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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 establishing a ñcontinuous collective effortò as a concept and a 

success factor for rural areas which have enjoyed a stabile population. Moreover, the thesis 

explores how the ñcontinuous collective effortò started and what sustains it over time. 

The thesis uses brand and place branding theory to explore the proposed concept of 

ñcontinuous collective effortò. Having an attractive place brand is suggested as a reason for 

success. The thesis uses a case study approach with a focus on interviews, observations and 

archival records. The case studied is the municipality of Røros that had its cornerstone factory 

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

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

works collectively towards a socially agreed 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 emphasis on shared history and identity. The data also suggests that the municipality 

authoritiesô recent involvement of the inhabitants in a long term plan connects people together 

and strengthens their attachment to the place. The identity and history is reinforced by 

outsidersô view of the place and internal and external institutions function as conservational 

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, stakeholders, 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. This thesis aims at uncover which factors are crucial for a local community to 

survive despite the close-down 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). Thus, it is thought that 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 different places for a wider range 

of reasons than for working in a company. This makes places harder to manage towards a 

goal. Following this, my research investigated what prompts the rise of a collective effort and 

how is it sustained so that a positive place brand can be achieved? 

I have chosen to do an exploratory case study of Røros. The choice was influenced by my 

background in social anthropology, psychology and management. My background influences 

all choices made related to methodology. The main reasons for choosing Røros is their ability 

to change from a copper mining society to a thriving ñculture heavyò local community, which 

attracts thousands of visitors every year, and that they have won awards for their sustainable 

development. Despite the close- down of the mines in 1977, the town is still an industrial area 

with four cornerstone factories. The inspiration to use Røros 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, I found that Røros have had a remarkable low unemployment rate, both 

compared to other rural areas and to the rest of the country, before during and after the close-

down of the mines. In addition, despite several close downs since the copper mining company 

closed down, the number of inhabitants has been, and still is, stabile. I had no personal 

connections to Røros and I 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. However, I have relatives who 
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live in a similar town and who is facing similar challenges today as Røros have a long history 

of dealing with, starting with the close-down of the mines. 

In this introductory chapter the context of the thesis is described in subchapter 1.1 by giving a 

broad picture of the macro environment for smaller places situated in Norway. Subchapter 1.2 

outlines the theoretical background and framework which the dissertation rests upon. 

Subchapter 1.3 contains the research question and main concepts of the dissertation and 

subchapter 1.4 gives outlines the contributions of the conducted study to the field. Subchapter 

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

structured. Subchapter 1.7 includes closing remarks. 

1.1 Dissertation in 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 in the 2000s (Engesæter 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 

keeping rural settlements around the country for a long time (Navarsete 2011). This has meant 

an emphasis on delivering public services to people where they live such as hospitals, mail 

and transportation (Navarsete 2011). It also means that the government has encouraged 

businesses and companies to locate themselves in rural areas through less taxes, support for 

transport and less expenses connected to being an employer (Navarsete 2011). In addition, the 

Norwegian authorities have from the 1800`s and until now consciously built government 

owned factories and service centres in rural regions, such as Norsk Jernverk in Mo i Rana, 

Kongsberg weapon factory (today called Kongsberg Defence Systems), the factories of Hydro 

at Sunndalsøra and Karmøy (Lie 2012), the local offices of NAV and the official auditor 

general of Norway (Navarsete 2011). 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 keep all 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 

serve a larger area (e.g. ñSykehusreformenò from 2001/2002). The police force has been 

organized in to larger 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 
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settlements when the industrialization came and they took the path of centralization. As a 

consequence, only 10% of the population now lives north of Stockholm (Navarsete 2011). 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 labour intensive with mines, ship 

yards and factories refining and fabricating products of wood and metals (Engesæter 2014). 

The rural areas are now facing challenges with factories closing due to profit issues, as 

Norwegian labour has become expensive, or government companies are sold to private 

companies which in turn change production, way of working and/or downsize the workforce 

in order to increase the profit. New types of production, or different production, require a 

skilful, and perhaps different labour force than before and the companies in rural areas are 

struggling with finding qualified personnel. Their struggles are not unique as reports from 

different parts of Norway document the same struggles (Janssen 2010 Virkepluss, Jansson 

2014, Sandvik 2014). Being situated 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 (Sørlie, Aure and Langset 2012).  

Due to the globalization, people 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 (Anholt 2004). This 

includes having more employment opportunities and a wider range of activities in their spare 

time (Sørlie, Aure and Langset 2012). In 2012, 13.3% of the population moved within the 

Norwegian borders and this is the highest number since 1975 (SSB). The age group which 

moves most frequently 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 municipalities 

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 larger towns and cities (Engesæter 

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 businesses, and 
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3) attract investments to the area which can contribute 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 company; it has to attract and retain 

a work force, investors and shareholders. At the same time they have to comply with rules and 

regulations with regards to health, safety and environment, though different terms might be 

used. As highlighted above, they are both in the competitive marketplace for the world`s 

commercial, political, social and cultural transactions (Anholt 2010a). 

The marketplace is defined by the interaction between strangers (Polanyi 1968). The 

interaction is characterized by little trust and the assumption that the other person is only 

thinking of him-/herself and wants to maximize his/her own profits (Polanyi 1968, 

Malinowski 1922). The uncertainty and ambiguity in the market place causes anxiety and 

stress and people seek to reduce the uncertainties (Hogg and 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 partners (Morgan and Hunt 1994, Mysen and Høgvold 

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 categorize the information 

received (Douglas 1966). In a world with an overwhelming amount of messages cues function 

as shorthand for decisions (Braun 2004, Tversky and Kahneman 1974, Hoyer and McInnes 

2010). The cues represent underlying ideas (Bastos and Levy 2012) and the power 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 reciprocity (Mauss 1995, Malinowski 1922). 

Cues related to trustworthiness become essential (Tversky and Kahneman 1974, Hoyer and 

McInnes 2010) and people seek out information about possible partners from whom they 

already trust; friends and family (Granovetter 1985, Brown and Reingen 1987).  

As people seek out information which makes partners trustworthy the literature on marketing 

has become vast (Kotler 2011, Fennis and Strobe 2010). Marketingôs primary aim is to 
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explain the superiority in performance and quality over competitors (Fennis and Strobe 2010). 

The literature tries to define the most successful strategies to market, conduct market analysis 

and positioning products, services and destinations (Kotler 2011, Percy and Rosenbaum-Elliot 

2012). Upon marketing 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 Gertner 2010). The reputation arises from media 

coverage or non-coverage, family and friends experiences or impressions which might or 

might not be representational for the place as a whole (Anholt 2010b, Kotler and Gertner 

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

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 value is a key 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 knowledge 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 co-created idea between two parties, which is a dialogue (de Chernatony and Riley 1998). 

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

more trust the potential customers have towards the groupôs ability to deliver; the more 

influence the brand gains (Aaker 1991, Braun 2004, Kotler and Gertner 2010). Brand differs 

products in that ñA product is something that is made in a factory; a brand is something that is 

bought, by a costumer. A product can be copied by a competitor; a brand is uniqueò (Stephan 

King in Ind 2007, 20) 

The term brand has been used 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 people 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) identifies a key 

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 beans. While a company is filled with 
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employees ï 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. However, places 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 and product brands ñbecause countries and cities aren`t for saleò (Anholt 2010, 

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). None the 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 of constant 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 of authority; 

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 management in general 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 (1997 in Flagestad 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 (Campelo et al 2014). Destinations are experienced by visitors, while a ñsense of 

placeò is the locals understanding of their place (Campelo et al. 2014). The management of a 

place though bears similarities to both destinations and companies. As a result the literature 

on corporate 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 2010), it 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 community able to handle community 

threats.   
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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 customers willing to buy an offer (Bjerke 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 success = f (continuous collective effort) 

From this my research question becomes:  

What prompts the rise of and sustains the collective effort? 

1.4 Contribution 

The study aims to 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. By exploring 

the propositions the study uses time as a dimension and by doing so gives the concept 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 other places 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 benchmark. 

The study is of interest for local government officials, local companies, entrepreneurs and 

inhabitants who wish to enhance their place brand to attract people, investments and 

companies. Additionally the study is interesting for companies who work as consultants in the 

area. 

Even though the study is conducted in Norway, it can be used 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 keeping the rural settlements varies from country 

to country. Norway and Sweden are in these terms the opposite of each other. However, if a 

countryôs politicians are not interested in keeping the rural settlements, the competition 
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between places for people, investments 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 ones of a 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 places can be limited as they provide little basis for 

scientific generalization (Askheim and Grenness 2008, Yin 2009). Recognizing that this is 

current and unexplored issue makes it is appropriate to look at a place which is successful, in 

terms of keeping the unemployment rate low and number of inhabitantsô stabile even though 

close downs of several companies has happened. It may inspire others. Overall, the intention 

is not to create a general framework but to describe what has been working in Røros. As Yin 

(2009) points out ñé case studies, like experiments, are generalizable to theoretical 

propositions and not to populations or universesò (Yin 2009, 15).  

The research design in itself gives some limitations to the study as I did not do a fulltime field 

study over a prolonged period of time. I came and left the field several times and while in-

depth interviews do have advantages, I did not observe the people I interviewed in action. The 

background for my choice has been to complete my dissertation within the timeframe 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 

otherôs actions and talked about the same things. Consequently it is suggested that the 

conclusions made here are relevant.  
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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, which 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 presented in this 

chapter. In chapter 4, the research design chosen is presented. In chapter 5, the context of the 

case is presented. Chapter 6 contains the analyses of the data collected according to the 

concept of continuous collective effort and the propositions made in chapter 2. Chapter 7 

discusses the key findings from the study against the theoretical backdrop. Chapter 8 presents 

areas which need further investigation and the conclusions drawn in this thesis. Figure 1 

illustrates the flow of the thesis. The last chapter is followed by end notes related to chapter 6, 

and a complete overview of literature and attachments. Attachments are structured by 

numbers and by appearance in the dissertation. 

Chapter 8 

Future research and conclusions 

Chapter 7

Discussion of main findings

Chapter 6

Data analysis 

Chapter 5 

The case

Chapter 4 

Research design and methodological approach 

Chapter 3

Theoretical framework

Chapter 2
Outlining of concepts

Chapter 1

Reasons for and purpose of the thesis
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1.7 Closing remarks 

This chapter explained the foundation research by demonstrating 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 ñsense of placeò which is the terminology used for the inhabitants 

feelings around their place. Brand terminology is used for a recipient of information, 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 the uniqueness 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 representing the atmosphere 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 that is man-made to create order 

and predictability in relationships between people and in the establishment of social identities 

(Tuan 1975). Place is a combination of social construction interacting with the physical 

settings (Campelo et al. 2014).The way houses and spaces are used and their building style 

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 expressions can also 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 building blocks in the sense of place: 1. Time, 2. 

Ancestry, 3. Landscape and 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 another (Campleo et 

al. 2014). Sense of place is a permanent state of co-creation 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 often is marketed (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 of visual 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 spare time and how and where 

they work. All parts of the society contribute to the overall ñsense of placeò. 

2.2 Strategic sustainable success 

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

divided into three separate parts; strategy, sustainability and success.  

Strategy 

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

Fjeldstad and Wenstøp 2011). However, Mintzberg (2009) review of ten different schools of 

strategy, shows that strategies are thought of as pattern and plans, position, perspective and a 

ploy.  

Løwendahl, Fjeldstad and Wenstøp (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 and actions which have a long-term 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 actions which 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 short-term and long-term, and 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); for example corporate philanthropy; corporate social 

responsibility; business ethics and stakeholder theory (Wells 2013), when Howard R. Bowen 

published his book ñSocial Responsibilities of the Businessmanò. The main notion is that 
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ñbusinessmen have always been expected to act according to sanctioned rules of conduct [é] 

Morality is one of the foundations of economic lifeò (Bowen 2013, 13). All later concepts 

have a commonality in analyzing the wider responsibilities of the firm (Carrol 2008, Lee 

2008). After several decades of debates and research, the United Nations formulated a well-

known and accepted definition in the report ñOur common futureò from 1987. The definition 

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 understood in this thesis; ñSustainable development 

seeks to meet the needs and aspirations of the present without compromising the ability to 

meet those of the futureò (WCED 1987 in Wells 2013).  

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 well-being or natural resources for this generation or the ones to come. Practically 

that means that short and long-term goals should be compatible and profit is not the only 

objective. 

Success 

Success is ñthe achievement of something desired, planned or attemptedò (The free 

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, architecture and the people of the place. The ñsense of placeò is tied to 

all of these elements. The success is therefore understood in terms of the ability to create ña 

sense of placeò. Measuring aòsense of placeò can be difficult as it has to do with feelings, 

identity 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. People usually assimilate 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 the elements 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 ñsense of placeò, or positive place brand. The ones used here are: 

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 unemployment 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 ñsense of placeò. The ñsense of placeò will in turn attract people, 

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 attracted or founded, 

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 above ï workers, business 

leaders, owners, founders, local authorities, schools and so on. All these people are the core 

contributors in creating a ñsense of placeò (Campelo et al.2014). One person does not make 

up the whole place, even though one person can have a tremendous impact (Hakala and 

Ozturk 2012). Leaders need followers and together they form a group. Through teamwork 

they work towards the goal of having a positive brand (Bjerke 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 and extent 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 businesses 

- 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 meaningful spare 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, collaborate and are 

willing to put in an extra effort, meaning working without pay or with personal risk, to 

achieve both for themselves and the society. Creating a ñsense of placeò and thereby a 

positive place brand implies an alignment between personal goals and society needs. The 

place brand can therefore be compared to the Parthenon as it is ña product of tens of 

thousands of people working together to create something of lasting value and excellenceò 

(Manville and Ober 2003, 5).  

The teamwork forms the collective efforts 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 decay (Morgan Pritchard and Pride 2010). So in order to have 

success, the collective 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 framework is presented. 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 brand and the 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 in subchapter 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. After a slow start, the concept of brand gained the interest 

among researchers in the second half of the 20
th
 century (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, Bastos and Levy (2012) note that ñin the applied 

arena, brands are now attached to commodities,[é], political parties,[é] people,[é] and 

spheres such as the military, schools, museums, churches and religion itselfò (Bastos and 

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) ñ[é] firms have shown a willingness to pay substantial premiums for brand names 

because the alternative development of new brand names either is not feasible or is too 

costlyò (Aaker 1991, x). 

2) Marketing professionals now believe ñ[é] that more resources should be diverted into 

brand building activities, to develop points of differentiationò (Aaker 1991, x) despite 

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 performance and 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. de Chernatony and Rileyôs review of the brand literature in 

1998 supports Aaker (1991) claims that brands add values beyond the functional need. The 

reason being that the customers add ñnew layers of meaning over and beyond utilitarian 

attributesò (de Chernatony and Riley 1998), which gives 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 abundance over the 

years (de Chernatony and Riley 1998). It therefore makes sense to go back to its original roots 

and explore the concept in 3.1.1. The concept of brand equity is handled in subchapter 3.1.2. 

Upon clarification of these concepts, it is appropriate to look at where the brand comes from 

and how it is worked upon. This is done in subchapter 3.1.3. 

3.1.1 Defining brand  

According to Bastos and Levy (2012) the word brand is closely associated with fire and 

burning, which carries an ñintensity of meaningò (Bastos and Levy 2012, 352), and it has ñé 

strong roots in human motives for power, conquest, and domination as well as many other 

forms of self-expressionò (Bastos and Levy 2012, 350).  

Historically brand,  

[é] starts as a sign, a way of denoting that an object is what 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 denotative 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 animal and ñé because it 

announces identity and has the 

potential for beauty, devotion, and 

distinction, it draws conformity or 

arouses criticism and resistance 

against its dominationò (Bastos and 

Levy 2013, 352). It is the ideas and 

connotations attached to the sign 

which makes it positive or negative 

as they incite beliefs, evoke emotions and prompts behaviours (Kotler and Gertner 2010). 

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

and Levy 2012, Braun 2004). Manville and Oberôs (2003) description of the Parthenon can 

serve as an example. For Manville and Ober (2003), the Parthenon, in Figure 2, functions as a 

physical sign of ancient Greeks power, organizational speed and strength which encompass 

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 literatureï from an actual mark, like trade or propriety 

name, to brand 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:  

[é] the ñbrandò is a multidimensional construct whereby managers augment products or 

services with 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 consumers` needs (de 

Chernatony and Riley 1998, 427).  

de Charnatony and Rileyôs (1998) review supports Bastos and Levyôs (2012) definition and 

refines it by identifying the key stakeholders in brand building; the staff of the company and 

the consumers (de Chernatony 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 

it does and the costumerôs perception of what they actually do ï meaning the experience or 

knowledge with the company (de Chernatony and Riley 1998). The model in Figure 3 shows 

Figure 2 Greek Architecture, Parthenon at Dusk. Photo Credit: Steve 
Allen/Brand X/Corbis 
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how de Chernatony and Riley (1998) conceptualize how brand gains meaning to both 

consumers and staff. 

 

Figure 3 Illustration from de Charnatony and Riley (1998). 

Thus, meaning is constructed in the intersections between companies and customers and 

customers should therefore not be treated as passive 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 an approach to brands, they are co-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 them multi-dimensional (de 

Chernatony and Riley 1998). This dissertation recognizes that customerôs views are important 

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

Following this, a brand is created multi-dimensional by at least two parties; where one party 

tries to 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 located outside 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 project, usually by marketing (de 

Chernatony and Riley 1988, Anholt 2010a, Ind 2007 Bjerke and Ind 2007, Kotler 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  

[é] a set of brand assets and liabilities linked to a brand, its name and symbol, that add to or subtract 

from the value provided by a product or service to a firm and/or that firm`s customer. [é] If a brand`s 

name or symbol should change, some or all of the assets or liabilities could be affected and even lost, 



 

26 
 

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 context (Aaker 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) Name awareness. 

3) Perceived quality. 

4) Brand associations in addition to perceived quality. 

5) Other proprietary brand assets ï patents, trademarks, channel relationships, etc. 

These groups can ñ[é] add or subtract value for customers. They can help the customers 

interpret a process and store huge amount of quantities of information [é]ò (Aaker 1991, 16). 

Brands can also increase the confidence in the purchase decision and ñ[é] enhance 

customers` satisfaction with the use experienceò (Aaker 1991, 16). For a company these 

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 the brand are possible, 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 known for ï 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 trust between 

strangers ï 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 company or product 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 is reliant on the companyôs brand building ability and ability to deliver 

(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 means 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 that 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 whole. Purely 

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 reputation as there 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 and peel away the ultra-British. Amongst 

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

and decorated their tail fins with ñpatterns taken from contemporary, original folk art [é] 

commissioned from artists around the worldò (Hatch and Schultz 2008, 4). The trouble with 

the new visual dress was that the signs were not signs signalling change in deep rooted 

organizational ideas (Hatch and Schultz 2008). The BAôs staff continued to work in the same 

manner as they had always done ï in a very British manner ï 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 experience of 

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 as the experience 

people were having with the airline (Hatch and Schultz 2008). Hatch and Schultz (2008) 

conclude that the ñ[é] missteps led to a failure of such proportions that the BA brand has yet 

to fully recover its lost groundò because old customers left BA in anger over what they had 

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 and strategies (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. Changing the 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 result in a 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 their actions, like Goffman (1992) divides between expression and 

impression. The visual dress is only one part of the experience, while the customerôs 

experiences with the whole organization make up the brand, which makes the job of the brand 

managers broad and less 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 mainstream in 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 2004, Anholt 1998 and 2004). Anholt (2010) - who 

is by many considered the founder of place brand theory - regards place branding as all the 

strategies used to create a coherent positive image about the place in potential customers 

mind. In this understanding it lies 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 brand entails 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 brand, brand 

equity and working with brands above. Subchapter 3.2.1 looks at places as brands as defined 

by Bastos and Levy (2012) and de Chernatony and Riley (1998) and then place brand equity. 

Subchapter 3.2.2 looks at the challenges places have in managing, changing and/or refining 

the brand they have, which are different than company brands. What researchers believe are 

key to developing a place brand is handled in subchapter 3.3. Propositions are handled in 

subchapter 3.4, summary in subchapter 3.5 and final remarks are in subchapter 3.6. 

Arguments in subchapter 3.2.3 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 Pride 2010), export products if place is mentioned in 

advertisements (Anholt 2010 I Morgan 2010) and art and music (Kotler and Gertner I Morgan 

2010). The visual signs, such as slogans, names and architecture are a distillation of an 

abundance of meaning and they are signals of ideas about ownership, hierarchy, its people 

and what they can do (Anholt 2005, Anholt 2010). Hence, according to Bastos and Levys 

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

creates a ñsense of placeò. 

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 advertisements as such. Places 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 reflected in a 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 became mainstream, 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 management 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 people ï like a corporate brand (Anholt 1998) ï 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 Heslop 2002) and the place 

images effect the products coming from these 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, Olins 2002). Products and services from 

places with a powerful positive image seem to have a head start on any competitors due to the 

powerful connotations and attributes attached to place (Anholt 2010, Olins 2002, Morgan, 

Pritchard and Pride 2010). The origin-effect suggest that people are more willing to buy 

products from a place with positive connotations (Olins 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 products, even 

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 downplay the origin if 

they know the origin-effect can subtract value from the product (Olins 2002). As a result, ñ a 

sense of placeò is a part of the products or services made in a place and can be considered 

hard equity (Anholt 2010) as it add or subtract value, like 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 consumers mind, and has a definite shape and form (Anholt I Morgan 2010: 38) which 

according to Anholt reduces places to ñ [é] weak, simplistic, outdated, unfair stereotypes 

[é]ò (Anholt 2010b, 3) as people`s perception is not likely to change. The images of places is 

surprisingly resistant as people resist re-evaluating 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 everyone else does across the globe in 

every place (Anholt 2012). In todayôs busy marketplace environment the image of a place 

becomes a critical factor ï a ñ[é] necessary short cut to an informed buying decisionò 

(Anholt 2010b, 4). This means that:  

places must engage 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 structures to achieve 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 ability is lacking it can be fatal (Anholt I 

Morgan 2010). Furthermore: ñFew people will fall in love with a stranger who kicks of the 

conversation with a long list of his natural advantages, impressive family tree and key 

historical achievementsò (Anholt in Morgan 2010, 36). Places are far more likely to achieve 

success if they build a ñplace brand strategy around the skills, aspirations and culture of its 

population [é] than something cooked up by a team of ministers or PR consultants in closed 

meeting roomsò (Anholt I Morgan 2010, 37). 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 

subchapter underpin the definition of the concept ñcontinuous collective effortò especially the 

point on ñLocal history, traditions and resources are given importanceò, and the 

municipalityôs investments in creating a meaningful spare time. 

3.2.3 Challenges for pla ce 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 held (Bjerke and Ind 2007). To gain a specific 

brand image requires commitment, planning, time, consistent positioning and marketing ï a 

long-term plan and follow through (Morgan Pritchard and Pride 2010, Anholt 2010, Olins 

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

(Anholt I Morgan 2010). In general this is the policy makers, tourist board, transport 

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

ñ[é] extremely complex and [a] highly political activityò (Morgan Pritchard and Pride 2010; 

xxxv), and is what makes it different 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 follow (Olins 2002, 

Anholt 2010b, Morgan Pritchard and Pride 2010, Horlings 2012). Even ñthe tiniest village is 

infinitely more complex, more diverse and less unified than a large corporation, because of 

the different reasons why people are thereò (Anholt 2010b). At the same time, the leadership 

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 dependent on co-operation from the 

individuals who owns them (Horlings 2012). These notions are considered when constructing 

the concept of a ñcontinuous collective effortò as it is a collective effort, not just the 

authorities who are central for the development. All of the points, presented in subchapter 3.2 
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reflect the collectiveness.  Additionally, the arguments are used in the construction of all of 

the propositions presented in subchapter 3.4. 

3.3 What has been suggested that places can do? 

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

techniques such as; myths, language, environments that reinforce loyalties, visual signs, 

policies, alliances and created villains and heroes (Olins 2002). These are the same techniques 

used by companies, as nations and companies deals with the same foundation; people. ñpeople 

are people whether they work in a company or live in a nation and that means that they can be 

motivated and inspired and manipulated in the same way, using the same techniquesò (Olins 

2002; 24). Anholt (2010) oppose the use of such techniques as a simple quick fix in terms of 

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

 A ñ[é] better place brand has to be earned; it cannot be constructed or inventedò (Anholt 

2010d, 11). Borrowing from the corporate world, Bjerke and Ind (2007) suggest how a brand 

can be worked upon through the concept of ñbrand building abilityò. The brand strength 

depends on four driving sources; 1) Leadership, 2) Individuals motivation, 3) Organizational 

culture and 4) Marketing (Bjerke and Ind 2007). Marketing is not thought of as a separate 

department, it is the responsibility of the whole organization (Bjerke 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 equation (Bjerke and Ind 2007). All employees are 

considered marketers and the collective impression they give customers are the brand the 

company as a whole achieves (Bjerke and Ind 2007).That makes the management of the brand 

an internal project, as Anholt (2010) emphasizes 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 and culture 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 

Kotler and Gartnerôs (2010) claim that in creating a place brand all factors which come in to 

play when people are deciding on workplace and/or residential or holiday place 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 that nurturing 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 blocks proposed by Bjerke and Ind (2007) need 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 governmentôs actions. Culture also sets the parameters on what is thinkable 

(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 propositions arise and arguments within these blocks are 

also arguments for the concept of ñcontinuous collective effortò. The propositions are 

summarized in subchapter 3.4. 

3.3.1 Leadership  

A clear understanding of the brand given and the direction of it is the core of Anholtôs (2010a) 

theory of competitive identity. Anholt (2010a) suggests 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. In Goffmans (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 expressions. People are 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 decades in business (Ind 2007).  These two views exemplify the difficulties 

leaders often have ï the 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 stress that a common vision and values that unites the different contributors, 

and bring value to customers, are crucial (Morgan Pritchard and Pride 2010, Anholt 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 (Grønhaug, Hellesøy 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, review taxes, incentives 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 and Ozturks (2013) case study of 

Eskisehir, Turkey, reveals that one manôs vision became the image of the city with a 

consistent focus and work. However, the authors also stress that image could not be achieved 

alone, although the mayors focus and consistency in action did 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 the direction pointed out. The external image has to be 

ñconsistent with the experience, which requires that the internal dimensions be quite carefully 

considered and employedò (de Chernatony and Riley 1998, 435). Anholt (2009) points out 

that working on a particular 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 

(2009) 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 revealed that the mayorôs reason for wanting to obtain this vision 

was about the place itself and good living for its people. The study gives support to Anholts 

claim that place branding is ñabout people, purpose and reputation, not about moneyò (Anholt 

2005, 119). It is about a critical want to do something for its people in the long-term 

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 itself. The 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 setting in groups where ñgroup norms embody clear 
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group goals for performance and production, group members work harder and are more 

satisfiedò (Hogg and Vaughan 2005). It is the symbiosis between the leader and the group 

members which is important. That is also why people and leadership are in the core of the 

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

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

support the concept of ñcontinuous collective effortò. 

3.3.1.1 Who are the local leaders? 

A leader is a person who coordinates group efforts towards a goal and often functions as an 

example to follow (Grønhaug, Hellesøy and Kaufman 2008). In many cases there is a divide 

between the formal and informal leaders (Grønhaug, Hellesøy and Kaufman 2008). In the 

business context a formal leader is a person who has the authority to make decisions on behalf 

of a group of people ï big or small, while an informal leader can be people who serve as an 

inspiration to others and which they want to follow (Grønhaug, Hellesøy and Kaufman 2008). 

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

take decisions effectively (Grønhaug, Hellesøy and Kaufman 2008).  

For a local society, the elected leaders of the place have a significant influence over the 

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, which means 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 up with the entire ñsense of the placeò which 

means policies, infrastructure, layout of town, visual presentation and so on ï things 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 are to make 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 previous and current subchapters: 

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

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

visionary work. 

The arguments presented in subchapter 3.2.4 also underpin all of the indicators of collective 

effort as it is both authorities and other forces and people who are 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 

 ñMotivation is a process that influences the direction, persistence, and vigour of goal-oriented 

behaviourò (Passer and Smith 2004, 327). The influences can be biological, psychological and 

environmental, or a combination, (Passer and Smith 2004) and therefore, psychologist have 

multiple approaches to the study of motivation. Some of these are instincts (Atkinson 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 (Chartrand and Bargh 2002, Maslow 

1954). Even though Maslowôs hierarchy largely have been dismissed, psychologists still 

recognizes hunger, sex, desire to affiliate and desire to achieve as basic powerful human 

drives (Passer and Smith 2004). In this setting, desire to affiliate 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 important.  

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 need can be both 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 identity; a social identity and a 

personal identity. The social identity is ña set of attributes shared with others and contrasted 

with a specific outgroup or with outgroups in general ñ(Hogg and Vaughan 2005, 125), and 

that relationship wise there is a set of attributes ñspecifying the relationship between self as an 

ingroup member and specific others as ingroup or outgroup membersò (Hogg and Vaughan 

2005, 125). Personal identity is defined as a ñset of attributes unique to self and contrasted 
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with specific other individuals or with other individuals in generalò (Hogg and Vaughan 2005, 

125) and the relationship attributes are defined as a ñset of attributes specifying the 

relationship between self as a unique individual and others as individualsò (Hogg and 

Vaughan 2005, 125). At any given time we have as many social identities as the groups a 

person feels he/she belongs to. The social identity can be very important for a personôs entire 

self-concept, which governs how a person behaves (Hogg and Vaughan 2005).  A social 

identity relies on the ñself-categorization and on people`s motivation to make sense of and 

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

themselves ñ(Hogg and Vaughan 2005, 129). A categorization of others are based on a limited 

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). 

Further, Hogg and Vaughan note that ñpeople join groups to get things done that they cannot 

do on their ownò (Hogg and Vaughan 2005, 310). Horlings (2012) seems to have touched on 

both of the points about the need to affiliate and the social identity when suggesting that a 

ñshared sense of urgencyò is necessary in order for people to start cooperating in a place. The 

ñshared sense of urgencyò is taken in as propositions. Further it is suggested that a close down 

in a rural area prompts the ñshared sense of urgencyò as a number of people lose their place of 

work at the same time. Losing oneôs place of work is considered a major negative stressor 

(Passer and Smith 2004) and in being in small place the options for a new place of work are 

less than in a city. Two propositions derive from these thoughts: 

1) Close down of the cornerstone company creates a ñshared sense of urgencyò.  

2) The knowledge of a possible close down creates a ñshared sense of urgencyò. 

Additionally, the line of thoughts underpins the concept of ñcontinuous collective effortò as 

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 psychologists thought that employeesô motivations were 

entirely about money (Taylor 1911) and based on this assumption tylorism became fordism ï 

symbolized by the mass production lines, specialized workers performing only one operation 

and emphasis on the optimal ways 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 

feel mastery 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 and decreased their 

absenteeism (Wexley, 1984), 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 has given rise to 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 country issue 

(Chambers 1997). However, seeing that industrialized countries now are experiencing rural 

decay due to the mass-move of people to the cities, it can be suggested that industrialized 

countries also can learn from the approach developing countries have towards their own 

development. Most rural development programs have been driven with a top-down approach, 

meaning that programs are run by national governments, regional authorities, NGOs and so 

on, and they are forced upon the locals and this has not yielded the expected results (Singh 

2001). As a reaction to this, the bottom-up 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 development can 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 oneôs own future has been claimed to be a powerful factor in creating 

belonging (Passer and Smith 2008). Parallels 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 ñharness the inner forces of peopleò which Gilmore 

(2010) has pointed to as important in place branding. In that line of thought and considering 

that the municipality is the legitimate leaders, it is proposed that 

3) The municipality authoritiesô involvement of inhabitants sustains the collective 

effort.   

3.3.3 Culture/ norms  

ñNorms are shared beliefs about what is the appropriate conduct for a group member: they are 

both descriptive (ñisò statements) and prescriptive (ñoughtò statements)ò (Hogg and Vaughan 

2005, 300). The norms account for the uniformity found in behaviour across group members. 
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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 MacInnes 

2008). All of these markers shape the community as it is a group of 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 enforced by legislations 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 to take ï they are a frame of reference 

(Hogg and Vaughan 2005). ñIt is as if the group is carried in the head of the individual in the 

form of a normò (Hogg and Vaughan 2005). In that sense, normal and moral codexes are 

relative and defined by the society one grows up in. It gives sense to the old expression ñit 

takes a village to raise a childò.   The expression of such norms can take form as a particular 

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 both in terms 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 social contract 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 reciprocity. The 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 devalued by the 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 

the value of the gift received leads to escalating gifts, a ñpotlatchò (Mauss 1995). People do 

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 theory 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 ready to spend time 

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 on a general 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 knows impact the resources available in a start-up phase 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 become salient 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 

collective 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 description of the place 

and its development can be found in chapter 5, and first part of the analysis, chapter 6, which 

handles the concept of continuous collective effort. 

In the following subchapter the propositions are summarized.  

3.4 Propositions 

The research questions guide the research designs, though they do not point to what should be 

studied (Yin 2009). Propositions ñé direct attention to something that should be examined 

within the scope of the studyò (Yin 2009, 28). They are initial assumptions about the area of 

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 sustained. The propositions are summarized 

below: 
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What prompted it: 

1. Close down of the cornerstone company creates a ñshared sense of urgencyò.  

2. The knowledge of a possible close down creates a ñshared sense of urgency.ò 

3. A collective effort is rooted in history and identity. 

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 authorityôs involvement of the inhabitants sustains the collective 

efforts. 

The propositions are analyzed in chapter 6 and the findings in chapter 7.  

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 on what a place 

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 argued that place 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 people, and leaders in both areas have used branding techniques to influence the 

outsidersô perception of them. The difference between the companies and places is the total 

amount of internal stakeholders which is present in a place and the wealth of reasons they are 

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 rules and regulations. 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, which  again 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 a ñshared sense of urgencyò is needed to get people to pull together in 
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the same direction. An assumption made is that close downs of companies can create this 

ñshared sense of urgencyò and thereby give rise to the collective effort, although a shared 

history and identity can yield the 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 habitants. 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 chapter has accounted for the theoretical foundation for the propositions presented. The 

theory also functions as arguments for the concept of ñcontinuous collective effortò. 

The next chapter accounts for the research design and methodology used in order to collect 

the data. Analysis of the data is conducted in chapter 6 and the findings are discussed in 

chapter 7. 
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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 research question. 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 in Figure 4: 

 

Figure 4 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. The reasons for my choice of research design are found below in 

subchapter 4.2. Subchapter 4.3 presents how case study is understood in this thesis. In 

subchapter 4.4 the research methods chosen are presented. In subchapter 4.5 the ethical 

considerations are presented. Subchapter 4.6 is about how the different findings were 

analyzed from the field work in this thesis, and concluding remarks will follow in subchapter 

4.7. Even though research quality has its own subchapter, the concepts of generalization, 

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 choosing which 

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 understanding a real-life phenomenon that involves personal 

experiences, emotions, thoughts and motivations, so-called ñlife ï worldsò, which require a 

more in-depth consideration than a quantitative analysis can yield (Berg and Lune 2012, 

Askheim and Grenness 2008, Yin 2009, Creswell 2013), a qualitative inquiry seems to be the 

right path to follow. Yin (2009) categorizes the research questions based ñwhoò, ñwhatò, 

ñwhereò, ñhowò and ñwhyò questions. The research questions are of the category 

ñhowò/òwhyò and are therefore more 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 past and are 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 historical 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 observations 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 interviews. Additionally, case study 

is considered appropriate when the information from the data collection can add to existing 

theory (Askheim and Grenness 2008). 

In sum, Yin (2009) claims that a case study has a distinct advantage when ña `how` or `why` 

question is being asked about a contemporary set of events, over which the researcher has 

little or no controlò (Yin 2009, 13). As the research questions fall into these categories, the 

research design chosen is a case study. 

4.3 Research strategy- case study 

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

¶ Investigate a contemporary phenomenon in depth and within its real-life context, 

especially when 

¶ The boundaries between phenomenon and context are not clearly evident 

¶ Copes with the technically distinctive situation in which there will be many more 

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

triangulating fashion, and as a result 

¶ Benefits from the prior 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 history of the place 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 do and have done in the past to get to where they are 

today.    

Some researchers distinguish between single- and multiple- case studies (Yin 2009). 

However, Yin (2009) does not make this distinction because regardless of the number of 

cases, they are all to be approached in the same manner.  

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

design of case studies; 

1. A study`s questions; 

2. Its propositions, if any; 

3. Its unit(s) of analysis; 

4. The logic linking the data to the propositions; and 

5. The criteria for interpreting the findings 

(Yin 2009, 27) 

The research question has been presented in subchapter 1.3 , propositions in  subchapter 3.4 

and unit(s) of analysis in chapter 5. In addition, as described earlier, qualitative methods have 

an advantage over quantitative when it comes to real-life phenomenon 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 the quality of the research. 

The quality of research is often thought of in three questions; do my findings apply to 

elsewhere as well? Did I measure or study what I said I would study? Can other people do the 

same study and get the same results as me? The first 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 that when doing fieldwork the researcher is never objective 

and the researcherôs behavior and presence 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 subjectivity 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 is still 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 measures 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 taped and most of them transcribed by the author. 

5) Full transcripts were used in the analysis. 

6) Set interview guides according to categories enabled comparisons. 

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 replications in experiments. 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 cases. As such 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 is about 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 chapter, subchapter 4.4.4, deals with how I approached the field and how I was 

received as a young, female researcher. Throughout the research, this point has been in mind 

of the author, leading to a subchapter on the topic in this thesis. Notes and pictures have been 

taken throughout the research period accurately describe what has been 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 places were visited to obtain 

observational data, so that the readers can follow the footsteps in the research process and 

decide for themselves if the conclusions are reliable.      

4.4 Research methods 

In order to examine what prompted the rise of the collective effort and how it was managed 

from the beginning until today, in-depth interviews of key people involved in the 

development of Røros was conducted as 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 på Sta`a and the information meeting and performance of 

Elden. These events were observed as I have been told that the volunteer spirit is high in 

Røros and I wanted to experience it. These elements are included as observations as I 

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

Observational notes were taken throughout my time in Røros and I spent considerable time in 

cafes trying out local food and observing daily life of the inhabitants. The reasons for this 

were that informants told me that Røros is an urban town that it is normal and a part of daily 

life in Røros. In doing so, I followed Stoller (1989) who emphasizes that the only way to 

connect to the world is through the body and 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 as triangulation (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 I have chosen these methods.  
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In total I went to Røros 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 I am as a researcher and on the ethical issues connected to the study. Subchapter 

4.4.1 contains how, who, when and why the interviews were conducted and who and why the 

informants were chosen. Subchapter 4.4.2 outlines how, why and where I conducted 

observations and had different conversations, while subchapter 4.4.3 deals with the archival 

records studied. Subchapter 4.4.4 presents how I perceive the field and my presence in it.  

4.4.1 Interviews  

The interviews have been semi-structured as questions have been prepared before the 

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

guide served as a checklist for the interviewer, which is in accordance with Askheim and 

Grenness (2008). The follow-up questions, known as probing, are typical for in-depth 

interviews (Askheim and Grenness 2008, Bailey 2007). The questions were mostly ñwhatò 

and ñhowò questions which gave rich answers, consistent with Bailey`s (2007) claim.  

The semi-structuring also ensures that the informants to a certain degree are asked the same 

questions, which eases the analysis as it makes the answers somewhat comparable (Bailey 

2007). The interview guide follows the curve proposed by McCracken in ñThe Long 

Interviewò (1988), meaning easier questions in the beginning and end, and harder in the 

middle of the interview. However, as the interviews were semi-structured they changed 

during the course of the interviews. Although certain questions were spared until the end so 

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

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

in an interview. 

The interviews were conducted in the informantsô home, office or at a local cafe, depending 

on their preference, which enhances the probability of the informants feeling relaxed 

(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 one informant refused to be recorded. For the informant who was 

uncomfortable by being taped, I took notes during the interview and directly after wrote a 

summary of the notes and my own recollection. When possible two interviews were booked 

per day ï not more in order for the researcher to be fully present and concentrated on the 

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

days had more than two interviews and some days 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 adapted from 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 and English 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). 

4.4.1.1  Informants  

The selection 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 in Røros have 

worked together over the years in a collective effort to build places to work in the town 

without loosing ñthe sense of placeò or its soul and time set for this study, it seems 

appropriate to look at the leaders of government and companies. Two groups of informants 

have been chosen;  

1) The mayors that led the municipality from 1970 until today, and 

2) a sample of company entrepreneurs started up after 1977 as well as daily 

managers of significant employers.   

The mayors are people voted in to office and therefore 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 Hakala 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 informants is companies that create places to work. As described later, 

there is a multitude of places to work in Røros municipality, and for convenience I have 

chosen to focus on Røros Bergstaden, the main town of Røros municipality. The companies in 

Røros (Bergstaden) range from restaurants, accountants, dentists, technological companies, 
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industrial companies, hotels and more. I 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 than its founders. 

Furthermore, in order to provide a historical developmental perspective I 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 into account most areas of business, 

companies in various industries have been contacted. 

In total I have interviewed three daily managers of significant employers and four start-up 

companies. 

In addition, I have interviewed people who can be considered to be essential in 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 this is six 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, I took notes and immediately afterwards wrote 

down the key points from my recollection. 

In total I 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 Røros in 

general. 

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

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

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

informants who all are assumed to provide rich information about the topic, so-called 

ñpurposeful samplingò (Bailey 2007). In addition, I have tried to go beyond the words by 

supplementing with observational notes. I do not have any key informants, according to 

Fangen (2004), as everyone was interviewed once and their opinions are valued the same 

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

and talked to. 

4.4.2  Observations and conversations  

Observation started the minute I got off the train the first time and the observation brought 

back memories I 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 (2004), and these techniques were 

implemented. Fangen (2004) also claims that written notes are better than mental notes as 

memories can fade and details disappear. Hence a choice was made to take notes and 

photographs of buildings, streets and events so I could revisit my experiences at a later stage. 

Together with the observational notes, I 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 I had while in the field, as I knew the local food in Rørøs is known outside 

the municipal borders and has grown considerable in size the last 10 years. Therefore I 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 season, I talked to 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.  

Upon reading Fangen`s (2004) chapter on observation, I let go of the theoretical framework 

when I entered the field. I used all my senses, although the interview guide and the research 

questions did color my observations. In doing so, the theory did not constrain me but it did 

influence how and what was observed. In the data collection period, I attended two local 

cultural events in order to gain a better perspective of life in Røros and these events are 

described below. 

4.4.2.1  Local events 

Røros arranges a number of local events throughout the year and several of them are 

completely dependent on voluntary work. I went to two of these events as I wanted to see the 

magnitude and scale of these events and talk to people about their motivation to volunteer 

their time and effort. 
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4.4.2.2 Elden 

One of the local events arranged every year is Elden, an out-door theatrical reenactment of a Swedish 

invasion of Norway in the 18th century. The performance takes place in Slegghaugene, among piles of 

residue the copper extraction, and is being performed for the 15th time in 2014 (Stiftelsen Elden). 

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 security and car parking 

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 end of July and the 

beginning of August. At 

the information meeting I 

went to in May, I spoke 

with several people about 

their motivation to 

volunteer. The people I 

spoke with were informed about my thesis but did not sign a consent form and their answers 

were not taped, only written down afterwards. I also went to the actual performance in 

August.  

4.4.2.3 Stas på Sta`a 

The second event I attended, ñStas p¬ Sta`aò, is a local event for the companies that are a part 

of Røros Handelsstand. It is mainly a fashion show were the clothing stores can present their 

new merchandise. However, other groups such as the 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 local, in 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 (as shown in Figure 6). Other partners of Røros 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 fashion show. They offered tastings of new products, 

Figure 5 (Foto: Svein Eggan/Elden-roros.no) 
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free samples of lotions and 

crèmes and discounts in their 

stores. All in all, the event lasted 

for three hours. The general 

atmosphere was good and people 

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 

night I was there, the room was 

packed to its maximum capacity. 

4.4.3 Archival records      

There is one public library in Røros and the staff was very helpful with books and 

newspapers. I went through several of the historical books written by the copper company as 

well as newspapers from the 1920s, 1930s and 1976-1980. I concentrated on ñArbeidets Rettò 

which is one of two local newspapers, though this is the one that comes out 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 1996). The aim of qualitative studies is thus not to eliminate the researcher but to 

understand that the researcher is subjective and use the subjectivity productively (Maxwell 

1996).  

As the researcher is never 

objective, I take this 

opportunity to write about how 

I experienced the data 

collection period as this can 

shed some light on how I 

obtained the data I did and who 

I am as a research instrument. 

Figure 6 (Foto: Guril Bergersen/Arbeidets rett) 

Figure 7 (Foto: Guril Bergersen/Arbeidets rett) 



 

54 
 

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

trustworthy or not and if they believe the conclusions can be confirmed (Fangen 2004).  

The people I 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 have declined 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 does not always 

choose the informants, they somehow choose you. My overall impression is that the people of 

Røros 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 did not feel entirely competent to answer my questions and 

pointed to the museum as the best source of information. However, after some reassuring that 

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

All of the people who were interviewed were older than me as they were more than 40 years 

of age.  This is a comfortable situation as I laps into a student- teacher relationship.  I have not 

sensed any issues with my gender or age.  

Most of my informants asked me if I had family in Røros or what my connection to Røros 

was. I find the fact that I am not from Røros an advantage to my thesis as I could be a neutral 

confidant.  Since I am a Norwegian and a native speaker myself, language was not a barrier, 

and due to my openness and nature of the study, I 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 Røros is not hidden and with the mayors as one of my informant groups, 

special care 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 

Røros is a small town some people might recognize opinions or expressions. In order 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 studies should 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 

translate the quotes into 

English because this 

dissertation is written in 

English. However, the 

passages are in Norwegian 

in the end-notes, though this 

is not the way most people 

in Røros speak as they talk 

dialect. What the informants 

say is therefore already to a certain degree interpreted and identity is to certain degree 

concealed. 

Several people have asked me who else are part of the study is, but have understood that I 

could not reveal this. Despite this, as locals in a small town, chances are that some people will 

recognize each other and as a result full anonymity is not possible. Fangen (2004) sites the 

ethical guidelines for researchers saying that the self-worth 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 may see the situation 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 been disclosed 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 

ñThe process of data collection, data analysis, and report writing are not distinct steps in the 

process ï they are interrelated and often go on simultaneously in the research project 

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

in Røros, lasted throughout the data collection period, during the transcribing phase, the more 

focused analysis and write up of the dissertation. Creswell (2013) illustrates this with a spiral 

Figure 8 Creswell (2013) illustration of the process of data collection, data 
analysis and report writing. 
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depicted in Figure 8. The spiral represents the circles the analysis goes in, rather 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 and arrange them in 

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 interviews, I transcribed 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 newspaper 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, I 

started reading the material I had over and over again, adding labels and memos to what I 

read, arranging the data into smaller segments (Bailey 2007). ñThese memos are short 

phrases, ideas, or key concepts that occur to the readerò (Creswell 2013, 183). Bailey (2007) 

describes memoing as ñmemos to oneself regarding insights one derives from coding and 

reflecting on the dataò (Bailey 2007, 133). My transcribed interviews got splashed with colors 

as I added labels. However, I have used memoing throughout the field work and the analyzing 

of data as I 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, classifying and coding the data (Creswell 2013). ñData 

reduction, simplification, lies at the heart of codingò (Bailey 2007, 127). In this thesis, I have 

chosen to code my interviews and observations, while the archival records and the other 

supplements have not been coded in such 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 started to emerge. 

Through grouping smaller items under a larger label (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 vertically. This phase means that I move from the informantsô perspective 

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, I make interpretations 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, I follow what Fangen (2004) considers being the best way to get 

good interpretations. It adds and goes beyond the informantsô information but confirmation 

from the participants is still possible (Fangen 2004).    

4.7 Concluding remarks 

In this chapter I have accounted for my research design, 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 gives in-depth knowledge on a single 

community and the study is meant as inspiration 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 the analysis 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 Røros against the strategically sustainable success criteria presented in 

the introduction chapter, and  

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

The first part, subchapter 5.1, describes how Røros fits the criteria set for being successful in 

order to support the claim that Røros provides a good case for the study in this thesis. The 

second part, subchapter 5.2, has been given special attention to the context which is important 

in a case study, and because the structural framework influences 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 identity, and (as noted 

in subchapter 2.2) defining and 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 Røros municipality with a specific focus on Røros (the town 

also known as Bergstaden). The reason behind this is that Rßros is the municipalityôs 

powerhouse as the administrative centre and all major 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, during 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 with each of their own summaries, subchapter 5.1.5 and subchapter 

5.2.6. The whole chapter is summarized and closing remarks are made in subchapter 5.3.  

5.1 Success criteria 

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

1) An increase in population. 

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 taken from SSB and ñRßrosregionens NÞringshage ASò (The 

business park of the region of Røros), which has made statistics for themselves with SSB as 

the source.  

5.1.1 Population growth  

Table 1 shows the development over the last decade, where the people came from ï migration 

and number of babies born ï and the overall development.  

 
Birth  Net Sum population  Population   

Year surplus migration development  per 31.12.2013 

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 last 5 years -101 121 20   
Table 1 The table shows the birth surplus, net migration and population development for Røros. Statistics from 
Rørosregionen Næringshage AS 2013. 

The municipality of Røros has published the numbers of the population for each decade since 

the 1950s in Næringsplan 2012-2022. The numbers are depicted in Figure 9. 

It seems fair to say that the overall number of inhabitants has remained stable in the decades 

after the mines 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 considered by 

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 Rørosregionen Næringshage 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 decrease in 

their population over the last 10 years. The exception is Midtre-Gauldal. This can be 

explained by its proximity to Trondheim. It has become a popular municipality to live in 

while working in Trondheim (Rørosregionen Næringshage AS 2013 yearly report).   

 

Figure 9 The population of Røros 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 themselves. Table 2 shows the total number of companies present in Røros and 

Holtålen and the development from 2010-2013.  

Municipality  Total number of companies 

Development in companies 

2010-2013 

Røros 737 companies employed 3342 people + 36 

Holtålen 260 companies employed 678 people +5 

Table 2 The table shows the number of companies present I Røros and Holtålen from 2010-2013. Statistics from 
Rørosregionen Næringshage AS 30.09.2013. 

Compared to Holtålen Røros 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. Table 3 shows how many companies employ a certain amount of people.  
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Table 3 shows that the largest group of companies only employee one person in both Hotlålen 

and Røros, though Røros has more than double the amount of self-employed people compared 

to Holtålen. There is only one company with over a 100 employees, which means that most of 

the businesses present are small or mid size. In Holtålen 94% and in Røros 88.5% of the 

businesses employ 9 or less people. The statistics does not include the municipal 

administration or units which are paid by the municipality. 

   

Røros Holtålen 

Total number of companies   737 260 

Companies w/more than 100 employees 1 0 

Companies w/between 50-99 employees 12 1 

Companies w/between20-49 employees 21 4 

Companies w/between 10-19 employees 51 9 

Companies w/between 5-9 employees 72 21 

Companies w/less than 5 employees 171 75 

Companies w/ no employees (ex. self-employment only) 409 150 

Table 3 Company sizes in Røros and Holtålen municipality. Statistics from Rørosregionen Næringshage AS 30.09.2013. 

The companies are distributed in the industries mentioned in Table 4. According to 

ñRørosregionen NÞringshagenò (2013), these numbers do not correspond to the population in 

the municipality due to widespread commuting between the neighbouring municipalities. 

Table 4 shows that industry, commodity trading and construction are the main industries in 

Røros besides health and social services. It also shows the nature of the industrial industry ï 

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 continue to be 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 100 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 (Rørosregionens Næringshage). In comparison, Holtålen has only 14 

companies which are larger than 10 employees. 

  
2010 2012 

Change 

(2008-2012) 

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 construction   9,1 % 9,5 % + 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 % 5,1 % - 40 positions 

Public administration   3,6 % 4,5 % + 21 positions 

Information, communication, financing and insurance   3,0 % 2,9 % -10 positions 

Electricity, water and renovation and others   1,6 % 1,5 % + 16 positions 
Table 4 Røros: Employment by industry. Percentage of people distributed into the different industries. Statistics from 
Rørosregionen Næringshage AS 30.09.2013.  

5.1.3 High number of businesses started or attracted  

The number of 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 and work with the local 

resources to create your own employment, which is positive for the overall area. Table 5 

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

Holtålen, a bordering municipality. 

Municipality  2010 2011 2012 2013 (per 30.09.13) 

Røros 65 50 53 41 

Total number of stock companies 27 15 20 13 

Holtålen 10 17 17 12 

Total number of stock companies 3 3 7 8 
Table 5 Total number of new enterprises in Røros and Holtålen, except municipal administration and primary industry. 
Statistics from Rørosregionen Næringshage AS 30.09.2013. 

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

or attract companies from outside to the area.  

5.1.4 Employment and unemployment  

 Table 6 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 Røros to Holtålen, a neighbouring 

municipality, and the national average.  
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Municipality  

 
2010 2011 2012 2013 

Røros : number of totally unemployed 54 45 51 49 

Unemployed young people (15-29) 18 13 17 14 

Percentage of unemployed of the population 1,8 % 1,5 % 1,7 % 1,7 % 

      Holtålen : number of totally unemployed 28 22 16 23 

Unemployed young people (15-29) 6 4 3 4 

Percentage of unemployed of the population 2,7 % 2,1 % 1,5 % 2,3 % 

      Norway in percentage 2,9 % 2,7 % 2,5 % 2,6 % 
Table 6 Unemployment statistics. Statistics from http://ssb.no. 

Traditionally, Røros have had a very low unemployment rate and this is reflected in the 

numbers also these three years. The graphs in Figure 10 and Figure 11 show the total 

unemployed people from 1977-1987 and 1990-2013. 

 

Figure 10 Unemployment statistics for the five neighbouring municipalities between 1977 and 1987. Source 
http:// ssb.no. 

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

employed in industry and the broad spectre of industries.   

According to Næringshagen (2013), it is only Røros 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 (Holtålen, Os, Tolga, Tydal and Midtre ï 

Gauldal) commute to these municipalities. Besides Midtre ïGauldal, Røros is the only 

municipality which has had a net increase of places of work between 2010 and 2012 

(Næringshagen 2013).   
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Figure 11 Unemployment 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 of self-employers.  In between there is a broad 

range of small and mid-sized employers. The amount of self-employers 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 the case description handles the municipalityôs landscape, history and 

development from 1644 up until today. As noted in this chapterôs introduction, 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 following; subchapter 5.2.1 describes the landscape, subchapter 5.2.2 

the history and city planning and subchapter 5.2.3 describes mining, technology and town 

development. Recent history is described in subchapter 5.2.4 and tourism, development and 

media in subchapter 5.2.5. A short summary is presented in subchapter 5.2.6. 
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5.2.1 Landscape   

The town of Røros is located two hours by 

train south-east of Trondheim, which is the 

nearest large city, and a five hours drive 

from Oslo. Røros 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 Røros 

has 5623 inhabitants and consists of three 

small towns; Røros, Brekken and Glåmos 

(roros.kommune.no). The municipalityôs 

regional center is the town of Røros. The 

town of Røros is often referred to as Bergstaden (http://roros.kommune.no). Figure 12 shows 

a map covering the municipality of Røros. 

As the town is located in the mountains the summers are short and the winters are long. The 

average temperature during wintertime is -5.6 degrees Celsius, spring +0.6 degrees Celsius, 

summer is +9.9 degrees Celsius and 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). Rßros competes for the title of Norwayôs coldest 

place as the lowest temperature registered here is -50.3, only -1.1 

degrees behind the coldest temperature ever recorded in Norway 

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

were left and wind from several directions is normal.  

5.2.2 History and city planning  

The town of Røros 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 animals. The new 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 north-east of Røros.  

Figure 12 Map covering the municipality of Røros. Provided 
by www.kartiskolen.no. 

Figure 13 Placement of 
Røros. Provided by 
Destinasjon Røros. 

http://www.kartiskolen.no/
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According to the copper mining museum the 

copper mining, company planned and 

executed the building of the town in a genius 

manner. As shown in Figure 14 and Figure 

15, the town has two main streets; Kjerkgata 

and Bergmannsgata. The town has been 

planned and executed in such a way that the 

façade, 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 small barn, a firehouse and a 

couple of stables. Due the climate and the 

nature of the company the mining company 

planned the town so that all of its workers 

would be self-reliant farmers as well as 

miners. On the outskirts of the town, the land was turned in to 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 company gave people a piece of land and the 

building materials they needed in order to build their own little farm ï which 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. 

Tradesmen and different 

skilled workers such as a 

blacksmith, leathergoods 

and so on were located in 

the bottom of Kjerkgata.  

Kjerkgata, in Figure 15 , is the home of Bergstaden Zir, the church in Figure 14, which was 

built during the glorydays of the mining company. The church has become the iconic 

Figure 14 The church and the bell constitutes the most 
photographed picture from Røros. Photo: Private 

Figure 15 Kjerkgata during winter. Photo: Destinasjon Røros 
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landmark of Røros and pictures like these are typical from the area. The church is also 

background for many of Arbeidets Retts, local newspaper, 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 towards the street, through it is the kitchen and then the room 

for the fireplace. Everything is small and I 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 the way it always has been. Everything fits and the façade does not give anything away. 

5.2.3 Mining, technology and town development  

Owners of the mining company was until the 19
th
 century by royal decree responsible for 

having schools, church, a poor house and a doctor in place to look after the inhabitants. These 

responsibilities were essential for the granting of the privileges they were given by the 

Danish-Norwegian crown. That meant that the copper mining company was more than a 

company, it was an institution which 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 Besser, the use of electricity and railroad. These advances meant 

that Røros 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 1800
th
 century (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 self-reliant town with all critical 

functions intact and the technological standards were high. As one informant put it, ñit was a 

known thing that if you needed anything; materials, competence or tools ï the mining 

company was the place to find it. Not just for the town of Røros but for the whole areaò 

(Informant no.2) 
i
. During the 18th century the social responsibilities ceased as municipalities 

were established (Thorsnæs and Berg 2014). The institutions created by the mining company 

are still intact in Røros despite several attempts to close and/or relocate 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 articles (Nissen 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 below shown in Figure 16. 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 the 1800
th
 century workers started 

to unite and in 1900 the largest worker strike, 9 months, in Norway took place in Røros 

(Jordtveit 2010). 

 

Figure 16 The production of copper in Røros. 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 the production swung 

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

it was dissolved completely in 1978. 




































































































































