. Moreover, the thesis

explores how the Acontinuous collective effo

The thesis uses brand and place branding theory to exp&pgoposed concept of
Acontinuous collective efforto. Having an at
success. The thesis uses a case study approach with a focus on interviews, observations and
archival records. The case studied is the igipality of Rgros that had its cornerstone factory

closed down in 1977 and several more close downs during the 1980s and 1990s.

Overall, the data from Rgros support the concept proposed as the data suggests that Rgros

works collectively towards a socialagreed brand. Further, the data suggest that the

collective effort is rooted in a shared history and identity. Furthermore, the data suggests that

the collective effort has been sustained through the collective awareness of the place brand

and the emphasion shared history and identity. The data also suggests that the municipality
authoritiesd6 recent involvement of the inhab
and strengthens their attachment to the place. The identity and history iscesirtiy

out sidersdé view of the place and internal an

forces. The study's limitations as well as future research is discussed.
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1. Introduction

Since the industrialization of Norway, keeping and developing sustainable rural areas has
been, and still is, a major topic in Norway. The discussions are centred on what is most
effective in terms of structure, responsibilities, staders, strategies and finance. While the
discussion continues, rural areas struggle due to increased competition in the world market for
investments, products, services and labour. Some areas and towns seem to flourish despite the
challenges met. Thisie¢sis aims at uncover which factors are crucial for a local community to
survive despite the clos#gown of, amongst others, the community founding company. A
collective effort from the municipal authorities, managers, business owners and local residents
seems to be important as all parties contribute towards the image a place gains. Previous
research show that companies that have a positive brand attracts more costumers and potential
employees, than companies with a poorer brand (Aaker 1991). Thuspuaghttihat a

positive place brand attracts and retains more people, businesses and investments (Anholt
2010), than those with a poorer place brand. However, places are more complex than
companies (Anholt 2010) and people locate themselves in differeesgtarca wider range

of reasos than for working in a companyhis makes places harder to manage towards a
goal.Following this, my researdnvestigatedvhat prompts the rise of a collective effort and

how is it sustained so that a positive place bramdbe achieved?

| have chosen to do an exploratory case study of Rgrohidieewas influenced by my
background in social anthropology, psychology and management. My background influences
all choices made related to methodology. The main reasons fasingdr@ros is their ability

to change from a copper mheawygo slo@d &It ycdmmuan
attracts thousands of visitors every year, and that they have won awards for their sustainable
development. Despite the clesitown ofthe mines in 1977, the town is still an industrial area
with four cornerstone factories. The inspiration to use Rgros as a case comes from several
visits and prior knowledge of the area due to its status as an UNESCO World Heritage Site.
Upon research, blund that Rgros have had a remarkable low unemployment rate, both
compared to other rural areas and to the rest of the country, before during and afterthe close
down of the mines. In addition, despite several close downs since the copper mining company
closeddown, the number of inhabitants has been, and still is, stabile. | had no personal
connections to Rgros and | see the distance to the field of study as a strength as it allows me

to have a mental distance both to the field and its informants. Howéws#e relatives who



live in a similar town and who is facing similar challenges today as Rgros have a long history

of dealing with, starting with the clogswn of the mines.

In this introductory chapter the context of the thesis is described in subchapby giving a

broad picture of the macro environment for smaller places situated in Norway. Subchapter 1.2
outlines the theoretical bagfound and framework which the dissertationgagon.

Subchapter 1.3 contains the research question amdomiaepts of the dissertation and
subchapter 1.4 gives outlines the contributionthefconducted study to the fielBubchapter

1.5 contains the limitations of the study and subchapter 1.6 outlines how this dissertation is

structured Subchaptef.7 includesclosing remarks.

1.1 Dissertationin context

The Norwegian context was the inspiration to my dissertation and it is accounted for in this

subchapter.

Around the 1800s 80% of the Norwegian population worked on a farm in rural areas while
only 4% do the same ithe 2000s (Engeseeter 2014, Store Norske Leksikon). That means that
the need for creating workplaces in rural areas, other than farming, is a vital concern if the
local rural communities are to survive. The Norwegian authorities have been interested in
keepng rural settlements around the country for a long tiNevérsete 2001 This has meant

an emphasis on delivering public services to people where they live such as hospitals, mail
and transportatioNavarsete 20111t also means that the government éasouraged

businesses and companies to locate themselves in rural areas through less taxes, support for
transport and less expenses connected to being an empayargete 201)1In addition, the
Norwegian authorities va from the 1800°s and until noeonsciously built government

owned factories and servicentredn rural regions, such as Norsk Jernverk in Mo i Rana,
Kongsberg weapon factory (today called Kongsberg Defence Systems), the factories of Hydro
at Sunndalsgra and Karmgy (Lie 2012), thellotfeces of NAV and the official auditor

general of NorwayNavarsete 2001 In recent years, there have been many debates

concerning the decline in the services offered to rural settlements and the decline is explained
with it being too expensive to keefl the local offices open. This for instance means that

local hospitals are shut down and the ones located closer to larger towns and cities have to
servealargerarea¢eg A Sykehusreformeno from 2001/ 2002)
organized in to layer districts by being reduced from 54 from 27 districts (St.mld 42
2004/2005). Sweden, which in many ways is similar to Norway, gave up on keeping rural



settlements when the industrialization came and they took the path of centralization. As a
consequere, only 10% of the population now lives north of Stockhdfaarsete 2001 As
government jobs are getting fewer, the pressure on private companies to sustain the local

communities rises.

Traditionally, the employment in rural Norway have been laboungite with mines, ship
yards and factories refining and fabricating products of wood and metals (Engesaeter 2014).
The rural areas are now facing challenges with factories closing due to profit issues, as
Norwegian labour has become expensive, or governcoempanies are sold to private
companies which in turn change production, way of working and/or dosshg zvorkforce

in order to increase the profit. New types of production, or different production, require a
skilful, and perhaps different labour foritean before and the companies in rural areas are
struggling with finding qualified personnel. Their struggles are not unique as reports from
different parts of Norwagocumenthe same struggles (Janssen 2010 Virkepllasssson
2014, Sandvik 2004 Beingsituated far from a city leaves the company at a disadvantage
when recruiting. However, if there are more employment opportunities in one place, the

likelihood for people moving away goes down (Sgrlie, Aure and Langset 2012).

Due to the globalization, ppte are actively choosing their place of residence in a higher
degree than before. People choose places where they believe they can develop their
knowledge, skills, expand their interests and be proud of themselves (Anh$)lt 20id

includes having moremployment opportunities and a wider range of activities in their spare
time (Sarlie, Aure and Langset 201t 2012, 133% of the population moved within the
Norwegian borders and this is the highest number since 1975 (SSB). The age group which
moves mosfrequently is between 20 and 29 years of age and this is explained with studies,
work and the establishment of family (SSB). Results of the NHOs sustainable municipality
report from 2011 show that there is a strong correlation between the weakest afitiegip

on the work market indicator and the number of people leaving the municipality. The trend of
centralization of people started during the early industrialization and has continued to this
day, as more and more people move from rural areas to tavges and cities (Engeseeter
2014).

For the rural areas the challenges can be summarized as follows;

1) attracting and retaining people to live and work in the region,

2) attract and build sustainable businesaes



3) attract investments to the area which cantdbute to building a positive reputation.

The consequence of not addressing these issues can be the loss of the local community, as

seen already in some places.

1.2 Literature review

In many ways a community has the same challenges as a companyoiatiesct and retain

a work force, investors and shareholders. At the same time they have to comply with rules and
regulationswith regards to health, safety and environment, though different terms might be
used. As highlighted above, they are both incim@petitive marketplace for the world's
commercial, political, social and cultural transactions (Anholt 2010

The marketplace is defined by the interaction between strangers (Polanyi 1968). The
interaction is characterized by little trust and the assiompat the other person is only

thinking of him/herself and wants to maximibés/herown profits (Polanyi 1968,

Malinowski 1922). The uncertainty and ambiguity in the market place causes anxiety and
stress and people seek to reduce the uncertaintoggy(&hd Vaughan 2005). To reduce the
uncertainties people engage in trusting reciprocating relationships (Mauss 1995) Trust is a
primary driver in relationships both personal (Hogg and Vaughan 2005, Passer and Smith
2003) and between long term business$n@as (Morgan and Hu 1994, Mysen and Hagvold
2010. Thus, the primary aim for the offering side has to be increasing the trust the demanding
part feels towards the party offering.

The only thing people cannot handle is chaos and we seek to categeiid@timation

received (Douglas 1966). In a world with an overwhelming amount of messages cues function
asshorthandor decisions (Braun 2004, Tversky and Kahneman 1974, Hoyer and Mclnnes
2010). The cues represent underlying ideas (Bastos and Levy 2@il@)eapower of these

ideas is culturally defined (Douglas 1966). Because of the insecurities in the marketplace,
people seek out exchange partners whom they believe they can trust (Malinowski 1922) and
try to include them in a relationship based on rexipy (Mauss 1995, Malinowski 1922).

Cues related to trustworthiness become essential (Tversky and Kahneman 1974, Hoyer and
Mclnnes 2010) and people seek out information about possible partners from whom they
already trust; friends and family (Granovett®85, Brown and Reingen 1987).

As people seek out information which makes partners trustworthy the literature on marketing
has become vast (Kotler 2011, Fennis and Str
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explain the superiority in performance and gyalver competitors (Fennis and Strobe 2010).
The literature festo define the most successful strategies to market, conduct market analysis
and positioning products, services and destinatisoi€r 2011 Percy and Rosenbauiiliot

2012). Upon marketig and using cues, expectations rise in the potential customers (Shiv et
al.2005). However, the reputation held is defined by the customers and potential customers
experience with the place (Kotler and Gertnet@0The reputation arises from media

coverae or norcoverage, family and friends experiences or impressions which might or
might not be representational for the place as a whole (Anholb28b@ler and Gertner

2010). Within that line of thoughts, the marketer is not solely in charge of theateput

gained, though by marketing more than can be delivered impacts the reputation held
negatively as the promised value to the costumer is not delivered upon (Bjerke and Ind 2007,
Kotler and Gertner 2004).

The ability to deliver on the promised valuaikey point for obtaining trust (Bjerke and Ind
2007). The most valuable companies today are the ones are that are living up to the promise
they deliver (Ind 2007). This ability to deliver is not a part of marketing theory as it deals with
spreading of kawledge in a monologue fashion. That is why the branding theory arose
(Bastos and levy 2012); it incorporates the reputational literature since it put the reputation as
is cocreated idea between two parties, which is a dialogue (de Chernatony and Bigy 19

Within brand theory it is the perceived effort of a group is the reputation they have and the

more trust the potential customers have towa
influence the brand gains (Aaker 1991, Braun 2004, Kotler and &2Qb@. Brand differs

products in that AA product is something tha
bought, by a costumer. A product can be copi

King in Ind 2007, 20)

The term brand has be@sed in many different ways and in many disciplines (Bastos and
Levy 2012). A key difference between a corporate brand and a product brand is that a
corporate brand tries to project a certain idea of way of working and values which are
important to the pople inside the company on to the other parties, or stakeholders as they are
often referred to (de Chernatony and Riley 1998). The corporate brand is an overarching line
of thought, like Patagoinas environmentalism (Ind 2007). Anholt (2010) identifieg a k
difference between the product and the corporate brand, in that a can of beans will never talk
back to the producers about all the labels they put on the can of beans. So in essences the

producers can say whatever they want about the can of beansaVbiigpany is filled with

11



employees people who will resist, love or talk back if they feel the labels are wrong and

they can ruin what the leaders want to project through marketing (Anholt 2010).

The latest addition in the brand family is places. Howgplaces have always had images

attached to them and it has and still in affecting their prosperity and development, according

to Anholt (2010) and Kotler and Gertner (2002). However, place brands are different from

both corporate angle pcouwdntcrti &g aandd diibteicasy ar e
5). Additionally, they already have a brand unlike companies which can use marketing

techniques to build the brand image they want and their products deserve (Anholt 2010,

Kotler and Gertner 2004). Nerthe less people are people and leaders in of nations, cities and

companies have the same challenges:

aligning and motivating people in the ongoing quest for higher performance; dealing with fierce rivals;
balky allies and partners; year after year aistant conflict; shrinking of distances through new modes

of transportation; breakdown of traditional social patterns and norms amid major commercial and trade
revolutions; massive demographic changes; fundamental challenges to traditional forms df/authori

hanging conceptions of the individual's place in the universe (Manville and Ober 2003).

Furthermore, Flagestad (2001) argues that a destination and a firm are similar, though the
strategic management and goals may differ, and that strategic managegesrdral can be
applicable to destinations as business unites. While destinations might have difficulties

defining their borders, the unit of analysis in thesis is a municipality, which has clearly

defined borders, and as such it incorporates Foss (i99d@gestad 2001) who emphases that

a destination has issues of boundaries, while a municipality, which is the case here, have
clearly defined borders. A place differs from a destination in that destinations are embedded

in places (Campeloetal 2014).Heé i nat i ons ar e experienced by
placeo is the | ocals understanding of their
place though bears similarities to both destinations and companies. As a result the literature

on corporge branding and management has been adopted and adapted to places (Dinnie

2004). Even though scholars recognized that the people are an important resource to tap in to
(Campelo et al.2014) and that that a place brand comes from inside the place or company
(Anholt 2010,Morgan Pritchard and Pride 201 is little written about how and why people

join in and puts in effort over time so that an endurable place brand prevails; attracting people,
businesses and investments, or factors that makes a comathieitp handle community

threats.

12



1.3 Research question

How to create a collective effort towards a shared endpoint and ensure a cohesive message
from a community seems to be key questions when wanting to create a good reputation,
which in turn will make cusmers willing to buy an offeBjerke and Ind 2007 or in this

case attract people to live and work in rural areas. Hence, the strategic success of a regional
area is a function of a continuous collective effort to build an attractive place brand which

attracts people and businesses, and it can be expressed like this:
Strategic sustainable successf (continuous collective effort)

From this my research question becomes:
What prompts the rise of and sustains the collective effort?

1.4 Contribution

The studyaimsto establish a concept and understanding of what a collective effort entails.
Furthermore, based on propositions, which are theoretically anchored, the study aims at
understanding what prompted such collective effort and sustains it over time. Byirexpl

the propositions the study uses time as a dimension and by doingsthgiconcept of

collective effort a time dimension. Overall, the study expands existing theory and knowledge

within the field of place brand.

The results can be used by othexgals as a reference when working on their place brand. The
methods used can be applied to other places and this case study can be used for comparison.
The criteria set for strategic sustainable success and a continuous collective effort can be used

as a bachmark.

The study is of interest for local government officials, local companies, entregandur
inhabitants who wish to enhance their place brand to attract people, investments and
companies. Additionally the study is interesting for companies whk asconsultants in the

area.

Even though thstudy is conducted iNorway, it canbeused other places as well.

Centralization is not only a Norwegian challenge as the centralization of people is happening

all over the world. However, the interest in kiegpthe rural settlements varies from country

to country. Norway and Sweden are in these terms the opposite of each other. However, if a
countryodés politicians are not interested in

13



between places for peoplaeyestments and businesses becomes even fiercer and the

relevance of this study is enhanced.

1.5 Limitations

This study explores a community which handles the challenges well. In doing a case study of
such a place, the limitations of the study are like the oh@ case study and qualitative

research in general. A case study can yield a large amount of information of a few or single

units and provide a thick description of a phenomena (Askheim and Grenness 2008).

However, the direct application to other placas be limited as they provide little basis for

scientific generalization (Askheim and Grenness 2008, Yin 26@2pgnizing that this is

current and unexplored isso&kest is appropriate to look at a place which is successful, in

terms of keepingthe n e mpl oyment rate | ow and number of
close downs of several companies happenedit may inspie others. Overall, the intention

is not to create a general framework but to describe what has been working in Rgros. As Yin
(2009) points out NAé case studies, |ike exper

propositions and not to populations or unive

The research design in itself gives some limitations to the study as | did not do a fulltime field
studyover a prolonged period of time. | came and left the field several times and while in

depth interviews do have advantages, | did not observe the people I interviewed in action. The
background for my choice has been to complete my dissertation withimisfeaine given

and other obligations which have existed simultaneously with the writing of this dissertation.
Despite these challenges, as many of the informants gave the same examples, pointed to each
ot herds actions and t alguestlditisasbggasted tiatithe s ame t h

conclusions made here asdevant
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Chapter 1
Reasons for and purpose of the thesis

Chapter 2
Outlining of concepts

Chapter 3
Theoretical framework

Chapter 6
Data analysis

Chapter 7
Discussion of main findings

Chapter 8
Future research and conclusions

Figure 1 Structure of the thesis

1.6 The road ahead

The dissertation is structured in the following way. Chapter 2 elaborates on the main concepts
in the thesis, Wich were presented in the introduction. Chapter 3 elaborates on previous
research on the use of the term brand and in particular place branding. The propositions which
will be explored in order to answer the overall research question will also be pudsethie

chapter. In chapter 4, the research design chosen is presented. In chapter 5, the context of the
case is presented. Chaptezdhtains thenalyse®f the data collected according to the

concept of continuous collective effort and the propositimade in chapter 2. Chapter 7
discusses the key findings from the study against the theoretical backdrop. Chapter 8 present
areas which need further investigation and the conclusions drawn in this thesis. Figure 1
illustrates the flow of the thesis. Thast chapter is followed by end notes related to chapter 6,
anda complete overview of literature and attachments. Attachments are structured by
numbers and by appearance in the dissertation.

15



1.7 Closing remarks

This chapteexplainedthe foundation researcly llemonstrating the relevance of the topic
and the logic behind the research question. The next chapter outlines the main concepts of this

thesis.
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2. Main concepts

As this dissertation can be expressed as a function, it is useful to look what each of the
concepts in that function entails separately. Each concept will be presented after a
clarification of the term Asense of placeo
feelings around their place. Brand terminology is used for a recipient ofmafion, such as a
potential visitor or costumer of a company in the place.

2.1 A sense of place as the base for place brand

A sense of place underpins a brand concept as brand is the experiences of the uniqueness of
the place. A sense of place creates theuarigss of the place (Campelo et al 2014). Campelo

et al (2014) outline the concept like this

From strategic perspective, sense of place provides the basis of how places are defined and how
destination brand are articulated. Beyond merely representingntbshere of a place, sense of place
deals with the local habitudes and communal practices that colour the tourism experience (Campelo et
al 2014, 155).

A place is a space with boundaries (Tuan 1975). Boundaries thatishat#nto create order

and preditability in relationships between people and in the establishment of social identities
(Tuan1975). Place is a combination of social construction interacting with the physical
settings (Campelo et al. 2014).The way houses and spaces are used anddhejrdbyii
influence the visual statement the place makes (Tuan 1975) and is an expression of cultural
values and history, which is closely linked to the inhabitants sense of identity (Campelo et al.
2014). The boundaries set related to visual expressamalso function as a conservational
factor in the society as it limits the expressions allowed creating a clear visual statement to

outsiders and dictating the how history and time should be interpreted.

Campelo et al. (2014) identifies four buildingpbks in the sense of plack Time, 2.

Ancestry 3.Landscapand 4.Community

These constructs represent knowledge of weather, location and landscape, family history and
sense of community influence the way people behave and connect to one anothéesq@amp

al. 2014). Sense of place is a permanent state-ofeadion through social construction and

social reproduction of life in a physical setting (Campelo et al. 2014). The sense of place is
peculiar and unique in each place and it is this that efterarketed (Campelo et al.2014) as

the identity rises from these constructs. The competitive identity to Anholt (2010) rests upon
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this uniqueness. Campelo et al. (2014) also concludes that it is from these constructs a brand
should be built.

All sets ofvisual signs should to convey a story and the more unison they are to the story told,
the louder the message gets. Control over the visual statement can therefore contribute to a
sense of place, as well as what people eat, wear and do in their spanadtinosveand where

they work. Al parts of the society contribu

2.2 Strategic sustainable success

In order to arrive at a plausible definition of strategic sustainable success, the concept is

divided into three separate padfategy, sustainability and success.

Strategy
There does not exist consensus on a definition of strategy (Mintzberg 2009, Lewendabhl,

Fjeldstad and Wenstgp 2011). However, Mintzberg (2009) review of ten different schools of
strategy, shows that strategae thought of as pattern and plans, position, perspective and a

ploy.

Lewendahl, Fjeldstad and Wenstgp (2009) suggest that one can at least agree that strategies

are:

1) Decisions and actions which have an overall meaning for the organization

2) Decisions andctions which have a lortgrm effect

3) Decisions and actions which carries a high degree of risk for the organization

4) Decisions and actions which is not only important to one department, but also across
departments in the organization.

5) Decisions and actiawhich ties up scarce resources over time

6) Decisions and actions which creates precedence

On that note, strategy in this thesis is understood as decisions and actions to achieve the
mission or goals set by the organization both stewrh and longerm, anl the concrete

approach and view of strategy can be different during an organizations life (Mintzberg 2009).

Sustainability
The concept of sustainability have been written about and debated under many different

concepts since the 1950s (Wells 2013);elw@mple corporate philanthropy; corporate social
responsibility; business ethics and stakeholder theory (Wells 2013), when Howard R. Bowen

published his book fASoci al Responsibilities
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Abusi nessmen nhawe exltvealy s obeaect according to ¢
Morality is one of the foundations of econonm
have a commonality in analyzing the wider responsibilities of the firm (Carrol 2008, Lee

2008). After gveral decades of debates and research, the United Nations formulated a well
known and accepted definition in the report
has since then had an affected on the field of research (Wells 2013). The definition was

broadened in 1999 and reconfirmed in the Rio 20+ deliberations. As such the UN definition
forms the base of how sustainability is unde
seeks to meet the needs and aspirations of the present without compydinasability to

meet those of the futureo (WCED 1987 in Well

Later concepts and strands of theory include these considerations a company must take;
stakeholders (shareholders, employees, clients, pressure groups, communities, future
stakeholders{Dyllick and Hockerts 2002, Putham 2001), natural resources and ecosystem
services (Heal 2005) and national legislation (Dalsrud 2008). As such, sustainability has a
multi-stakeholder approach, which focuses on not depleting individual and organizational
health or weHbeing or natural resources for this generation or the ones to come. Practically
that means that short and letegm goals should be compatible and profit is not the only

objective.

Success
Success is Athe achi ewemendt oof ags a mentphied® g

dictionary). In this context it is understood as having an attractive place brand, which attracts

and retain people, businesses and investments because they want to associate themselves with
the history, geography, architeaur and t he peopl e of the pl ace.
all of these el ements. The success is theref
sense of placed. Measuring aosense of placeo
idertity and culture. These things often need to be explored qualitatively, as for inhabitants

this is deeply ingrained with who they are. Equally difficult is it for outsiders to break down

their feelings about a place into the separate elements. Peoplg assgthilate information

into one category (Passer and Smith 2003) which makes up the general feeling about the

place. As a result, brand management of places is equally difficult, or more, than companies.

The fact that one is not in control over all #lements makes the task of managing the brand
ambiguous (Bastos and Levy 2012).
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However, there are some things which can be measured quantitatively and seen as indicators

that a place has a Asense of placeodo, or posi

1) an increase in amount of people, who stay in their hometown and migration,

2) number of companies in the area, both founded in the area and located there by
externals,

3) Number of businesses started or attracted which gives employment.

4) In addition, a low unmployment rate in the area is considered a success.

5) Number of visitors

To sum it up, strategic sustainable success is understood as paths taken in order to achieve a
positive place brand, a fAsense of pelaced. Th
companies and investments without depleting the human or natural resources for this

generation or for those who will come. The overall goals to achieve are a net increase of

people to the municipality, a rising number of sustainable companies atiwadtechded,

having a low unemployment rate and a high number of visitors.

2.3 Continuous collective effort

A multitude of people need to contribute to the goals outlined abexekers, business

leaders, owners, founders, local authorities, schools and #dl timese people are the core
contributors in creating a Asense of placeo
up the whole place, even though one person can have a tremendous impact (Hakala and
Ozturk 2012). Leaders need followers and togetiey form a group. Through teamwork

they work towards the goal of having a positive brajérke and Ind 2007 The foundation

for positive place brand then is the internal ability to cooperate and cohesiveness of the image
they project. The amount andtert of this ability determine the collective efforts. Inside a
company each departs contributes to the overall brand building ability (Bjerke and Ind 2007).
The same line of thought is transferred to a place; each unit in the local society contributes to
the overall brand. Therefore, the collective efforts in this dissertation will be tied to the

following indicators:

- Freed labour is absorbed in to other businesses
- Local businesses work together in order to grow
- Local people are investing in current busises

- Local forces invest and support new businesses
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- Local history, traditions and resources are given importance

- Local authorities work on the infrastructure to support their businesses

- Local authorities invest in projects which aim at creating a meanisigéwe time and
good life, such as schools, cultural events, sports arenas, historical preservation,

daycare, hospital and retirement home, to attract and retain people.

These indicators imply that people are buying services from each other, collabdrate a

willing to put in an extra effort, meaning working without pay or with personal risk, to
achieve both for themselves and the society.
positive place brand implies an alignment between personal goals aety seads. The

pl ace brand can therefore be compared to the
t housands of people working together to crea
(Manville and Ober 2003, 5).

The teamwork forms the collectivf@ts and the time indicates if it is continuous or a-one

time effort. A specific image has to be managed and maintained (Leonard and Small 2003), if
not the image will fatique and decayl¢rgan Pritchard and Pride 201&o in order to have
success, theollective effort has to work continuously on maintaining and renew itself to

sustain the value the place offers to its customers and inhabitants.

Arguments supporting the concept are pointed out throughout chapter, chapter 3: Theoretical

Framework.
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3. Theoretical framework

In this chapter, the theoretical framewaslpresented. As place branding is a subfield within

the larger branding literature, the term brand and brand equity are reviewed in subchapter 3.1.
In subchapter 3.2, the concept of place bramdlthe contemporary discussion related to if it
exists is presented. The topic of how to work with a place brand is handled in subchapter 3.3.
The propositions, which are explored in this study, derive from the theoretical framework and
are presented irubchapter 3.4. Summary and final remarks can be found in subchapter 3.5

and closing remarks in subchapter 3.6.

3.1 Brand and brand equity

The term brand is suggested by Stern (2006 in Bastos and Levy 2012) to have entered the
marketing literature in 1922. Adt a slow start, the concept of brand gained the interest

among researchers in the second half of tffec2@tury (de Chernatony and Riley 1998) and

has intertwined with several disciplines, including marketing management (Kotler et al 1996,
Balmer 1995)strategy (Hamel and Prahalad 1994) and consumer behaviour (Assael 1995).

Aaker (1991) keenly observed the growing number of conferences, articles and press attention

on branding, while Bastos and Levy (2012) note that the 1990s witnessed the birth of the

brand managers in many companies and schools which started to teach brand management
strategies (Bastos and Levy 2012). Today, B a
arena, brands are now attached t o éclonmamoddi t i e
spheres such as the military, schools, museu
Levy 2012, 358). According to Aaker (1991, 2012) the interest in the brand lies in the

relevance of brands and this relevance prevails in

1) Aa[ €] f i rowsavillingness te pay substantial premiums for brand names
because the alternative development of new brand names either is not feasible or is too
costlyo (Aaker 1991, x).

2) Marketing professionals now beliewv® A[ é]
brand building activities, to develop poi
the fact that such efforts will not be visible in the short run and short run performance
has so far been the preferable.

3) Managers want to maximize the performaand exploit the brand name.

Bastos and Levy (2012) support Aakers (1991) claim that there is a rising interest in the topic

of brand and branding, as brand entails more than mere marketing and not all of it is under the
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control of the brand manager.deecChnat ony and Ril eyds review of
1998 supports Aaker (1991) claims that brands add values beyond the functional need. The
reason being that the customers add finew | ay
attri but es gand Riley 1998)ewhichayives the company a competitive edge, and
therefore it can demand a higher price. These added values are bundled together in the

concept of brand equity.

The term brand has been used loosely and definitions have appeared in eduvéathe

years (de Chernatony and Riley 1998). It therefore makes sense to go back to its original roots
and explore the conceptd1l.1. The concept of brand equity is handled in subch8itet.

Upon clarification of these concepts, it is appropriatlook at where the brand comes from

and how it is worked upon. This is done in subch&apeB.

3.1.1 Defining brand

According to Bastos and Levy (2012) the word brand is closely associated with fire and
burning, which carri estoasn aind tleenwsy t2y0 10X, nmBehaan
strong roots in human motives for power, conquest, and domination as well as many other

formsofsefe x pr essi ono (Bastos and Levy 2012, 350)
Historically brand,

[ € $tarts as a sign, a way of denoting that anabligewhat it is and then becomes a form of
naming something (e.g a steer, a slave, a prisoner, a detergent). But immediately, denotation is
not enough and connotations arise. Being named an animal, a slave, a prisoner, or a product
are not merely denotai terms; they also imply other ideas. The brand on animal or a person

promptly becomes a symbol of ownership and reputation (Bastos and Levy 2012, 349).
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A brand is usually a mark directly
or indirectly on the object, person
or ani mal and é
amounces identity and has the
potential for beauty, devotion, and
distinction, it draws conformity or

arouses criticism and resistance

against its domi
Levy 2013, 352). It is the ideas ang
connotations attached to the sign gure2 Greek ArchitectureParthenon at DuskPhoto Credit: Steve

which makes ipositive or negative HlenfBrangAIcombs

as they incite beliefs, evoke emotions and prompts behaviours (Kotl&eatrer 2010).

Signs are therefore only the tangible on which the brand, the intangible, rests upon (Bastos

and Levy 2012, Br aun 2 (BPdéscriptiomdd thevPiarthénen cann d Ob e
serve as an example. For Manville and Ober (2003), the Partheroguia2, functions as a

physical sign of ancient Greeks power, organizational speed and strength whitipasso

ideas leadership, democracy, organization and people.

de Chernatony and Riley (1998) note that there seems to be an evolution in the use of the term
brand in the company management literatdrem an actual mark, like trade or propriety

name, to band as values or way of working. In an attempt to unite the vast brand literature de
Chernatony and Riley (1998) proposed a common understanding of the concept:

[ €] the Abrandod is a multidi mensional constr.
serviceswith values and this facilitates the process by which consumers confidently recognize

and appreciate these values. The likelihood of repeated use is enhanced when consumers’
feedback is monitored and used to better tune the value constellations to censiemds (de

Chernatony and Riley 1998, 427).

de Charnatony and Rileyds (1998) review supp
refines it by identifying the key stakeholders in brand building; the staff of the company and

the consumers (de Cheraay and Riley 1998). All of the 12 themes found in the brand

literature by de Chernatony and Riley (1998) recognize one or both of these (de Chernatony

and Riley 1998). The actual brand, or ideas implied, rests between what the company signals

itdoesand he costumer 6 s per c e pitmeaningthe eExpendneetor t hey |

knowledge with the company (de Chernatony and Riley 1998). The mdeiguia3 shows
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how de Chernatony and Riley (1998) conceptualize how brand ma&iasing to both

consumers and staff.

Brand

N

Firm input Consumers perception

Figure3 lllustration from de Charnatony and Riley (1998).

Thus, meaning is constructed in the intersections between companies and customers and
customers should therefore not be treatedaasipe recipients (Ind and Dokk Holm 2012,

Bjerke and Ind 2007). Goffman (1992) also lends support to this as he draws a distinction
between what a people, or in this case a company, expresses and the impression the other

party gets. When taking such arpegach to brands, they are-created with other parties and

can be understood differently by different groups. However, meaning is constructed in the
interaction between these groups (Goffman 1992), making themdimaknsional (de
ChernatonyandRileya19 8) . Thi s di ssertation recogni zes

and even though it is not the focus for this dissertation, it will be touched upon.

Following this, a brand is created mudimensional by at least two parties; where one party
tries b express what they stand for and the other party interprets their actions. The goal for
the first party is to create a consistent and coherent message which creates a positive
impression, or reputation, on others. Thereby, the brand perception is logtsie the
company, though it rests upon the perception of what goes on inside the company. It is the
processes, policies, the handling of the people internally and the ability to live up to the
reputation the company as a whole wants to have and pnageet]y by marketing (de
Chernatony and Riley 1988, AnholtZmy Ind 2007Bjerke and Ind 20Q7Kotler and Gertner
2010, Zakarevicius and Lionikaite 2013). Therefore, the brand is deeply ingrained with the
people behind the company name (Ind 2007).

3.1.2 Brand equity
Aaker (1991) defines brand equity to be

[ ] a set of brand assets and Iliabilities |linked
from the value provided by a product or sservice t

name or symbol should change, some or all of the assets or liabilities could be affected and even lost,
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although some might be shifted to a new name and symbol. The assets and liabilities on which the brand

equity is based differ from context to contékaker 1991, 5).

Brand equity is the power and strength of the associations which are made when the signs are
present, as Bastos and Levy (2012) presented above. Aaker (1991) categorizes the assets and

liabilities into the five groups;

1) Brand loyalty.

2) Nameawareness.

3) Perceived quality.

4) Brand associations in addition to perceived quality.

5) Other proprietary brand assétpatents, trademarks, channel relationships, etc.

These groups can A[ é] add or subtract wvalue
inter pret a process and store huge amount of ql
Brands can also increase the confidence in t
customers satisfaction with the use experie
values mean that their campaigns can be more effective as less people are sceptical and less
money can be used for promotions. Brands give a reason to buy and therefore enhance brand
loyalty, the company can charge premium prices, extensions of theedmeapossible, and

brands can be used as leverage in the distribution channel and present a competitive

advantage against competitors (Aaker 1991).

In other words, brands are valuable assets and essentially they are comprised of what the
company is know fori the experiences of others, as discussed above with Goffman (1992).

In a marketplace, which is characterized by strangers interacting (Polanyi 1968), a brand
functions as a bridge, as noted by Aaker (1991). Essentially it is a way to build trustibe
stranger$ trust which is part of the gift relations which stipulate rules of conduct and the
mutuality of the partners in the relationship (Mauss (1995). Customers trust that the brand
delivers on perceived quality and the values that the comggmypduct promotes, regardless

of what the company actually can deliver (Bjerke and Ind 2007). If the company is not able to
deliver, the brand equity will suffer (Bjerke and Ind 2007, Kotler and Gertner 2010). As such
the brand equity isreliantontbteo mpany 6és brand buil ding abilit
(Bjerke and Ind 2007, Kotler and Gertner 2010)
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3.1.3 Working with a brand

According to Bastos and Levy (2012), there is a differentiation between a brand and the active
term branding. The act of branding ams literally the act preformed in order to place the sign

and instilling of ideas (Bastos and Levy 2012). The act can be naming, creating visual signs,
like crests, slogans and logos, which are part of the marketing mix. However, the branding
implies tha these signs are merely a signal of what goes on underneath (Bastos and Levy
2012). It can be changes in policies, organizational structure, way of doing business, etc.
which is more than mere marketing. It has to do with the organization as a wholg. Pure
changing the visual signs does not change what people think about a company or a place if the
change is not accompanied by deeper changes (Hatch and Schultz 2008). However, changing
the visual dress without any deeper connections may damage the ogpasatiere may be a

mismatch between the marketed experience and the real experience (Bjerke and Ind 2007).

Hatch and Schultz (2008) give an example with British Airlines which tried to appeal more to

the international market by embracing diversity aadl@way the ultr8ritish. Amongst

others, BA replaced the Union Jack with ribbons, still though with the British flags colours,

and decorated their tail fins with fApatterns
commissioned from artists aroundé¢ wor | do ( Hatch and Schultz 2
the new visual dress was that the signs were not signs signalling change in deep rooted
organi zational ideas (Hatch and Schultz 2008
manner as they hadinaays dond in a very British mannér and they resisted the change as

people were laid off at the same time as the company was spending millions on the new visual
dress (Hatch and Schultz 2008). After all, the airline staff was delivering the expa&ience

BA to its travellers and they were not onboard or committed to the new vision (Hatch and

Schultz 2008). In essence, BA failed to rebrand as the change was not rooted inside the
organization, which made the promise they were making not the same apdhieree

people were having with the airline (Hatch and Schultz 2008). Hatch and Schultz (2008)
conclude that the A[é] missteps |l ed to a fai
to fully recover its | ost ingangeroverdwattheybaduse ol
tried to become and new costumers experienced discrepancies between marketing and
experience (Hatch and Schultz 2008, 10). Branding is a much broader term than marketing as

it requires an alignment between culture, vision aratesgies (Hatch and Schultz 2008, 10).

It also requires time as it deals with people who are to deliver what is marketed.
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All'in all, images of companies and organizations are powerful as they are deeply ingrained
with ones identity, as seen above. Chagdgire dress does not change the human being
essentially, nor does it change organizations (Hatch and Schutz 2008). However, the
discrepancies between the image one expresses and the overall impressions employees and
customers have of the company can resudt substantial loss of income for the company as
image and experience are not the same (Hatch and Shultz 2008, Bjerke and Ind 2007). It
comes back to who the organization is, what they want to do, what they in reality do and how
customers perceive theictions, like Goffman (1992) divides between expression and

i mpression. The visual dress is only one par
experiences with the whole organization make up the brand, which makes the job of the brand
managers broad dress clear cut (Bastos and Levy 2012). In so, the culture and people inside
the organization becomes important. While this might be true to organizations, how does it

apply to places?

3.2 Place brand

At the same time as corporate branding became more neaimsin the 90s, the thought of

place branding emerged (Papadopoulos and Heslop 2002, Morgan, Pritchard and Pride 2010,
Anholt 1998. Since then the academic literature on place brand and place branding has grown
considerably (Papadopolous 2004, Dinnie 209zholt 1998 an@004). Anholt 2010 - who

is by many considered the founder of place brand themyards place branding as all the
strategies used to create a coherent positive image about the place in potential customers
mind. In this understandinglies that a brand is not under the total control of the company or
place, which is consistent with de Chernatony and Rileys (1998) proposed common
understanding of the term brand. However, there is no consensus with regard to what the term
place brandmtails and what places can do to increase their place brand (Hanna and Rowley
2012). As a result, the term place brand, their equity and how they can be worked upon are
handled separately in the next subchapters as was done for the overall term brdnd, bran
equity and working with brands above. Subchapt2rl looks at places as brands as defined

by Bastos and Levy (2012) and de Chernatony and Riley (1998) and then place brand equity.
SubchapteB.2.2 looks at the challenges places have in managing, clggaugd/or refining

the brand they have, which are different than company bréist researchers believe are

key to developing a place braisdhandled in subchapter 3Bropositions are handled in
subchapter 3.4, summary in subchapter 3.5 and finalrksnage in subchapter 3.6.

Arguments in subchapt8&2.3 are used to back the proposed concept of a continuous
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collective effort. At the same time some remarks are transformed into propositions about the

rise of the collective effort and what sustains it.

3.2.1 Places as brands and equity

Places have reputations as many settlements, towns and cities have been around for years. It
has been shaped by wars, religion, sporting triumphs, diplomacy, famous and infamous sons
and daughters (Morgan, Pritchard and Prid&®, export products if place is mentioned in
advertisements (Anholt 2010 | Morgan 2010) and art and music (Kotler and Gertner | Morgan
2010). The visual signs, such as slogans, names and architecture are a distillation of an
abundance of meaning and treg signals of ideas about ownership, hierarchy, its people

and what they can do (Anholt 2005, Anholtl2f) Hence, according to Bastos and Levys

(2012) definition places are brands. All of the aforementioned pieces make up the puzzle that
createse af iplkeaseo.

Other authors have questioned whether places are brands in the traditional sense (Morgan,
Pritchard and Pride 2010, Anholt 2010b). Buhalis (2000) and Anholt (2010b) reject the idea
of treating places as products and their advertisementstasaces are not for sale in the
traditional sense that the customer can take the product home (Anholt 2005). The sale is about
an experience (Anholt 2005) which promise value to the customer, in the same manner a
company brand does. The value is reflddtea places’ reputation and this makes some
authors argue that places are not brands, but they need to do reputation management as a
positive reputation is valuable for the place (Morgan, Pritchard and Pride 2010). However,
before the term brand becamainstream, reputation was widely thought of as important in
the marketing literature and later this thought has been incorporated in to the brand (Bastos
and Levy 2012). This makes the differentiation between reputation and brand none existing.
The manageent of a reputation deals with the same foundation of one expresser and one

interpreter.

3.2.2 Place brand equity

Kotler and Gertner (2010) propose to view the place reputation as an overarching structure for
companies and its peoqldike a corporate brand (Amolt 1998)i as the reputation influences

the competition amongst places for people, investments and work. As argued above, places
have images attached to them (Anholt 2010, Papadopolous and He2par2dthe place

images effect the products coming frémese places (Papadopoulos and Heslop 1993). The

origin-effect lends support to this thought as places reputation seems to affect the how
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products from the places are perceived (Anholt 2010, Oli)2Broducts and services from

places with a powerfulgsitive image seem to have a head start on any competitors due to the
powerful connotations and attributes attached to place (Anholt 20ib@, 2002 Morgan,

Pritchard and Pride 2010). The origgffect suggest that people are more willing to buy

productsfrom a place with positive connotatior@lins 2002 Wang and Lamb 1983) and

they are willing to pay more for them (Kotler and Gertner 2010). The knowledge of the
origin-effect has led companies to use the symbolism of certain places on their prodrcts, ev
though their products have nothing to do with it (e.g. Napapirji and the Norwegian flag). It

can be the name itself which sounds foreign and that interests people as a name says

something about place and origin (Anholt 2010). Companies can also dowhlaygin if

they know the origireffect can subtract value from the prodliis 2003 . As a resul t
sense of placed is a part of the products or
hard equity (Anholt 2010) as it add or subtract vdile,a company brand (Kotler and

Gertner 2010). As such the place equity functions as Aaker (1991) argue that brand equity

functions for a company.

Unlike companies, places do not need to build their brand from scratch as it already exists in

the consumermind, and has a definite shape and form (Anholt | Morgan 2010: 38) which
according to Anholt reduces places to A [ é]

[ €] 0 (Anholt 2010b, 3) as people s peisceptio
surprisingly resistant as people resisev@luating their opinions because it is exhausting to
re-evaluate their opinion often (Anholt 2010b) and most people are only really engaged in

their lives, neighbours and friends, and not in what every@eedeles across the globe in

every place (Anholt 2012). I n todaybés busy m
becomes a critical factéra A [ €] necessary short cut to an
(Anholt 2010b, 4). This means that:

places must enge with the outside world in a clear, coordinated and communicative way if they are to
influence the public opinion. A robust and productive coalition between government, business and civil
society, as well as the creation of new institutions and strigctargchieve and maintain this behaviour,

is necessary for achieving this harmonization and goals, communications and behaviours in the long
term (Anholt 2010d)

In that spirit, Anholt (2010b) recognizes that places need to find an edge which builds on what
is inherently true and advertise it; a competitive identity. In general, a brand promises value to

the customer (Kotler and Gertner 2010). That means taking a step back and take an objective
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look at what it offers to potential customers, if this abiliyacking it can be fatal (Anholt |

Morgan 2010) . Furthermore: AFew people wild.l
conversation with a long list of his natural advantages, impressive family tree and key

hi storical achi ev e 20&0n36ks Rlacgs &refaronbre likalyho adhiewe g a n
success iIif they build a Aplace brand strateg
popul ation [é] than something cooked up by a
meet i ng r atoNMosgan 2Q18, 87/). The old, quirky and local needs to be fostered

and own arts and cultural scene encouraged (Gilmore in Morgan 2010). In doing so, they are
creating something unique for the customer which is inherently true. The arguments in this

sulc hapter underpin the definition of the conc
point on fiLocal history, traditions and reso

municipalityés investments in creating a mea

3.2.3 Challenges for place brands

The reason for the proposed strategy by Anholt (I Morgan 2010) is that the ability to live up

to the promise advertised determines the image Bgdakie and Ind 2007 To gain a specific

brand image requires commitment, planning, time, consiptesitioning and marketiniga

long-term plan and follow throughiMorgan Pritchard and Pride 2Q18nholt 20100lins

2002. A plan where all the contributors are onboard and forms a cohesive brand outwards

(Anholt | Morgan 2010). In general this is thelipy makers, tourist board, transport

companies, major food producers, restaurants etc. (Anholt 2010). That makes place branding

Al €] extremely compl ex aModgan Pat¢hardhandyRride2Ql® ol i t i
xxxv), and is what makes it diffent from companies, as there is a wealth of internal

stakeholders present, all whom individually have little control over the final product and there

has been challenges in getting everyone to agree on a common path to@diihe2002

Anholt 2010bMorgan Pritchard and Pride 2010 Hor | i ngs 2012) . Even ft
infinitely more complex, more diverse and less unified than a large corporation, because of

the different reasons why peopl e ar ehipp her eo
body, thought of as the government in this case, does not necessary own all of the land or
resources needed in order to build, which again is dependentapecation from th

individuals who owns them (Horlings 2012 hese notions are considered witenstructing

the concept of a Acontinuous collective effo
authorities who are central for the development. All of the points, presergadddhapte8.2
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reflect the collectiveness. Additionally, the argutseare used in the construction of all of

the propositions presentedsubchapteB.4.

3.3 What has been suggestethat places can do?

Country rulers have for centuries rebranded their country according to their taste by

techniques such as; myths, languagejrenments that reinforce loyalties, visual signs,

policies, alliances and created villains and her@ing 2002. These are the same techniques

used by companies, as nations and companies
are people whetr they work in a company or live in a nation and that means that they can be
motivated and inspired and mani pul a®liasd i n t h
2002 24). Anholt (2010) oppose the use of such techniques as a simple quick fixsroferm

marketing campaigns, though not when the techniques are used inwards.

A Al é] better place brand has to be earned;
2010d, 11). Borrowing from the corporate world, Bjerke and Ind{R80ggest how a brand

can be worked upon through the concept of #dAb
depends on four driving sources; 1) Leadership, 2) Individuals motivation, 3) Organizational
culture and 4) Marketingfjerke and Ind 2007 Marketing is not thought afs a separate

department, it is the responsibility of the whole organizatBjarke and Ind 2007 In doing

so, the risk of the department disconnection with the rest of the organization and overselling

of what it can deliver is taken out of the equaiBjerke and Ind 2007 All employees are

considered marketers and the collective impression they give customers are the brand the
company as a whole achiev&drke and Ind 2007That makes the management of the brand

an internal project, as Anholt (201&nphasizes it has to be. Zakarevicius and Lionikaite

(2013) also propose leadership and people as the core when building an internal place brand.
Anholt (2010) places the leadership body at the core of his competitive identity theory, while
people anduture are seen as channels of influence together with brands, policies, tourism

and investments (Anholt 2010). Zakarevicius and Lionikaite (2013) propose that

culture/sports, environment, heritage/history, infrastructure, government and businesses are
channels of influence, though that influence is bidirectional. Both concepts are supported by
Kotl er and Gartnero6s (2010) <claim that in cr
play when people are deciding on workplace and/or residential or )hpligee need to be

thought of. Both Anholt (2010) and Zakarevicius and Lionikaite (2013) incorporate the claim

that working towards a better place brand involves government, businesses and citizens
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(Kotler and Gertner 2010). Gilmores (2010) claims thatuming of the arts and cultural

scene is essential for stimulating the imagination as such nurturing attracts investments and
talented individuals because of its image and reputation. As a result this thesis takes the stand
that the three building blocksgposed by Bjerke and Ind (200need to be accounted for as

they mutually influence each other.

History and culture legitimize the way of ruling, stipulates what is expected of a leader and
influence the gover nment Onseters antwhavisthinkabu | t ur e
(Douglas 1966). For making a cohesive brand outwards, the leaders need the people to convey
the message and that makes them dependent on the people. The three building blocks are
described below and from them the propositiomseaasnd arguments within these blocks are

al so arguments for the c¢on@heproposdidnsaiec ont i nuou
summarized irsubchapteB.4.

3.3.1 Leadership

A clear understanding of the brand given and the direction of it is the core of &rsholt(@2 0 1 0
theory of competitive identity. Anholt (20&0suggests that this understanding is the core of
brand management and what all governments should build on. Leonard and Small (2003)
suggest building on the core to achieve an authentic brand. im&waf (1992) terms Anholt
(2010) takes the view of looking at the impressions others have of the place when deciding
where to go next with the brand, while Leonard and Small (2003) suggest starting with what
is already there and work on the expressionspleeare not a channel of influence to be used
when the strategy is ready. The strategy needs to come from the stories told internally
(Leonard and Small 2003), like the formulation of the vision and values at Patagonia which
came after several decadedursiness (Ind 2007). These two views exemplify the difficulties
leaders often haviethe need to change in order to meet new demands and changing

circumstances, and working with people which often resist change as it uncomfortable.

Several authors strefigat a common vision and values that unites the different contributors,
and bring value to customers, are crudidfgan Pritchard and Pride 2018nholt 2010,

Olins 2002 de Chernatony and Riley 1998). In leadership theory, it has been emphasized that
having a vision, a clear policy or direction is important (Grgnhaug, Hellesgy and Kaufman
2008, Yukl 2009, Bass 1985). In brand theory, a commonly shared vision is also deemed
important (de Chernatony and Riley 1998, Morgan and Pritchard in Morgan 2010). In

marketing theory, the focus has been on a need to be very specific on what is marketed to
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whom and to understand the customer (Kotler and Gertner in Morgan 2010). In a community
sense that implies to plan building sites from the very beginning, rewiew, tmcentives and

all sides of it from a business point of view and make an appeal to a specific group of people
(Kotler and Gertner in Morgan 2010). The job of creating a sense of direction is that of the

leader, who is usually formally chosen or hired.

Ideally, having a clear vision or policy gives consistency in behaviour and a consistent image
outwards. A consistent image is what good branding does, if it is considered solid, the image
does not have to be sold in the end (Anholt 2009). Hakala andk®£2013) case study of
Eskisehir, Turkey, reveals that one mands vi
consistent focus and work. However, the authors also stress that image could not be achieved
alone, although the mayors focus and consistencgtioredid play a large role in the

development of the city (Hakala and Ozturk 2013). That means that the vision or direction has

to engage and involve people because a vision requires people and businesses to live up to the
standards set and/or move in theection pointed out. The external image has to be

Afconsi stent with the experience, which requi
considered and employedo (de Chernatony and
that working on a péicular image is not wrong; in fact it is considered good leadership as

long as you are true to your values. By claiming this, Anholt agrees with the theme brand as a
value system, which is consistent with Kapferer (1992) and Aakers (1996) views of the

essential role of the firm in building and sustaining a brand identity.

In that sense building a place brand seems plausible as it is about working on an image
continually, and the way to work is deeply ingrained in ones identity (Anholt 2009). Anholts
(20M) perspective makes leadership inseparable from culture. Assessing the culture and its
history will therefore also give a glimpse of what an ideal leader is thought to be. The Hakala
and Ozturk (2013) study r evealo#ahthishigon t he ma
was about the place itself and good living for its people. The study gives support to Anholts
claim that place branding is fAabout peopl e,
2005, 119). It is about a critical want to do s¢may for its people in the loatgrm

perspective (Gilmore in Morgan 2010) and real passion when making decisions (Hutton

2002). Furthermore, Anholt (2010) claims that branding requires making consistent
investments in the inhabitants and the place it$ék. leaders are not alone in a place. They

are dependent on the contributions of other actors on the road to achieving a vision. For

example there is good evidence that goal set
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group goals for performance aptbduction, group members work harder and are more
satisfiedod (Hogg and Vaughan 2005) . I't i s th
members which is important. That is also why people and leadership are in the core of the

model of both Bjerke anbhd (2009) and Zakarevicius and Lionikaites (2013). These

arguments support the proposition that visionary work sustains the collective effort and they

support the concept of fAcontinuous collectiyv

3.3.1.1 Who are the local leaders?

A leader is a persontw coordinates group efforts towards a goal and often functions as an
example to follow (Grgnhaug, Hellesgy and Kaufman 2008). In many cases there is a divide
between the formal and informal leaders (Grgnhaug, Hellesgy and Kaufman 2008). In the
business autext a formal leader is a person who has the authority to make decisions on behalf
of a group of peoplé big or small, while an informal leader can be people who serve as an
inspiration to others and which they want to follow (Grgnhaug, Hellesgy anchEa@008).

For a company, the most beneficial is to have a leader who is both inspirational and able to

take decisions effectively (Grgnhaug, Hellesgy and Kaufman 2008).

For a local society, the elected leaders of the place have a significant influentieeov
structures which the people need, such as the school system, infrastructure, rehabilitation of
public buildings, water and sewage, layout of areas and towns and so on. These people are
voted for by the general public in the municipal elections, iwmeans that if the leaders do

not deliver, the eligible voters have the power to change them for someone else.

As noted above the place brand is tangled upg
means policies, infrastructure, layout of town, viqualsentation and so dérthings that the

municipality authorities deal with. For the duration of their time in office, the place brand is

in their hands and according to Anholt (2010c). The responsibility of leaders of places with

good place brands arenmake sure it stays that way and possibly to develop it for the better,

so that the next generation can benefit equally from the place brand as current generation is
benefitting from it. They have to make sure that they stay true to its essence and never

compromise on it (Morgan and Pritchard in Morgan 2010).
Two propositions are made based on the arguments in the prawdesirrensubchapters:

1) The municipal authorities function as guardians of the place brand and imprint

the culturally desirable on thepeople.
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2) The municipal authorities direct collective effort through inspiration and

visionary work.

The arguments presentedsimbchapteB.2.4 also underpin all of the indicators of collective
effort as it is both authorities and other forces and peopteare responsible for the
development of a place. They all need to invest time, energy and money into other businesses

so that they can grow as a whole.

3.3.2 People
AMotivation is a process that iinfl woenedes t he
behaviouro (Passer and Smith 2004, 327). The

environmental, or a combination, (Passer and Smith 2004) and therefore, psychologist have
multiple approaches to the study of motivation. Some of these sireiagAtkinson 1964,

Palmer and Palmer, 2002), homeostasis and drive theory of motivation (Hull 1943, Woods

and Seeley, 2002), incentives and expectancies (Brehm and Self 1989), psychodynamic

(Freud 1923, Kohut 1997, Westen 1998) and humanistic (ChadrashBargh 2002, Maslow

1954) . Even though Masl owds hierarchy | argel
recognizes hunger, sex, desire to affiliate and desire to achieve as basic powerful human

drives (Passer and Smith 2004). In this setting, éésiaffiliate and desire to achieve are

thought of as why people stay and fight for their place. As a result, these two points are

proposed to underpin the collective effort by influencing the way people invest their time and

money and what they hold iragant.

Desire to affiliate
The need to affiliate is powerful and pervasive (Hogg and Vaughan 2005). Deprivation of

social contact is generally an unpleasant experience and over long time it can have serious
outcomes (Hogg and Vaughan 2005). The neededoth transitory and situation specific as
people prefer to be together with people in a similar situation as themselves when anxiety

about the near future arises (Hogg and Vaughan 2005).

Hogg and Vaughan identify (2005) two aspects related to ideat#tgcial identity and a

per sonal identity. The soci al identity is fia
with a specific outgroup or with outgroups i
that relationship wise thereisa setofiattrut es fAspeci fying the rel at
ingroup member and specific others as ingrou
2005, 125) . Per sonal identity is defined as
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with specificothern di vi dual s or with other individuals
125) and the relationship attributes are def
relationship between self as a unique iIindiuvi
Vaughan P05, 125). At any given time we have as many social identities as the groups a
person feels he/she belongs to. The soci al [
self-concept, which governs how a person behaves (Hogg and Vaughan 2005)al A soci

i dentity r edategerzatianmndbrhpeopl@ s meotivation to make sense of and

reduce uncertainty about themselves and others, and to feel relatively positive about

t hemsel ves A(Hogg and Vaughan 20éonalmiged®) . A
number of perceptual cues (how people talk, look like and behave like) and is the fit between
these cues and the schematic prototypes already stored which decide if the categorization is

psychologically salient (Hogg and Vaughan 2005).

Fu t her , Hogg and Vaughan note that fipeopl e |
do on their owno ( Ho.¢dolings2012)\seemgtd eave todched 6n, 3 1 0
both of the points about the need to affiliate and the social identity wiggesing that a

Ashared sense of urgencyo is necessathg in or
Ashared sense of urgencyo is taken in as pro
in a rur al area pr ogmremtcsy ot haes fias hhaurnebde rs eonfs e eoofy
work at the same ti me. Losing onebs place of
(Passer and Smith 2004) and in being in small place the options for a new place of work are

less than in a city. Twpropositions derive from these thoughts:

1) Cl ose down of the cornerstone company <cre

2) The knowledge of a possible close down cr

Additionally, the |Iine ofnthaughsscohtiecpinrne
local traditions are given importance which might reflect a social identity connected to the

place and being a reason for why people cooperate and invest at all.

Desire to achieve
When it comes to work, the earliest psyclipiost s t hought t hat empl oye

entirely about money (Taylor 1911) and based on this assumption tylorism became fordism
symbolized by the mass production lines, specialized workers performing only one operation
and emphasis on the optinvahys to move in order to be as efficient as possible. More recent

studies show that opportunities to complete a whole product, take part in deciding procedures
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and decisions, giving and receiving performance feedback, engaging workers and letting them
feelmastery and social recognition gives growth and satisfies interpersonal relationships
(Stajkovic and Luthans 2001,). Field studies support this theory as the companies with happy
and motivated people outperform other companies on the bottom line anaseelctieir
absenteeism (Wexley984), and workers become more loyal (Niehoff et al. 2001). Manville

and Ober (2003) and Gratton (2004) suggest looking at workers as citizens. The concept of
citizenship has later been applied to the workplace and hasrgeeo the democratic ideal
(Gratton, 2004). The democratic ideal is suggested by Bjerke and Ind (2007) as the way for

companies to improve the brand building ability.

When discussing rural development, it is often thought of as a development caaurgry is
(Chambers 198. However, seeing that industrialized countries now are experiencing rural
decay due to the massove of people to the cities, it can be suggested that industrialized
countries also can learn from the approach developing countriesowes@l$ their own
development. Most rural development programs have been driven wittdawspapproach,
meaning that programs are run by national governments, regional authorities, NGOs and so
on, and they are forced upon the locals and this has noegitieé expected results (Singh
2001). As a reaction to this, the bottamn approach has been put forward as a process which
brings in the inhabitants as deciders of their future (Singh 2001, Chambers 1997). The
approach takes the stand that rural developrogn only happen if the inhabitants are

involved. As pointed out a sense of belonging is important (Hogg and Vaughan 2005)] and
having a say about oneds own future has been
belonging (Passer and Smith 2008).afals can be drawn to workers which raise their

productivity when they are allowed a say in shaping their own work environment (Passer and

Smith 2008) . The approach can be said to fAh
(2010) has pointed tas important in place branding. In that line of thought and considering
that the municipality is the legitimate leaders, it is proposed that

3)y The municipality authoritiesd involvement

effort.

3.3.3 Culture/ norms

A N o r msharedraiefs about what is the appropriate conduct for a group member: they are
both descriptive (fiis0O statements) and presc

2005, 300). The norms account for the uniformity found in behaviour acrossrgesapers.

38



The way people talk, behave, dress, choose to do on their spare time, live, work with and what
they eat are symbolic and it has been referred to as consuming identity (Hoyer and Maclnnes
2008). All of these markers shape the community as it isgpgof people who try to make

sense of and express themselves (Hogg and Vaughan 2005). They are deeply ingrained with

ones emotions, sense of self, upbringing and family relations (Hogg and Vaughan 2005).

Norms can be explicit rules, which are enforceddgyslations and sanctions, or implicit, the
unobserved which rules govern daily life (Hogg and Vaughan 2005). The rules provide a

degree of certainty as it stipulates the correct action tadi tHikey are a frame of reference

(Hogg and Va uigabk iate gdup 6 5arried imthethead of the individual in the

form of a normo (Hogg and Vaughan 2005) . [ n
relative and defined by the society one grow
takesav!l | age to raise a childo. The expressi
form of dances, songs, writings, events, food and so on; all the elements which often are

labelled cultural expressions.

Size

The size of the place in question bothieénms of population and geography, affects the

amount of people one person know or is acquainted with. Close ties in the form of friendship

and family makes people engaged in what Mauss (1995) calls gift relations, which can also be
referred to as a sociaebntract or a norm. Gift relationships are, according to Mauss (1995)

defined by three principles;

1) The obligation to receive gifts.
2) The obligation to give gifts.
3) The obligation to give back.

The principles engage people in relationships based on retypie principle of

reciprocity dictates good and bad behaviour and moral (Mauss 1995). If one of the principles

is not followed, trust decreases. Refusing to receive gifts is to refuse the giver (Mauss 1995).

A party which does not give back is devallmgcthe other party (Mauss 1995). The first party

will often reciprocate because of the nature of the gift giving (Mauss 1955). The gift is a gift

with strings attached to it and it communicates debt (Mauss 1955). The ambiguity attached to
thevalueofte gi ft received | eads to escalating gi
not like to be in debt as it signals that one is inferior to the giver (Mauss 1995). A gift does

not have to be physical; it can be favours, services provided etc.
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Network thery provides a description of how people can use their network and for what
purposes (Granovetter 1985). In a relationship were both party acknowledge the other party as
a close friend or family, tacit knowledge can be tapped into as people are reaglyddiisie

and effort on making the other party understand what is going on, such as cultural codes, their
expertise and so on. While weaker ties, like acquaintances, do not give the same access to
tacit knowledge but are a rich source of information onreeige level (Granovetter 1985).

The extent of strong relationships can account for why people join in a collective effort, while
weaker ties are a source of information about what other people in a place is doing. The total
amount of people one person kvimpact the resources available in a st@rphase for

example.

Norms influence how people socialize and even when the original group members are gone,
powerful norms live on in the remaining group members (Hogg and Vaughan 2005). Over
time they becomsalient features of a group of people if the norms are strong enough and
become shared history. If the group is socially relevant for its members, a social identity
emerges. In that line of thought a secondary proposition is formed for what prompted the
cdlective effort.

1) The collective effort is rooted in a shared history and identity.

Culture as a concept is slippery and putting labels on the observed can feel foreign for the
people who are studied. So in order to raise the reliability, a thorough diescaipthe place
and its development can be founcthapters, and first part of thanalysis, chaptes, which

handles the concept of continuous collective effort.
In the following subchapter the propositions are summarized.

3.4 Propositions

The researchugestions guide the research designs, though they do not point to what should be
studied (Yin 2009). Propositions ne direct
within the scope of the studyo (Yi marea200 09,
study and they guide the researcher an approach to finding relevant evidence (Yin 2009).
After reviewing the literature, there are several propositions related to what prompted the rise
of the collective effort, how it was governed and sustainkdpiopositions are summarized

below:
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What prompted it:
1. Cl ose down of the cornerstone company <cre
2. The knowl edge of a possible close down cr

3. A collective effort is rooted in history and itdy.
What sustained it:

1. Common effort is directed by visionary authorities.
2. The municipal authorities imprint the culturally desirable in the people.
3. The municipal authoritydés involvement of

efforts.
The proposibns are analyzed ichapter6 and the findings ichapter7.

3.5 Summary

Place brand theory is a strand of literature within the wider brand literature. Place brand has
been in the past and still is a heavily debated area and there is no agreement grlagkat a
brand entails. In this chapter it is argued that place brands do exist by comparing the
definitions of brand and brand equity to how places are defined and how places influence the
perception of goods coming from the area. Further, it is arguegl#tat brands comparable

to company brands, an overarching structure, which implies ideas about how the place

function, its people and whereabouts.

Place brands and company brands are comparable as they both deal with the overall image of

a group of peopleand leaders in both areas have used branding techniques to influence the

out sidersdé6 perception of them. The differenc
amount of internal stakeholders which is present in a place and the wealth of reagsans the

there. In a company people are paid to work and the management and leadership body

governs the processes and the direction of the company, while in a place people live and have

no obligations towards the place, except to pay taxes and follow raesguiations. A

company can make you jobless, but municipality authorities cannot make you homeless. The

use of engaging visions and involvement of people have yielded results inside companies, as

the more engaged people are the higher they perform, vagain makes the company

perform better. This is also assumed to be true for places. On the other side, cooperation
between actors who are not obliged to cooperate can be difficult to achieve and Horlings
(2012) emphasizes that ia Mmekrardd tvemygsee @fe oy
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the same direction. An assumption made is that close downs of companies can create this
Ashared sense of urgencyo and thereby give
history and identity can yielthe same results according to several authors.

Following this, the brand needs consistency and as the legitimate leaders of the municipality it
is proposed that the leaders are guarding the brand through imprinting of the culturally
desirable on its halaihts. The last proposition states the relationship between leaders and
inhabitants as it is proposed that the involvement in the visionary work creates a deeper sense

of attachment and therefore the collective effort is sustained.

3.6 Closing remarks

This chater has accounted for the theoretical foundation for the propositions presented. The

t heory also functions as arguments for the

The next chaptercaounts for the research design and methodology used in ordgletd c
the data. Analysis of the data is conducted in ch&ed the findings are discussed in

chapter7.
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4. Methodology

4.1 Introduction to the research design

Research is the process a researcher goes through from the identification of a problem or topic
that the researcher wants to explore and learn more about, to the presentation of the whole
process, usually in a written format (Yin 2009). All decisions made in this process should,
according to Yin (2009) and Creswell (2013); be guided by the reseagstiaqu This

chapter describes the relationship between the research question and the decisions made in the
process to arrive at the conclusions the thesis ends in. This chapter is organized according to

the flow inFigure4:

Research Research Research Analysis and

Figure4 Chapter organization.

The first important decision was related to the research strategy. The strategy chosen was a
case study approach with the use of mainly qualitative methods, though supplemented by
statistics from SSB. e reasons for my choice of research design are found below in
subchapter 4.Subchapter 4.Bresents how case study is understood in this thesis. In
subchapter 4.the research methods chosen are presemtedbchapter %.the ethical
considerations arpresentedSuochapter 4.6s about how the different findings were

analyzed from the field work in this thesis, and concluding remarks will follaulachapter
4.7.Even though research quality has its own subchapter, the concgptseoélization,

validity and reliability are discussed throughout the chapter.

4.2 Research design

Research design is the paths taken in order to arrive at the final conclusions. Yin (2009)
identifies three conditions which should be taken into consideration when choosiihg whic
path to follow:

1) The type of research question posed

2) The extent of control an investigator has over actual events, and

3) The degree of focus on contemporary as opposed to historical events
(Yin 2009, 8)
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As the research questions aim at understandingl-$ifeephenomenon that involves personal
experiences, emotions, thoughts and motivations, aol | eidwvofrllidfsed, whi ch r e
more indepth consideration than a quantitative analysis can yield (Berg and Lune 2012,

Askheim and Grenness 2008, Yin 20Creswell 2013), a qualitative inquiry seems to be the

-

ight path to follow. Yin (2009) categorizes

=]

whereo, fAhowo and fiwhyo questions. The rese

=]

h o wo / andvdreytiierefore ane exploratory and Yin (2009) therefore suggest case

studies, historical studies and experiments as appropriate approaches.

In this kind of study the researcher has no control over the events that shapes this thesis, as
they both happened in the pastare currently happening in decision making processes in

the top management of local businesses and local government. According to Yin (2009), this
rules out experiment as a method. As the events in question happened in the 1970s and
onwards, they are $tiorical events. However, they are recent and people who lived through

the events are still alive today, which allows collection of data from interviews and
observation. According to Yin (2009), the opportunity to collect information from interviews
and olservations is the main distinction between a historical study and a case study. However,
the methods overlap since historical records are used, old newspaper and annual reports from
a wide range of businesses in addition to observation and interviewsioAdtly, case study

is considered appropriate when the information from the data collection can add to existing
theory (Askheim and Grenness 2008).

Il n sum, Yin (2009) <claims that a case study
guestion is beig asked about a contemporary set of events, over which the researcher has
little or no controlo (Yin 2009, 13). As the

research design chosen is a case study.

4.3 Research strategycase study

In this thesisa case study, according to Yin (2009) is understood as an inquiry that

1 Investigate a contemporary phenomenon in depth and within itsfeeabntext,
especially when
The boundaries between phenomenon and context are not clearly evident
Copes with theechnically distinctive situation in which there will be many more

variables of interest than data points, and as one result
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1 Relies on multiple sources of evidence, with data needing to converge in a
triangulating fashion, and as a result

1 Benefits from theorior development of theoretical propositions to guide data
collection and analysis
(Yin 2009, 18)

The boundary between the phenomenon and the context is in this case blurred as the context
can also be considered a part of the phenomenon. The histoeyméte is still an influence

on local programs, decisions and businesses started. The case is not in a vacuum, it is a part of
the modern Norway and the world. As a result, there are many variables of interest, though

my focus is on what the inhabitants and have done in the pastget to where they are

today.

Some researchers distinguish between siragld multiple case studies (Yin 2009).
However, Yin (2009) does not make this distinction because regardless of the number of

cases, they are all te approached in the same manner.

Based on the above definition, Yin (2009) derives five important components for the research

design of case studies;

A study’s questions;
Its propositions, if any;
Its unit(s) of analysis;

The logic linking the data tdé propositions; and

a > w N

The criteria for interpreting the findings
(Yin 2009, 27)

The research question has been presentsabichaptef.3, propositions insubchapte8.4
andunit(s) of analysis ithapterb. In addition, as described earlier, qualitatmethods have
an advantage over quantitative when it comes telifegghenomenon as they be used to go
in-depth of a subject or case, as Yin (2009) states above.

4.3.1 Research quality

When using qualitative methods, concerns are often raised about thg giié research.

The quality of research is often thought of in three questions; do my findings apply to
elsewhere as well? Did | measure or study what | said | would study? Can other people do the
same study and get the same results aslinedrst question can be called degree of
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generalization or as Yin (2009) calls it, external validity. Second question is what Yin (2009)

calls internal validity and the last question is reliability.

Fangen (2004) makes the notion tiéiendoing fieldwork the reseeher is never objective

and t he rehaveraandptesmcdé do influence the people who are studied. Yin
(2009) argues that by making a strict case protocol containing all data and a rigorous account
of all steps in the process counteracts the stibjg of the researcher, other people can trace

all steps in the process. However, Fangen (2004) notes that within the social sciences there
have been a shift towards replacing validity and reliability with confimability and

trustworthiness, though it &ill most common to use validity and reliability.
By following Fangen (2004), the following points are made on research quality.

4.3.1.1 Validity

Internal validity refers to the extent the study measures or explains what has been studied

(Fangen 2004). The maass taken to achieve a high degree of internal validity are:

1) All the data in this research is collected by the author

2) All interviews were conducted in the native language of the informants
3) A wide range of informants were interviewed

4) Interviews were tagd and most of them transcribed by the author

5) Full transcripts were used in the analysis

6) Setinterview guides according to categories embtdenparisons.
Throughout the thesis are notions about the validity made.

4.3.1.2 Generalization or external validity

External validity, or generalization, is the extent to which the findings in the case study can be
generalized beyond the actual case (Yin 2009). In general, qualitative research is often
criticized for the lack of ability to be generalized, like replicationsxperiments. As noted in

the introduction, this thesis does not aim at generalizing the findings to other places, it aims at
explaining an exceptional case and from there build theoretical proposition, which again
needs to be tested on other casesuth this thesis does not conform to Yin (2009) who

emphasizes that two or more replications are needed to support the same theory.
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4.3.1.3 Reliability

Could another researcher carry out the study and find the same data and draw similar
conclusions? Reliability iabout minimizing the errors and biases (Yin 2009). According to
Fangen (2004), reliability is about can the conclusions made be trusted. In that spirit, a section
later on in this chaptesubchapted.4.4 deals with how | approached the field and homabk
received as a young, female researcher. Throughout the research, this point has been in mind
of the author, leading to a subchapter onttipéc in this thesis. Notes and pictures have been
taken throughout the research period accurately describehahsieen seen and heard, and
through the write up of the thesis these impressions are articulated so that the readers can put

themselves in the situation.

Points are also made about how, when and why different phsresvisitedo obtain
observational dta, so that the readers can follth&footsteps in the research process and

decide for themselvestifie conclusions are reliable.

4.4 Research methods

In order to examina/hat prompted the rise of the collective effort and how it was managed
from the keginning until todayin-depth interviews of key people involved in the

development of Rgrosas conducteds well as data collection from the local libraries,

statistical databases, official documentation and websites. In addition, observations were
carried out at two local events, Stas pa& Sta'a and the information meeting and performance of
Elden. These events were observed as | have been told that the volunteer spirit is high in
Rgros and | wanted to experience it. These elements are included as mrseagslt

observed how the town, its people and history are presented by the inhabitants themselves.

Observational notes were taken throughout my time in Rgros and | spent considerable time in
cafes trying out local food and observing daily life of thealitants. The reasons for this

were that informants told me that Rgros is an urban town that it is normal and a part of daily
life in Raros. In doing so, | followed Stoller (1989) who emphasizes that the only way to
connect to the world is through the baayd that the researcher shall not be so consumed with
defining what is happening but experience it instead. As a result, my information comes from
a variety of sources and according to Stewart (1998) this asserts the validity. This is also
referred to asriangulation (Yin 1989, Maxwell 1996), and it raises the conformability of the
study. Fangen (2004) points out that the triangulation between observations, interviews and

written records is the common way to triangulate, which is why | have chosen thibseis
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In total | went to Raros five times for three days each time, mostly in May.

The research methods will now be outlined in different subchapters before remarks will be
made on who | am as a researcher and on the ethical issues connected ty.tBelsthdpter
4.4.1contains how, who, when and why the interviews were conducted and who and why the
informants were choseBubchapter 4.4.@utlines how, why and where | conducted
observations and had different conversations, veuitechapter 4.4.8eak with the archival

records studiedsubchapter 4.4 presents how | perceive the field and my presence in it

441 Interviews

The interviews have been sestructured as questions have been prepared before the

meetings, but as interesting comments were ntadg,were followed up. The interview

guide served as a checklist for the interviewer, which is in accordance with Askheim and
Grenness (2008). The folleup questions, known as probing, &pical for indepth

interviews (Askheim and Grenness 2008, Bale§ 0 7) . The questions wer

and n hestlans which gave rich answeesnsistent with Bailey's (2007) claim.

The semistructuring also ensures that the informants to a certain degree are asked the same
guestions, which eases the analysig anakes the answers somewhat comparable (Bailey
2007). The interview guide follows the curve
Il nterviewo (1988), meani ng e gasdharderimgthee st i ons
middle of the interview. However, #se interviews were sersiructured they changed

during the course of the interviews. Although certain questiane sparedntil the end so

that the interview finish would be easy. Some of the interviews turned into conversations as

the interviewees asligor my opinions, consistent with what Bailey (2007) says can happen

in an interview.

The interviews were conducted in the infor ma
on their preference, which enhances the probability of the informants fealbixgd

(Askheim and Grenness 2008). Furthermore, most of the interviews lasted around one hour.
When the informant felt comfortable with being recorded, they were. Later on the interviews

were transcribed. Only oneformantrefused to beecorded Forthe informant who was

uncomfortable by being taped, | took notes during the interview and directly after wrote a
summaryof the notes and my own recollection. When possible two interviews were booked

per dayi not more in order for the researcher to bé/fptesent and concentrated on the

informant (Askheim and Grenness 2008) and prevent exhaustion (Yin 2009). However, due to
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cancellations, doublbookings and limited amount of time on location on each trip, some

days had more than two interviews and salags only one.

The informants were notified about the aim of the study, their role, rights, confidentiality and
anonymity and gave their written accept for participation. The information and consent form
was written in Norwegian and the format was adafitad Berg (2009). The consent form is
attached as attachment 4. During the analysis, it was seen as necessary to make certain
statements with names, if not the anonymity could not be ensured. Permission was granted to
do so upon emailing the Norwegian d@faglish statement and then a phone call 11.08.2014
confirmed the acceptance. The above mentioned measures were taken to ease the flow of the
conversation and to be in accordance with ESOMAR and Datatilsynet (Aksheim and
Grenness 2008).

4411 Informants

The seéction of informants affects the study and only those relevant for the study should be
included (Askheim and Grenness 2008). The study can potentially involve all inhabitants
above 18. However, since the study deals with how government and businesses inake
worked together over the years in a collective effort to build places to work in the town
without | oosi ng stobnlandsneerset ferthisstudp, it seensdo or it
appropriate to look at the leaders of government and companies. dwms@f informants

have been chosen;

1) The mayors that led the municipality from 1970 until tqcad
2) asample of company entrepreneurs started up after 1977 as well as daily

managers of significant employers.

The mayors are people voted in to office #mefefore considered the legitimate leaders of the
area. They have considerable power to shape the economic and social life of the inhabitants.
Their acts and thoughts can therefore play a significant role in developing the municipality, as
argued by Hala and Ozturk (2012). From 1970 until 2014 there have been 9 different
majors. Of these five are alive and four of them agreed to be interviewed.

My second group of informanis companies that create places to work. As described later,
there is a multitde of places to work in Rgros municipality, and for convenience | have
chosen to focus on Rgros Bergstaden, the main town of Rgros municipality. The companies in

Rgros (Bergstaden) range from restaurants, accountants, dentists, technological companies,
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industrial companies, hotels and more. | have limited which companies to interview to
companies which mainly sell their products to visitors or outsiders, who represent an inflow
of cash to the area, as well as companies which employ more people thandé&goun
Furthermore, in order to provide a historical developmental perspective | have strived to find
a wide range of startup times to tap into the continuous effort put into creating a place with
sustainable businesses. In order for my study to take ¢otuat most areas of business,

companies in various industries have been contacted.

In total | have interviewed three daily managers of significant employers and fowupstart

companies.

In addition, | have interviewed people who can be considereddesbatialin economic

growth, as well as representatives from the museum and the destination company. These
informants were added in the study as my understanding grew and other informants told me
that they would be a good source of information. In total gsix people. Of these six two
interviews were not recorded due to the fact that they happened on the spot and they were
initially not set up as interviews. However, | took notes and immediately afterwards wrote

down the key points from my recollection.

In total | interviewed 16 people. Most of my informants were male and this might have
influence my research project, though it also says something about the society in Rgros in
general.

The focus on interviews as research method can limit the study emntiext affects the

information given and most people want to present themselves in the best possible way

(Goffman 1992). | have tried to take this into account by of choosing a wide range of

informants who all are assumed to provide rich information tatibeutopic, secalled
Apurposeful samplingo (Bailey 2007). I n addi
supplementing with observational notes. | do not have any key informants, according to

Fangen (2004), as everyone was interviewed once andfiieions are valued the same

way. The information in the study thus comes from a variety of places and people | have met

and talked to.

4.4.2 Observations and conversations

Observation started the minute | got off the train the first time and the observatight

back memories | had forgotten. As Stoller (1989) emphasized the use of all the senses in the
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field and I tried to use them all. Having a small notebook and taking field notes as you go
along are techniques which are suggested by Fangen (2004heanddchniques were
implemented. Fangen (2004) also claims that written notes are better than mental notes as
memories can fade and details disappear. Haobeicewas madeo take notes and
photograph®f buildings, streets and events so | could réwisi experiences at a later stage.
Together with the observational notes, | wrote small theoretical comments, which is an
accordance with Fangen (2004). Theoretical notes also ease the analysis as thoughts are not

forgotten but can be revisited and refined

Previous knowledge of the area and interest in locally produced food made my conscious of
the food choices | had while in the field, as | knew the local food in Rgrgs is known outside
the municipal borders and has grown considerable in size the ipsa) Therefore | made a
conscious choice to eat at as many different providers as possible and sample the local
cuisine, also from the supermarkets. While having my meals, shopping for my own
consumption and staying at a campsite in the low seasokedltal a variety of people and
these conversations are also included in my field notes. While doing this, the boundaries
between my own life and the life of the researcher blended together, which Fangen (2004)

points to can happen while in the field.

Uponreading Fangen's (2004) chapter on observation, | let go of the theoretical framework
when | entered the field. | used all my senses, although the interview guide and the research
guestions did color my observations. In doing so, the theory did not@onste but it did
influence how and what was observed. In the data collection period, | attended two local
cultural events in order to gain a better perspective of life in Rgros and these events are

described below.

4.4.2.1 Local events

Raros arranges a numberacal events throughout the year and several of them are
completely dependent on voluntary work. | went to two of these events as | wanted to see the
magnitude and scale of these events and talk to people about their motivation to volunteer

their time andeffort.
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4.4.2.2 Elden

One of the local events arranged every year is Elden, aoouttheatrical reenactment of a Swedish
invasion of Norway in the 18th century. The performance takes place in Slegghaugene, among piles of
residue the copper extraction, dadbeing performed for the 15th time in 20BtiftelsenElden).

Figure 5 is a picture from the performance. For this play to become reality, a large amount of
volunteers are needed both for acting, handling tickets, selling coffee s as well securiy @arttiog
personnel. People are to
meet up on a day set in July
and are expected to
contribute throughout the
time of the rehearsals and
performances, which is in
the endof July and the
beginning of August. At
the information meeting |
went to in May, Ispoke

with several people about

their motivation to Figure5 (Foto: Svein Eggan/Eldemros.no)

volunteer. The people |

spoke with were informed about my thesis but did not sign a consent form and their answers
were not taped, only written down afterwards. | also went to the actual performance in

August.

4.4.2.3 Stas pa Sta'a

The second event | attended, AStas p- Sta abo
of Rgros Handelsstand. It is mainly a fashion show were the clothing stores can present their

new merchandise. However, other groups ascthe karate club, the ballet club and several

singers contributed to the show. As the Eurovision Song contest was soon to take place soon

after the event, the theme of the event was Nordic contributions to the Eurovision Song

contest. The models were &cin all shapes and sizes, and the performance was humorous.

An example, one of the sporting goods shops which had the employees in the kindergarten
showcase how small children dress themselves for 20 below zero, in the newest merchandise

of course (ashown inFigure6). Other partners of Rgros Handelsstand such as the bank, food
stores, the micro brewery, a hairdresser and several cafes were represented in grand hall

nearby before and in the break of the fastsbow. They offered tastings of new products,
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free samples of lotions and

cremes and discounts in their

stores. All in all, the event lasteq
for three hours. The general
atmosphere was good and peop
were visibly enjoying
themselves. One informant told
that the event had to be

expanded to a two night affair as

the demand was so high and the
Figure6 (Foto: Guril Brgersen/Arbeidets rett)
night | was there, the room was

packed to its maximum capacity.

4.4.3 Archival records

There is one public library in Rgros and the staff was very helpful with @owks

newspapers. | went through several of the historical books written by the copper company as
well as newspapers from the 1920s, 1930s and-19968 O . I concentrated
which is one of two local newspapers, though this is the one thascom most frequently.

There is also a library at the museum; it provided yearbooks of local businesses and the

museum.

4.4.4 My presence in the field

In qualitative research, reliability is impossible to obtain as a researcher is never objective,
(Maxwell 19%). The aim of qualitative studies is thus not to eliminated¢kearchebut to
understand that the researcher is subjective and use the subjectivity productively (Maxwell
1996).

As the researcher is never

objective, | take this

opportunity to write abut how . Y / g rff};s"*"
' ’ RN

| experienced the data A 3 -

collection period as this can

shed some light on how |

Y. b

obtained the data | did and Wh

| am as a research instrument.”

Figure7 (Foto: Guril Bergersen/Arbeidets rett)



By doing so the readers are allowed to judge for themselves if the conclusions drawn are

trustworthy or noaand if they believe the conclusions can be confirmed (Fangen 2004).

The people | contacted for an interview have been interested in participating and have
welcomed me well. Only two people turned me down. Two informants also told me that they
would havedeclined to participate had it not been for the theme of my thesis. One person
called me and wanted to talk, so in some cases as this one and the fact that my initial
informants suggested other people for information shows that the researcher doesysot alwa
choose the informants, they somehow choose you. My overall impression is that the people of
Raros wanted to take part in my study and that they took the time to meet me even though

their time is valuable to them.

Several people expressed that they ditifeel entirely competent to answer my questions and
pointed to the museum as the best source of information. However, after some reassuring that

| wanted to hear their perspective, they did share their thoughts on the subject in question.

All of the pegle who were interviewed were older than me as they were more than 40 years
of age. This is a comfortable situation as | laps into a stutéadher relationship. | have not

sensed any issues with my gender or age.

Most of my informants asked me if &t family in R@gros or what my connection to Rgros

was. | find the fact that | am not from Rgros an advantage to my thesis as | could be a neutral
confidant. Since | am a Norwegian and a native speaker myself, language was not a barrier,
and due to my operss and nature of the study, | sensed that people felt comfortable around

me. Apart from one exception, my intentions have not been questioned.

4.5 Ethical issues

That the case is Rgros is not hidden and with the mayors as one of my informant groups,
specialcare has been taken in order to point out the intention of the thesis and the rights to
withdraw at any time. Actual names are not used, except when permission is granted, but as
Raros is a small town some people might recognize opinions or expressiorgeri for the
informants to know what they have agreed to they have all signed consent forms (Berg 2009),
attached as attachment no. 4. The fact that the mayors are a limited numbered group makes
anonymity troublesome as researchers of qualitative ststieuld work hard to conceal the
identity and confidentiality of the informants (Berg 2009). One wanted to read the paper

before it was handed in, even though this was not an option.
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Another measure taken is to

/ Account

translate the quotes into

English becausthis Nepeson e
visualizing
dissertation is written in Describing,
classifying,
English. However, the interpreting

Reading,
memoing

passages are in Norwegian
in the endnotes, though this
Data managing

is not the way most people

in R@ros speak as they talk

Data collection

. . Figure8 Creswell (2013) illustration of the procesfsdata collection, data
dialect. What the informants  .a1ysis and report writing.

say is therefore already to a certain degree interpretedi@miity is to certain degree

concealed.

Several people have asked me who else are part of the study is, but have understood that |
could not reveal this. Despite this, as locals in a small town, chances are that some people will
recognize each other angd a result full anonymity is not possible. Fangen (2004) sites the

ethical guidelines for researchers saying that thevgatfh of informants is to be taken

seriously and research shall not taunt informants or other people. The goal of the research is to
describe situations and as accurately as possible describe what happened and the reasons and
motivations of people who acted in that situation. It is important that the researcher keeps the
right to analyze the situation, even though the participant neaghsesituation differently

(Fangen 2004).

On confidentiality, the interviews were recorded when permission was granted and were
destroyed upon completion of this thesis. The same went for all transcribed interviews. Names
of participants have not beersdosed at any time. However, statements, stories and opinions

have been shared with colleagues and counselor in order to make sense of the data obtained.

4.6 Analyzing and interpreting data

AThe process of data col | e crenotdistinctdeastiratheanal y s
procesg they are interrelated and often go on simultaneously in the research project

(Creswell 2013, 182). Therefore, the analytical process started the first time | got off the train

in Raros, lasted throughout the dataedtilbon period, during the transcribing phase, the more

focused analysis and write up of the dissertation. Creswell (2013) illustrates this with a spiral
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depicted irFigure8. The spiral represents the circles the analysis goeativer than the linear
line used in analytical processes traditionally (Creswell 2013). Below an account of the

analytical process will be given.

4.6.1 Organizing the data

The first loop in the spiral; it is when the researchers organizes their data ané émsangn
appropriate text units (Creswell 2013). As noted above, field notes were kept in a small
notebook, and between and after field trips the interviews were transcribed and archived
waiting for further processing. With exception of two interviewsamscribed the interviews

by myself. The last two were transcribed by my mother. Before they were transferred names,
were altered in order for her not to know the identity of the informants. It was a measure taken

to ensure anonymity.

Pictures taken of mespaper passages and text in books were downloaded from my phone to

my computer for easy access and retrieval.

4.6.2 Reading and taking memos

The next step was making to make sense of the whole database (Creswell 2013). In doing so, |
started reading the mataki had over and over again, adding labels and memos to what |

read, arranging the data into smaller segmen
phrases, ideas, or key concepts that occur t
describesmemi ng as fAmemos t o oneseslfromcodingand di ng i n

reflecting on the dataod (Bailey 2007, 133).
as | added labels. However, | have used memoing throughout the field work and thm@nalyz

of data as | have been writing down my thoughts, insights and possible theoretical

implications after every interview. These notes have proven to be invaluable in the writing

process.

4.6.3 Codes and themes

The next step was describing, classifyingandreagli t he data (Creswel | 2 (
reduction, simplification, |l ies at the heart
chosen to code my interviews and observations, while the archival records and the other
supplements have not been codedunoh a strict way. These data have been used when they

seem to confirm or disconfirm what has been said or observed.
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Upon completion of the memoing, or initial coding (Bailey 2007), themes starézdeime.

Through grouping smaller items under a largéel (Bailey 2007, 129), the data were

moving from literal meaning to conceptual meaning (Bailey 2007). The themes and the data

were structured on A3 papers were the interviewees were put horizontally next to each other

and the categories verticallfhisphase means that | move from t
to a theoretical perspective by using codes which were deducted from my theoretical

framework (Fangen 2004, Creswell 2013).

4.6.4 Interpreting the data

While analyzing and interpreting, | make interpretas about what is going on and the
discussion move beyond what the informants say and put it into a larger theoretical
framework (Creswell 2013). By looking at the interpretations critically and come with
alternative interpretations, | follow what Fang@004) considers being the best way to get
good interpretations. It adds and goes beyond thef o r imfarméatien dut confirmation

from the participants is still possible (Fangen 2004).

4.7 Concluding remarks

In this chapter | have accounted for my reskalesign, research strategy and methods. The
research strategy chosen is a case study with the use of mainly qualitative methods,
supplemented with statistics. The chosen case givesfth knowledge on a single

community and the study is meant as irejion to other places. The study does not pretend
that the conclusions arrived at can be directly applied to other places. The use of multiple
methods is thought to raise the validity. The choice of letting the people voice their opinions
in length in theanalysis section also raises the validity as other readers can choose for

themselves if the conclusions are credible (Wolcott 1994).
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5. The case

This chapter presents the case. The chapter has been divided into two main parts,

1) evaluation of Rgros agairtste strategically sustainable success criteria presented in
the introduction chapter, and

2) a comprehensive description of the history, development and landscape of Rgros.

The first partsubchapter 5.1describes how Rgros fits the criteria set for beingcessful in

order to support the claim that Rgros provides a good case for the study in this thesis. The
second partsubchapter 5,2has been given special attention to the context which is important
in a case study, and because the structural framanftwknces the interactions and actions

of its inhabitants. By doing so their actions are contextualized (Fangen 2004). It is also
important because one of the propositions is directed at the culture and identigs ante(

in subchapter 2.3efiningand labelling culture is difficult and possibly troublesome in a
theoretical framework. This leads to the explanation of the history and the landscape which
eases the analysis and drawing conclusions on the influence these things have had on the

culture and identity of the inhabitants.

The case subject to analysis is Rgros municipality with a specific focus on Rgros (the town

al so known as Bergstaden). The reason behind
powerhouse as the administrative centre dinti@or employers are situated here. This is

also the transport hub as trains and planes arrive here and the road between Oslo and

Trondheim passes through the centre of the town. The original timeframe in the study was

from 1977 until today. However, dag the study it was discovered that events prior to 1977
impacted the behaviour of the inhabitants in 1977. The line between context and phenomenon

is therefore blurred as Yin (2009) suggest, this is a trademark for case studies.

The two main parts end thi each of their own summariesjbchapteb.1.5 and subchapter

5.2.6.The whole chapter is summarized and closing remarks are madiedhapteb.3.

5.1 Success criteria

As noted in the beginning, the success criteria are thought of as;

1) Anincrease in popation.
2) A high number of companies in the area, both founded in the area and located

there by externals.
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3) A high number of businesses started or attracted which gives employment.
4) In addition, a low unemployment rate in the area is considered a success.

5) Number of visitors

Below, these criteria are handled separately and upon completion some concluding remarks
are given. The numbers are takenASor dmh®SB
business park of the region of Rgros), which has made statistibefoselves with SSB as

the source.

5.1.1 Population growth

Tablel shows the development over the last decade, where the people camearfigration
and number of babies borrand the overall development.

Birth Net Sum population Population
Year surplus migration development per 31.12.201%
2008 -21 -36 -57
2009 -15 27 13
2010 -27 31 5
2011 -17 39 23
2012 -20 11 -15
2013 -22 16 -6 5583
Development over
the last 10 years -157 141 -16
Development over
the lag 5 years -101 121 20

Tablel The table shows the birth surplus, net migration and population development for Rgros. Statistics from
Rarosregionen Neeringshage AS 2013.

The municipality of Rgros has published the numbers of thaelation for each decade since

the 1950s in Neeringsplan 202022. The numbers are depictedrigure9.

It seems fair to say that the overall number of inhabitants has remained stable in the decades
after the mine were closed and during the closure of several factories in the 1980s. The
population has ever so slightly increased the last 10 years. It seems to be the net inflow of
people which keeps the population stabile the last 10 years. As employment is ednsyder

all of the informants as the main reason for people being able to live there, it is striking that
the loss of several employers has not impacted the number of inhabitants in the municipality

as seen other places.
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According to Rgrosregionen Neeringgie AS the SSB statistical forecast for the municipality
is that by 2040 around 6250 people should live in the area. That is an average growth of 25

people per year.

In contrast, all of the neighbouring municipalities have been experiencing a net detrease
their population over the last 10 years. The exception is M@#&@dal. This can be
explained by its proximity to Trondheim. It has become a popular municipality to live in

while working in Trondheim (Rgrosregionen Neeringshage AS 2013 yearly report).

Population of Rgros

5800
5600 —
5 /
3 5200 T~ —
o
5000
4800 T T T T T T 1
1950 1960 1970 1980 1990 2000 2010
Year

Figure9 The population of Rgros for the decades between 1950 and 2010.
5.1.2 High number of companies in the area

The number of companies in an area is an indicator of the activity in the area and how people
are supporting themsels€lrable2 shows the total number of companies present in Ramwbs
Holtalen and the development from 2e€2@13.

Development in companies

Municipality Total number of companies 20162013
Raros 737 companies empted 3342 people + 36
Holtalen 260 companies employed 678 people +5

Table2 The table shows the number of companies present | Rgros and Holtalen from-2013. Statistics from
Rgrosregionen Neeringshage AS 30.09.2013.

Compared to ditdlen Rgros has more than twice the amount of companies. The sheer
number of companies can be deceptive as one person can have several companies registered

to them.Table3 shows how many companies employ a ¢eréanount of people.
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Table3 shows that the largest group of companies only employee one person in both Hotlalen
and Rgros, though Rgros has more than double the amountefmgitfyed people compared

to Holtalen There is only one company with over a 100 employees, which means that most of
the businesses present are small or mid size. In Holtalen 94% and in Rgros 88.5% of the
businesses employ 9 or less people. The statistics does not include the municipal

adminstration or units which are paid by the municipality.

Raro: Holtaler
Total number of companies 737 26(
Companies w/more than 100 employees 1 0
Companies w/between 8 employees 12 1
Companies w/between2f® employees 21 4
Companies w/between 4® employees 51 9
Companies w/between®bemployees 72 21
Companies w/less than 5 employees 171 75
Companies w/ no employees (ex. saifiployment only 40¢ 15C

Table3 Company sizes in Rgros and Holtalen municipality. Statisiom Regrosregionen Neeringshage AS 30.09.2013.

The companies are distributed in the industries mention€abir4. According to
fiRgrosregioneNPr i ngshageno (2013), these numbers

the munigpality due to widespread commuting between the neighbouring municipalities.

Table4 shows that industry, commodity trading and construction are the main industries in
Rgaros besides health and social services. It also showsttine oathe industrial industry

in order to grow and compete in the market efficiency is highly priced, which means that
technological advances can replace and be more efficient than human labour. Despite these
challenges, the employment numbers comittube high. The national average is in May

2014 was 3.2% (SSB).

In sum, the industrial past is still present with several companies dealing with metal and
wood, and a high percentage of the population working in manufacturing. Only one company
has over @0 employees and 409 companies only employ one person, which means that 327

companies are small or middle size companies. These companies are very important for the
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employment in the area (Rgrosregionens Naeringshage). In comparison, Holtalen has only 14

companies which are larger than 10 employees.

Change

2010 2012 (20082012)

Health and socialservices 19,1 % 19,6 %  + 33 positions
Industry 16,5 % 15,6 % - 90 positions
Commodity trading and repairs 13,2 % 13,5 % - 14 positions
Building and constiction 9,1 % 95%  + 30 positions
Services (personal, business and technical) 7,5 % 8,4 % + 23 positions
Hotels and restaurants 7,4 % 6,9 % -28 positions
Teaching 6,5 % 6,1 % -27 positions
Transport and storage 6,1 % 5,7% -29 positions
Agriculture, forestry and fishing 6,2 % 51 % - 40 positions
Public administration 3,6% 4.5 % + 21 positions
Information, communication, financing and insuran 3,0 % 29% -10 positions
Electricity, water and renovation and others 1,6 % 1,5% + 16 positions

Table4 Rgros: Employment by industry. Percentage of people distributed into the different industries. Statistics from
Rarosregionen Neeringshage AS 30.09.2013.

5.1.3 High number of businesses started or attracted

The numbepf companies started in an area can indicate entrepreneurship though they might
not all be sustainable. Only time will show if they can survive. The number is therefore used
as an indicator for entrepreneurship and motivation to stay in the area andithatewWocal
resources to create your own employment, which is positive for the overall abdab

indicates how many companies have been started or attracted to the region both in Rgros and

Holtalen, a bordenig municipality.

Municipality 2010 2011 2012 2013 (per 30.09.13
Rgros 65 50 53 41
Total number of stock companies 27 15 20 13
Holtalen 10 17 17 12
Total number of stock companies 3 3 7 8

Table5 Total number of new enterprise® Raros and Holtalen, except municipal administration and primary industry.
Statistics from Rgrosregionen Neeringshage AS 30.09.2013.

Compared to Holtalen it is much more likely that people either create their own employment

or attract companies from oids to the area.

5.1.4 Employment and unemployment

Table6 shows the amount of people who are unemployed both in percentage of the population
and total amount for the last three years. It also compares Raros to Holtalen, a neighbourin

municipality, and the national average.
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Municipality 2010 2011 2012 2013

Rgros : number of totally unemployed 54 45 51 49
Unemployed young people (£3) 18 13 17 14
Percentage of unemployed of the population 1,8 % 1.5% 1,7 % 1,7%
Holtalen : number of totally unemployed 28 22 16 23
Unemployed young people () 6 4 3 4
Percentage of unemployed of the population 2,7 % 2,1 % 1.5% 2,3%
Norway in percentage 29% 2,7% 25% 26 %

Table6 Unemployment staistics. Statistics from http:/ssb.no.
Traditionally, Rgros have had a very low unemployment rate and this is reflected in the
numbers also these three years. The grapkgurel10andFigurell show the total
unemployed people from 1971087 and 199@013.

Unemployment 19771987
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Figurel0Unemployment statistics for the five neighbouring municipalities between 1977 and 1$urce
http:// ssb.na

Neeringhagen (2013) points to two different explanations for this; the high number of people

employed in industry and the broad spectre of industries

According to Neeringshagen (2013), it is only Rgros and Tynset that offer more places of
employment compared to the working population of that particular municipality. This means
that people from the surrounding municipalities (Holtalen, Os, Tolga, Tydal and Midtre
Gauldal) commute to these municipalities. Besides MidBauldal, Rgros is the only
municipality which has had a net increase of places of work between 2010 and 2012

(Neeringshagen 2013).
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Figurel1Unemployment statistics for the five neighbouring municipalities between 1990 and 2013. Source
http://ssb.no.

5.1.5 Summary

As shown above, at the time of writing there is only one employer with over 100 employees,
while the highest amount of companies consist ofemiployers. In between there is a broad
range of small and midized employers. The amount of seffiployes can indicate that

people want to stay and that they believe that there exists an economic basis for their
continued livelihood. This is discussed further in the analysis and discussion chapters.

5.2 Landscape, history and development

The second part of ttease description handles timu n i ¢ i [ad$scape, histay and
development from 1644 up until today. As noted in this a p inteoduétien, the description
will be important for one of the propositions in the analysis and the overall discussion in
chapter 7

This part is structured as followinggibchapteb.2.1 describes the landscapebchapteb.2.2
thehistory and city planning arslibchapteb.2.3 describemining, technology and town
development. Recent history is describedubchapteb.2.4and tourism, development and

media insubchapteb.2.5. Ashort summary is presentedsabchapteb.2.6.
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5.2.1 Landscape

The town of Rgros is located two hours by
train southeast of Trondheim, which is the
nearest large city, and a five hours drive
from Oslo. Rgros town is connected to these
places by several daily train connections and
by two daily flights to Oslo. The town lies

about 600 meters above the sea in a flat

mountain terrain. The municipality of Rgros

Hammagls-

has 5623 inhabitants and consists of three

fjell!et

small towns; Rgros, Brekken and Glamos

\\ & l o

Figurel2Map covering the municipality of Rgro®rovided (roros.kommune.no)l.’ h e muni ci pa [0t \
by www.kartiskolen.no.

regional center is the town of Rgros. The
town of Raros is often referred to as Bergstaden (http://roros.kommurfégwk 12 shows

amap covering the municipality of Rgros.

As the town is located in the mountains the summers are short and the winters are long. The
average temperature during wintertimeSs degrees Celsius, spring +0.6 degrees Celsius,
summer is +9.9 degrees Celsiand fall is +2.6 degrees Celsius

(http://yr.no). Late spring snowfall is not uncommon and the latest

and largest snowfall came in May 2010 with 16cm in one night

(Gansmo 2010) . RBros competes for the title
place as the lowest tempeared registered here i50.3, only-1.1 4

degrees behind the coldest temperature ever recorded in Norway

(Aune and Imrie 2010). After the extensive mining, almost no treesigure13Placement of

. . ) . Raros. Provided by
were left and wind from several directions is normal. Destinasjon Rgros.

5.2.2 History and city planning

The bwn of Rgros was founded upon the findings of copper in the surrounding area in 1644.
There was only one farm at the site when the mining started and the area had been used by the
surrounding villages as summer grazing places for their farm aniffedsh@v copper mining

town was located where it is today because of the river, which flows through the town, as it

was essential in the extraction of the copper. The copper mines themselves are located

approximately 13km nortkast of Rgros.
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According to thecopper mining museum the
copper mining, company planned and
executed the building of the town in a genius

manner. As shown iRigurel4 andFigure
15, the town has two maistreets; Kjerkgata
and Bergmannsgata. The town has been
planned and executed in such a way that the
facade, facing the streets, are the main houses
of a small working farm. Through a doorway ==
from the street one arrives in the backyard
which contains a sail barn, a firehouse and .-
couple of stables. Due the climate and the

nature of the company the mining company

g iz i

planned the town so that all of its workers Figurel4The church ad te I| constitutes the most
photographed picture from Rgro$?hoto: Private
would be seHreliant farmers as well as
miners. On the outskirts of the town, the land was tumeéd farmland and each household
had a piece of land to farm. The mining work was done 11 months of the year five days a
week, until 6 days a week became the norm in the 1800s. The last month was spent on
harvesting and other farm work. The mining compgaye people a piece of land and the
building materials they needed in order to build their own little fiamich according to the
museum was a stroke of
genius minds as people
are not likely to walk
away from a farm and

home which is their own.

Tradesme and different
skilled workers such as a
blacksmith, leathergoods

and so on were located in

the bottom of Kjerkgata.

Figurel5Kjerkgata during winter. Photo: Destinasjon Rgros

Kjerkgata, inFigurel5, is the home of Bergstaden Zir, the churckigurel14, which was
built during the glorydays of the mining company. The church has become the iconic
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landmark of Rgros and pictures like these are typical from the area. The church is also

background for many of Arbeidets Retts, logalvspaper, illustrating pictures.

All houses have names and the streets are named after directors, famous local people and

others which keep the past in the present. Inside the small wooden houses, which used to be a

farm, a formal room is located tovelsrthe street, through it is the kitchen and then the room

for the fireplace. Everything is small and | get told that the owners have extended the house
and converted the barn into a part of the house and living space. But for me it looks like this
was theway it always has been. Everything fits and the fagade does not give anything away.

5.2.3 Mining, technology and town development

Owners of the mining company was until thé't@ntury by royal decree responsible for
having schools, church, a poor house addcor in place to look after the inhabitants. These
responsibilities were essential for the granting of the privileges they were given by the
DanishNorwegian crown. That meant that the copper mining company was more than a
company, it was an institutiomhich handled all the social functions a community needed. Its

owners were usually located in Trondheim, Copenhagen or Germany.

Because of the mining industry, technological advances were implemented in several stages.
Like the mining methods of Bessdmgtuse of electricity and railroad. These advances meant
that Rgros founded its own electricity company in 1896 (Nissen 1976), and street lights
became common relatively early compared to others. The railroad came during the second
half of the 1808 centuy (Jernbaneverket). When roads and cars became main stream the
mining company made sure the roads went around the town centre to get a good flow (Nissen
1976). As such, the mining town was a fully functioning-seliant town with all critical

functionsi nt act and the technological standards
known thing that if you needed anything; materials, competence oii tdawsmining

company was the place to findMot just for the town of Rgros but for the wholeaaie

(Informant no.2J. During the 18th century the social responsibilities ceased as municipalities
were establishedrborsnaes and Berg 2014 he institutions created by the mining company

are still intact in Rgros despite several attempts to close aetioate the hospital, school

and other critical functions.
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5.2.4 Recent history industrial history (1900 until today)

During the 2nd world war, the mining company was put under German supervision as copper
is a major component in wartime industrial articliséen 1976)The economy of the

company seems to follow the wars of the world, as production and sales soared during
wartime as the demand for copper dramatically increased. The production of copper over time
is illustrated by the museum as shown belownshm Figure16. During time of low

production the workers needed to rely on other sources of income and in many cases accept a
paycut (Nissen 1976). However, during the second half of thé"i9aury workers strted

to unite and in 1900 the largest worker strike, 9 months, in Norway took place in Rgros
(Jordtveit 2010).

Figure16The production of copper in Rgros. The collage in the background shows a diagram over the copper production

During the 1920s production stopped completely for 4 years and in the 1930s, the mining
company had so much debt that the national authorities recued it from bankruptcy several
times (Nissen 1976). The last 30 years of the copper mining company thetfmodwung

and the company accumulated debts again (Nissen 1976). In 1977 it filed for bankruptcy and

it was dissolved completely in 1978.
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