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Research	aims

1. How	’local’	is	the	food
experiences offered	at	
coastal destinations	in	
North	Jutland?

2. What are the	key
challenges for	food
tourism development?



Research	methods

• Skagen
• Lønstrup/Løkken
• Blokhus/Hune
• Klitmøller/Nørre	Vorupør

Two	investigations	in	four	coastal	destinations
1. Identification	of	possible	contact	points	

between	tourists	and	local	food	experiences	
(N=	257)	
– local	produce/dishes
– inter/national	products

2. What	do	local	stakeholders	in	food	and	
tourism	see	as	the	main	challenges	(N=40)
– producers
– professional	 users



Number	of	food	contact-points	after	degree	of	
locality,	four	destinations	combined	(N=257)

Result:Broadlythe	same	
’localness’	in	four
destinations
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How	’local’	are the	local food offerings?

Result:Broadlythe	same	
’localness’	in	four
destinations

But	place still	matters:
• Blokhus/Hune:	weaker in	eating

out
• Løkken/Lønstrup:	strong in	self-

catering
• Klitmøller/Nørre	Vorupør:	Very

strong in	self-catering
• Skagen:	typical fish,	local beer
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Percentage	of	food	contact-points	with	local/typical	
food,	four	destinations	combined	(N=257)



Results:
Uneven local food
accessability

Number of	local/typical food contact
points	in	relation	to	local tourism activity
Blokhus/Hune:	N=55
Løkken/Lønstrup:	N=74
Klitmøller/Nørre Vorupør:	N=49
Skagen:	N=79
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Actors:	Central	challenges
Producers Retailers/eateries

Too few	producers Stable	supplies

From	producer	to	seller Finding	producers

Price,	quantity,	delivery Price,	quantity,	delivery

Struggle	with	bureaucracy Food-safety	crucial

Brand	exclusivity Integrate in	other	experiences

For	well-off	tourists?

Varying	benefit	 from/trust	 in	public	projects



Flash-points	 for	local food experiences:
From	farm	shop	to	supplier

“I’ve	also	said	’I	can’t	run	around	and	look	for	what	you	have	on	your	
fields’.	If	you	want	to	sell	something,	you	have	to	open	your	mouth	and	
say	so.	And	they	say	’no,	but	no-one	wants	to	buy	anything’.	No,	
because	nobody	knows	about	it!”	

(Stenbjerg	Kro,	Klitmøller/Nørre	Vorupør)



Flash-points	 for	local food experiences:
From	one to	more	suppliers

”But	that	picture	people	want	to	see	with	some	car	from	a	restaurant	
driving	around.	Just	like	River	Cottage.	Then	they	go	with	him	[supplier]	
in	the	garden...	Unless	I	hire	only	Poles	and	underpay	them	then	it’s	not	
possible”

(Restaurant	Løkken	Badehotel,	Løkken/Lønstrup)



”I	can’t	use	a	whole	cow	today.	We	don’t	sell	neck	and	intestines	and	
shoulder	and	breast	and…	We	sell	minced	meat	and	steaks.	That’s	the	
time	today.	There’s	no	time	to	fizzle	with	it”

(SlagterMunch,	Skagen)

”It’s	not	very	often	when	we	harvest	that	they	can	use	it	[berries].	It	
has	to	be	processed	then.	Like	’Det Gode Køkken’	in	Holstebro,	they	
said	they	won’t	do	it	again	because	they	don’t	have	manpower	to	clean	
them	when	they	can	get	them	ready	frozen	in	bags”

(Thy	Økobær,	Klitmøller/NørreVorupør)

Flash-points	 for	local food experiences:
Supply	&	demand – conflicting interests



Flash-points	 for	local food experiences:
How	exclusive experiences?

”But	I	feel	like	it	can	be	a	bit	of	a	struggle	for	us	in	grocery	shops,	
actually	to	get	a	hold	of	these	producers.	I	don’t	think	they	are	aware	
of	that	they	have	a	great	opportunity	to	increase	their	sales	and	be	
more	visible”	(Dagli’Brugsen,	Blokhus/Hune)

”I	just	think	that	there	has	to	be	some	things	in	
our	concept	which	only	go	to	the	restaurants.	We	
have	to	have	something	that	is	only	ours.	If	you	

can	buy	it	in	Spar	and	it’s	the	same	you	get	when	
you	visit	a	restaurant.	You	don’t	get	an	

experience	then”	
(Restaurant	LøkkenBadehotel,	Løkken/Lønstrup)



Flash-points	 for	local food experiences:
Creating food experiences?	

“Last	year	we	[him	and	local	chef]	were	talking	about	doing	something.	
Dinner	in	the	dunes	we	actually	called	it.	Because	we	have	a	lot	of	
orchids	up	where	the	cows	grass	and	then	we	planned	to	cook	food	in	a	
tent	there	and	run	around	an	look	at	the	flowers.	But	it	kind	of	died	
because	time	run	off	with	us.	But	the	idea	is	still	there.	It	could	be	
exciting	to	mix	with	the	flowers	and	the	cows	around	us	where	we	
would	be	eating.	Then	Uffe [local	chef]	would	make	some	food	with	
herbs	he	had	found	on	the	field	and	apples	and	stuff”

(LophaveHereford,	Løkken/Lønstrup)



Local perspectives
Advantages
• Skagen:	positive	 image,	tourists	

willing	to	pay,	food	is	attraction
• Løkken:	fishing	boats	on	beach,	

own	brewery
• Lønstrup:	Restaurant	 Villa	Vest	

enhances	 overall	image, upcoming	
entrepreneurs

• Blokhus/Hune:	 successful	 summer	
farmers	market,	drop-inn	visitors	
from	main	road,	many	restaurants

• Klitmøller/Nørre Vorupør:	area	
associated	with	quality	products,	
Nationalpark Thy	brand,	strong	
cooperation	 in	Thy

Challenges
• Skagen:	lacking	farmland,	 isolated	

location
• Løkken:	from	party-youngsters	 to	

new	segments,	many	“closed”	
signs,	lacking	gourmet	 restaurant

• Lønstrup:	dead-end	 location,	
scattered	actor	profiles	=	
cooperation	difficult

• Blokhus/Hune:	 competing	
restaurants,	 independent	
producers	=	cooperation	difficult	

• Klitmøller/Nørre Vorupør:	 surfer	
segment	prefer	 cheap-eats,	 split	
interests	 in	Klitmøller



Event	support
Themed routes/dishes

Place	brandingLocal	supply chains
(restaurants	>	retail)

Inspirational networks
Business	 development

Developing food tourism in	North	Jutland



Strategies	focus	on	
Ø Changes	visible	 to	visitors:	branding,	 events,	menus,	 (diversification)
Ø New	temporality	 (outside	main	season)
Ø NOT	localising food	chain

Strategic	differences	 reflect
Ø NOT	degree	of	availability	of	local	food	 (producers,	 retailers)
Ø Alternatives	 to	diversification	 for	small	farmers	(wage	labour)
Ø (National)	preferences	for	particular	policy	instruments	 (networks	vs	grants)

Long-term	 strategic	weakness
Ø Weak	combination	 of	branding	 AND	development	 in	sector-based	governance	 (DK/UK)

Developing food tourism in	North	Jutland


