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1. Background

1.1. Introduction

In several Danish destinatiohguided tours are now provided with more focus tflihg a story”
rather than merely presenting a flow of talk stuldeth historical information. Thus, storytellers
seem to have entered the tourism stage as a supuiémthe more traditional tourist guide by
offering a much more personal form of guidance whmoint of departure is taken in the group of
listeners by delivering stories with an emotiongbeal — dramatic, horrifying or funny stories etc.
with the aim of engaging the audience and trangfggrhistorical and cultural information into a
good story — into an experience. The stories azens®gly told in what appears a classical form of
storytelling, having a teller deliver a story oyalb a group of listeners, and appears to be th& mo
representative way of using storytelling within Bdmtourism.

This is also the case at destinations around trd fiimfjordenwhere a number of different actors
under a common brand “The Tales of Limfjorden” (TL) — tell stories related to local
characteristics. The stories are subdivided in3h®llowing themes: history, nature, craft and
industry, the maritime and temptations, and throtingise stories the listeners are offeredutiique
glimpse into the nature, history and culture of taand of Limfjorden”(Netvaerk Limfjorden, 2009,
p. 2 [own translation, JRKL]). Hence, a case stafiyL is believed to be utterly relevant in order
to shed light on how storytelling is understood anglemented within a Danish tourism context —
what makes a good story, how is it told and in wikay does it differ from a “traditional” guided
tour?

Furthermore, TL stories are in 2009 told for tifes®ason and seem like a well-established tourism
product and consequently the present case study @fill be able to provide annderstanding of
storytelling based on the years of practical exgmees that the actors’ and stakeholders’ have
gained through the application of storytelling éhation to product and destination development.

The TL product is established within a geographérah that stretches in to two political regiohs, i
involves a number of local destinations and furtiee includes many different actors and
stakeholders, and it seems relevant to use a corpnooluct concept such as storytelling in order to
establish a clearly defined framework for joinirgdes in relation to developing tourism within the
area. The product is managed within the framewdr& cooperative network and therefore issues
on the organization and cooperation within the wekwof Limfjorden will be taken into
consideration during this case study.

While Limfjorden is located closely to the coasttbé North Sea and thereby situated next to
tourism dominated areas with a large share of hglltbuses, accounting for a considerable part of
the yearly overnight stays in Denmark, the coastbhthe fiord itself seems to lack major tourist
attractions to encourage more holiday stays. Thpgse of telling stories is to create a product tha

! See”Good Stories in the Land of Light{www.toppenafdanmark.confjThe Culture of Manor Houses”
(www.visitdjursland.comjGode historier i Sghgjlandet{www.visitskanderborg.dkyGhost Walking at Sgnderborg
Castle” (www.visitsonderborg.dk), and guided city walkgiwielling of stories in Ribe (www.visitribe.dk),ibbrg
(wwwe.visitviborg.dk) and Silkeborg (www.visitsilkelng.dk).
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would make people aware of the qualities of Lindgm in order to make them want to move
around the area and at best spend their entirdiondheré and this makes it highly relevant to
study how the concept of storytelling is understaod practised by the individual actor as well as
in the network in general with reference to destomadevelopment.

The distances between the different local desbnatiaround the fiord are highly manageable,
notably by car, and the destinations with lackttfaative tourism accommodations such as holiday
houses may instead endeavour to profit from day-#scursions. At the same time one could
imagine that it would be beneficial for the areaghwa high intensity of holiday cottages to expand
the offerings, i.e. tourist activities and attraos, to make it even more desirable for tourisgssta
In other words, there seems to be a potential fdespread tourism cooperation that includes local
destinations and tourism actors across the entea af Limfjorden in order to create a flow of
tourists between the local destinations, which $egiyis also one of the intentions behind TL:

“Of course, you could choose to go on one or mdréhe tales within the area of your
vacation — but you're also given the opportunityfatbow 5 different routes across the
length and breadth of the entire land of Limfjorde(Netveerk Limfjorden, 2009, p. 2
[Own translation, JRKL])

In that way, storytelling appears as an overalldpod frame that aims at integrating different
destinations and actors across the inlet area angequently at creating the opportunity for the
tourist to experience more of Limfjorden than timited site chosen for a vacation stay. This
makes it highly relevant to investigate whether timmcept is built around single or integrated
stories in order to shed light on whether the pob@mcourages tourists to follow a “route of tales”

Thus, the aim of the present case study is to tigade the understanding and application of
storytelling within the context TL with focus onetloverall development of a storytelling tourist
product and organizational matters in order tomiliate whether TL is instrumental in building
Limfjorden as a destination.

1.2. Method

Preliminary studies were carried out in form of aeting with the coordinator, and desk research
by exploring the product website and promotionahphlet which gave a basic insight into the
network and its product concluding in a backgrodadcription of the Danish case.

The primary research contains 12 in-depth intersiewth stakeholders, actors and storytellers
together with participant observations of 6 stamgagements. Besides considering the aim of the
case description, selection of interviewees as a&lihe observed stories also had to bear in mind
that a widespread geographical coverage had talfikefl in order to gain the acceptance of the
involved tourism partners at the network of Limf§en, which means that the overall picture of the
gathered information reflects an intention of reyerging all local destinations.

Interviews at stakeholder level included the mansge of the network association and the
coordination of TL (i.e. present and former prodogordinators and members of the committee)
together with stakeholders at destination levalr{gh agencies - one from each political region). |

2 Jgrgen Hansen, p. 1
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relation to the particular stories, actors — itee tmanagement of the storytelling company — and
storytellers were interviewed and observations madiee same locations which should provide the
opportunity to compare the actors’ perceptions ik researcher's own experience. Some of the
interviewees furthermore represent several leveisie- of them being member of the committee,
manager of a storytelling location and storyteller.

The stories were selected with reference to coeeadgeach of the 5 themes and pursuing stories
that from its description appeared either charatteror different in some sense. Furthermore,
some of last year’s top stories in terms of nundferisitors were chosen in order to illuminate if
any common characteristics have an effect on @& dif visitors.

Below interviewees are specified by name and odoupan the network is listed together with the
main topics in the interviews. This is followed &Yist of the observed stories.

1.2.1. Interview persons:

Stakeholders— questions both on cooperative and organizatipeedpectives of the network and
about storytelling as a means to generate toutisenunderstanding of storytelling and how it is put
in to practice:

» Gitte Skoubo — product coordinator, vice-presidgrthe network committee

» Jgrgen Hansen, press and communication secretarnef product coordinator and
manager of the network secretariat

» Lars Enevold — Manager of VisitNordjylland, the rwer network secretariat;
Jenny Holm, employee at VisitNordjylland and présassessor at committee meetings in
the network association of Limfjorden.

* Dina Overgaard, Director of Tourism, The TourismeAgy of Lemvig

» Linda Dyrby Pedersen, Employee at the Tourist @ffit Fjerritslev and responsible for TL
on behalf of the Tourism Agencies in Jammerbugt.

e Susanne Overgaard, Member of the executive comamittthe Network of Limfjorden

Actors and storytellers — primarily questions about storytelling; how st understood, practiced
and might be developed further in the future:

* Susanne Overgaard, Head of The Historical MuseuMafsland (Nykgbing Mors) and
storyteller

* Anna Noe Bovin, storyteller at The Monastery of DBolen (The Historical Museum of
Morsland)

» Chresten, Voluntary storyteller at The Museum aehtjorden, Lagstar

» Christian Konge, temporary responsible for the Tdrg at The Museum of Limfjorden,
Lagstar

» Henrik Kjeer Bach, Nature Counselor (The Danish Adstration of Forest and Nature) and
storyteller at Thy National Park.
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» Dan Hansen, storyteller and responsible for thesfty at The Open-air Museum of Hjerl
Hede
* N.H. Lindhart, owner of and storyteller at The yaif Aabybro

1.2.2. Participant observations:

Observation | Story title, actor and number Theme
“The fairytale of an industry;
#L. The Dan)i/;h Museum of Fo)l/mdry (no. 26) Craft and Industry
#2: ‘The (_:ity Heart", : Maritime
' The Historical Museum of Morsland, Nykgbing Mors @2)
43 “A sail through the Channel of Frederic VII” Maritime
' The Museum of Limfjorden, Lagster (no. 21)
44 “The National Park of Thy; Nature
' The Danish Administration of Forest and Nature (fjo.
45 “Hjerl Hede — The nature and ‘rakkere,” History
The Open-air Museum of Hjerl Hede (no. 11)
46 “Cheese, ice cream and butter - grand traditionsha Dairy Temptations
of Aabybro”, The Dairy of Aabybro (no. 30)

The participant observations were carried throwgtoedinary member” of the group of listeners in
order to reduce the disturbance of the researclpresence as much as possible to obtain an
objective impression of especially participant beba For this reason no pictures were taken and
no tape recordings made of the content and fortmefstories which could have been interesting
proofs to investigate story composition, story mdjes and surroundings further. Seeing that the
researcher didn’t match the typical visitor segmamd interviews in some occasions had to be
made before the story arrangement, the storytellere undoubtedly aware of the presence of the
researcher but it is judged that it had no infleean the outcome of the observations.

1.2.3. Secondary information

Additional to the field research, secondary infotiorahave been gathered through desk research in
form of promotional pamphlets (2005 + 2009), théwoek website and a number of internal
documents such as meeting minutes, list of staklen®land content of the TL information portfolio
and product guidelines. Furthermore, internal stia8, in form of the slides presented at the ahnua
evaluation 2008, have been used to estimate théensnof visitors and visitor profile among other
things and access to the 107 questionnaires gdtireg&different story locations during the season
of 2008 has given a minor insight into participaspects not salient from the slides.

Though internal statistics are based on a ratheitdd sample of questionnaires it is believed to
provide some indications on the practical condgiand furthermore, these are the numbers that are
used in the internally evaluation of TL.

1.3. Tourism in the area of “Limfjorden”

The inlet Limfjorden is situated in the northern part of Denmark angasses the island
Vendsyssel-Thy from the rest of the Jutland pen@dti extends from Thyborgn Channel on the
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North Sea to Hals on Kattegat, it's approximate®p kilometres long, and of irregular shape with
several bays, narrowings and islands, most notdblg.

In other words, the surrounding municipalities ahfjorden cover a rather extended area stretching
into the Regions of Northern Jutland and Centrdadd respectively (Fig. 1). Within tourism the
political regions each has its own DMO/isitNordjylland (www.visitnordjylland.com) in the north
andMidtjysk Turismgwww.visitcentraljutland.dk) in the central paftdutland. Naturally a region
hosts numerous local tourism destinations thamnodigual the division of municipalities, which is
also the case within the area of Limfjorden (Fig. 2

Hence, the area is obviously made
up by a variety of destinations and

% | thereof it also has a variety of
: Aalborg tourism possibilities from city-
Thiged o Logster breaks ~and  MICE-tourism,
primarily in the city of Aalborg, to
REGION OF more nature related tourism,
Nykobing ® NORTHERN JUTLAND

notably on the extended stretches
of coast within the area. However,
seeing that holiday cottages and
camping sites are  without
comparison the most dominant

forms of accommodation
(accounting for more than 70% of
Figure 1 Limfjorden and the surrounding regions the total overnight stays),the

natural surroundings — or more
specifically the coast — appear to
be the most salient motive among
tourists for visiting while the cities
accounts for day-trip visits far
more than being the actual centre
of a leisure sta§.

The importance of tourism around
Limfjorden appears to vary from

one location to another. A number
of areas near the coast, notably on
the North Sea, are constituted by
large clusters of holiday cottages
that account for a considerable

Figure 2 Local destinations in the Limfjord area

3 All numbers are based on statistical data fron728008 collected through The Danish StatisticallBan
(www.statistikbanken.dk)

4 Owing to delimitations of the statistical databasese, overnight stays are gathered from theeeptlitical regions
of Northern and Central Jutland and includes leisis well as business travels. This seems to cauten bias; on the
one hand it might indicate that the percentagdagfssin cottages and camping sites, if measureldigixely within
leisure tourism, would be even more significant, dmuthe other hand MICE tourism or hotel stays eibdbreaks are
characterized by a higher expenditure pr. day @mdtdr a more exact count of the importance of touvieuld
obviously have to include an economic perspective.
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share of the total tourist overnight stays — everamational level (see Danmarks Statistik, 2009) —
and as a consequence hereof the nearby surrourappgar to depend on the stay of tourists and/or
second home owners. In the inland areas of Lim§oradn the contrary, tourism doesn’t seem to

have the same importance for the local economyausecit appears to be based more on day-trips
and shorter holiday breaRs.

Domestic tourism makes up for about 50% of all ahrmmvernight stays within the area, while the
foreign markets are mainly represented by neighbguountries with Germany (32,12 %) as the
most dominant followed by Norway (7,15 %), Swed2/3Q %) and the Netherlands (2,34 %). Not
surprisingly, the summer months constitute the ntaurist season, especially July and August,
during which a larger percentage of the tourists fareigners and, despite a significant decrease
during the last years, Germans still account fggraxmately 60% of all holiday cottage rentals.
The rather limited extension of the tourism seaseems to be a natural consequence of the
abovementioned nature based tourism in combinatth the Danish weather conditions.
Nevertheless, national efforts are now being madeoider to extend the season (cf.
www.visitdenmark.com), a tendency that seems toehgwead and also appears in TL, where
stories for the first time are provided during oaél holidays outside the summer season.

Looking at the primary segments within the mairefgn markets, families with children is the most
representative segment among German (47.1 %) amdied@an (58 %) tourists, followed by
couples 40+ travelling without children (44% and.134%6 respectively), whereof the latter is
accentuated as having a increased potential aG#renan market (VisitDenmark. 2009A+B).
Among the domestic tourists, couples travellinghaitt children (unfortunately age doesn’t appear
from the statistics available) are the leading s=gn{31 %) closely followed by families with
children in second place (29 %) (VisitDenmark 20@&)rthermore, the coordinator of TL points to
a geographical difference being that the main taggeup of the inland areas of Limfjorden is the
“empty nesters” while families with children areptpriority on the coast of the North Ska.

Concerning motives, nature, safe and secure déstindriendly population and child friendly
environment are dominant factors for the German Morvegian tourists choosing Denmark as a
holiday destination (VisitDenmark 2009A+B), whileet Danish tourists are mostly concerned with
having fun, spending time with friends and reladivescaping daily routines and recreation,
followed by nature, self-care and good accommodgNbsitDenmark 2008). During a holiday stay
a dominant share of Danish tourists prefer acéigsittuch as taking a walk, visiting museums and
attractions, going to the beach and eating out.

1.4. The Tales of the Limfjord — a presentation of usagand content

Each week during the main season 2009 (end of Janenid August) 34 different story
arrangements are presented by a number of actgrsloeal art and historical museums together
with manor houses and convents/monasteries; pricate manufacturers such as farms, a local
brewery and a small dairy; and nature counsellbisaal reserves and sanctuaries. As mentioned,
this year TL has for the first time launched sterduring national holidays outside the summer
season, i.e. winter, Easter and autumn holidagsp@gh not all 34 stories are available during¢hes
weeks.

® Gitte Skoubo, p. 5
® Gitte Skoubo, p. 6

TRUprogress© 9



The stories are divided into 5 themes
(history, nature, craft and industry, the
— H g maritime and temptations) containing
7 L aamorg | from 4-12 arrangements each. For the
0 SR 10 B Logstor sake of clarity all 34 stories are placed
20| o on a regional map (Fig. 3) and short
R _ presentations, based on the TL
0 2126 [ I promotional material, are presented
: 17 ,ﬁ“‘* below (Table 1).
~ 1 | | |
Those interested in a story just have to
¥ enric 25 B turn op at the announced time and
16/ 7] Skive place — tickets are only sold on the
- B spot and no lower limits of
[ Seruer== participants are requested for the story
to be told, though, upper limits are set
Figure 3 Map of storytelling events in “Tales of tke Limfjord”. in some stories due to capacity.

As it can be seen, the TL arrangements are geogediytspread around Limfjorden, though a clear
concentration of stories is located in the wesfwrt of the area. The stories are based upon local
characteristics from the particular area and etmty arrangement is settled for a specific day and
time during the week where a guide — i.e. storgtel will take the attending tourists for a tour by
foot, car or a sail of 45 minutes to 2.5 hours ofation, depending on the specific story. In other
words, the stories are all told in what could bkedathe “traditional way” of telling a story, i.e.
face-to-face interaction between the storytellat #re participants/tourists, the latter mostly maki
part in the story as passive listeners.

However, some of the stories draw attention toféice that other resources are used as supplement
to the oral telling of a story. One story event.(8&), for example, takes the tourists sailing on
Limfjorden and seemingly adds a means of transpontas part of the story and furthermore this
event was, without comparison, the most populaysto2008, accounting for 20,5 % of all visitors
(Netveerk Limfjorden’s own statistics). However, thigh number of visitors has to be seen in the
light of the fact that this particular story — wdithe rest — is told not once but six times a week
The stories within the category “The Temptationd.ioffjorden”, a taste of the local product, such
as fish and shellfish, beer, ice cream etc., er@eran element of the event — products that in most
cases are offered for sale in own shops — and septatives of this category (no. 31, 34 and 30
respectively) were in fact “tempting” in more thane sense as they also represented some of last
year’s top stories (ibid.).

Yet in other stories the storyteller dresses upras of the main characters in the tale (cf. no. 11)
and another story event intents to activate thadtsuby offering them the opportunity to learn how
to use old fashion fishing tackles (no. 17).

By this a short introduction to product content Heeen made which is mainly based on the
promotional material of TL — a more thoroughly exaation will be presented later (chapter 4).
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NATURE

HISTORY

STORY ARRANGEMENTS AND THEMES 2009

1) The moler | 2) The Fishermen — from
of Mors fiction to reality in Gjgl
The prehistorical secretsThe story takes its points ofTelling about Limfjorden

hidden in the depositing df departure in a novel b

the moler.

Duration: 1 hour.

Actor: The Moler Museum.

religious fishermen.

Duration: 2 hour.

Hans Kirk about the local through time.

Actor: The Nature Centrg¢ Actor:

3) People and Limfjorden
through time

y and the people living ther|

Duration: 1 hour 30 min.

The Limfjord

etrip to tidal meadow ang

4) Sheep and shepherds -
nature nursing at
Gjeller Odde.

Takes the participant on [a

tells about the sheep and
nature caretaking.

Duration: 1 hour.

Actor: Lystbaek Farm — An

of Han Herred. Centre, Doverodder. ecological farm and
restaurant.
Limitations:  Own car
needed.
5) Klosterheden — The| 6) The ford® of Han | 7) The National Park | 8) The Japanese

Beavers has arrived!

The beaver died out i
Denmark 1000 years ago

now it's back and the tourist the

is taken to “beaver land”.

Duration: 1 hour 30 min.

Actor: The Danish
Administration of Forest
and Nature.

Herred - Land
reclamation and bird
life

X
—The guide tells stories abo
former
plans together with the bir

Duration: 1-2 hours.

of Vejlerne.

transportation needed.

reclamation

life that can be experienced.living conditions are told.

Actor: The Nature Centrg

Limitations: Own means of

of Thy

During a 3 kilometres walk
utthrough  the  wilderness
stories about the origin @
dthe landscape and formé

Duration: 1-1.5 hours.
Actor: The Danish
2 Administration of Forest

and Nature.

Limitations: Unqualified if
trouble walking.

f peace. The visit includes
erdrink, coffee and cake.

garden in Struer

Offers a sense experience
,timelessness and inner

[

Duration: 1 hour 30 min.

Actor: The Japanese
Garden.

Limitations : max. 35 pers.

9) The Manor of Staarup:
A walk through 650
years

A walk through the old
manor house and its mari
halls and rooms1. Antique
sold from own shop.

Duration: 1 hour.

Actor: The Manor of
Staarup

10) The Convent of drslev

Tellings about the life in the
yconvent and the changes
shas experienced the last 8
years.

Duration: 1 hour.

Actor: The Convent of

drslev

11) Hjerl Hede -
nature and “rakkere

The
»n 9

2 A walk through the museun
ivvilage and the surroundin
Dhature/moors where storig
are told about the ostracize
“rakkeré.

Duration: 2.5 hours.

Actor: The Open-air]
Museum of Hjerl Hede.

n A walk through the old city
gquarters around the forme

12) Stories from

Dueholm

=

sMonastery of Dueholm in
d\ykabing that offer 4
wealth of good stories.

Duration: 1 hour.

Actor: The  Historical
Museums of Morsland

"“Moler”: A kind of diatomaceous earth found in Deark and used elsewhere as a building materiatfdightness
and heat resistance (Oxford English Dictionary)

8 "Ford”: A tract of shallow water (Oxford Englishi@ionary)
° "Rakkere” — also known as the "night people” — evargroup of people that were considered as outigviise
villagers and during night took care of all thetyliwork for the prize of something to eat and drielg. removing
garbage and dead animals from the villages. Anwgi@ter’s assistant is also known under the nafinalker”.

TRUprogress©
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MARITIME

13) Ertebglle — a trip to a
kitchen midden

The story takes the touris
back to the stone age tellin
about the last hunter- an
collector society in
Denmark and their living
conditions.

Duration: 1 hour.

14) The Manor of Hessel —
A journey back to
the land of agriculture

sThe manor house of Hess
gis a living museum thal
dpresents the way of life i
the country 100 years ago.

Duration: 1 hour.

15) The Monastery of
Testrup — A place of
pilgrimage

elStories about the history @
t the monastery of Testruf
nits church and hospital i
the Middle Ages.

Duration: 1 hour.

16) The Museum of
Religious Art
fThe tale of how the

,museum was founded i
N1 1994 and how the help g
the locals made it a succes

—_ 3

1

Duration: 45 min.

Actor: The Stone Agg Actor: The Manor of| Actor: The Monastery of Actor: The Museum of
Centre of Ertebglle Hessel. Testrup Religious Art
17) The Museum of| 18) Vesthimmerland —| 19) The passage grave of 20) The old provincial
Sallingsund — A real From past till Lundehgj town of Thisted
tale from Limfjorden present

The story of a local
fishermen society and
successful industry

Participants are taught ho
to make a dragnet and cat
shrimps.

Duration: 1 hour.

Tales about the poverty an
afarmer life in the 19
century, the prosperit
wcaused by the railway, an
chihe artist Per Kirkeby.

Duration: 1 hour.

dPre-historical
with point of departure in &
burial mound and the ide
dof death at that time.

Duration: 1 hour.

stories told A city walk with stories

[oN

1 about the town history an
athe famous poet and city
son, J. P. Jacobsen.

Duration: 1 hour.

Actor: The Museum of Actor: The Museum off Actor: The Museum of
Actor: The Museum of Vesthimmerland Thisted Thisted
Sallingsund and environs.
21) The Museum of| 22) The city heart 23) The harbour of Skive| 24) At command of
Limfjorden - A sall — then and now the king

through The Channel
of Frederic VII

A guided tour through thg
channel that opened in 186
and made it possible t
carry heavy goods by shi
to Lagstar.

Duration: 2 hours.

Actor: The Museum of
Limfjorden

Limitations: max 30
persons —  reservatio
recommended.

> The harbour of the islan
pof Nykgbing and a walk
preveals stories full of life.
Duration: 1 hour.

Actor: The Historical
Museum of Morsland.

IMors is the heart of the city of the harbour

d An insight into the history
and it
importance to the city. Th
new and modern facilitie
will also be paid a visit.

Duration: 1 hour 30 min.

Actor: The
Centre of Skive.

Maritime

A walk through the city of
5 Nykagbing with good stories
e about both the ancient times
5 and the more recent past.

Duration: 1 hour.

Actor: The Historical
Museum of Morsland.

TRUprogress©
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25) Museum of Wood in
Oddense — a museun
of woodwork

Exhibitions and workshop
with tools dated back to 19
century and

26) The fairytale of an
industry

5 The story of the successf
foundry Morsg Jernstgbe
and the life in the town o

27) The energy of
nature - The Nordic
Centre of Renewable

Energy Sources

ulA walk through a gree
ivillage that lives 100% by
f renewable energy source

28) Struer — the railway
city of Denmark

A visit to the railway
collection containing steam
sand diesel-powered engings

The stories are centred

the ecological agriculture of dairies in Denmark, the¢ owned breweries in fishing village with focus
animals and gardens atDairy of Aabybro. A shorf Denmark and with 3 on the many ways of
Skarregaard that deliverstour followed by a lecture production  of  several cooking a fish and the
the ingredients to the on dairy production... and mecological beers. possibility to taste dry fish
productions of its own taste of its ice cream. and get the recipe of goagd
delicacies. snaps.
Duration: 1 hour. Duration: 1 hour 15 min.
Duration: 1 hour. Duration: 1 hour.
Actor: The Farm of| Actor: The Dairy of
Skarregaard Aabybro Actor: The Brewery of| Actor: The Museum of
Thisted. Vorupgr

nA visit to one of the oldes

>_
14 N S
5 a number of wooden Nykgbing in the beginning low-energy technology and and old coaches.
=) sculptures are on view. of the 20" century houses.
[a)
zZ . . . .
o Duration: 1 hour. Duration: 1 hours. Duration: 2 hours. Duration: 2 hours.
|_
% Actor: The Museum| Actor: The Danish Museum Actor: The Nordic Centrg Actor: The Museum of
o of Wood of Foundry of Renewable  Energy Struer.
& Sources.
29) Flora and fauna at| 30) Cheese, ice cream anfl31) The Brewery of| 32) Vorupgr
The Farm of butter - grand Thisted - dry fish and snaps
Skarregaard traditions at the Dairy
of Aabybro

t A visit to one of the locally

Limitations: max 25 pers.

The story of life in the

TEMPTATIONS

33) The Farm Shop of
Fur@

The stories of ecologicd
and nature nursing an
animal holds that is th
source of production o
meat and wool
demonstrated and sold

the farm shop.

Duration: 45 min.

Actor: The Farm Shop o
Fur@

34) Taste the Land of
Limfjorden

| Local delicacies such as fig

dand shellfish,

b specialty and Danish win
with historical tales.

n

Duration: 1 hour.

f Actor: The Manor house 0
Landting.

a duckt

f are served and garnishe

>

(1)

f

Table 1 Storytelling events in “Tales of the Limfjod” (Based on: Netveerk Limfjorden 2009 [own translation

JRKL])

1.5.

Initiative and implementation

In the late 1990’'s the Network of Limfjorden (thesaciation behind TL, cR.1) decided to let the
regional DMO,Midt-Nord Turismewhich at that time covered the counties of Nomh#rtland and

TRUprogress© 13



Viborg, handle all practical coordination and adistimtion of the network. The DMO and the
tourism director, Jargen Hansen, hereby becameaatant relation to the development of new
tourism projects around Limfjorden.

With the prospect of developing new tourism produsb-called vision and inspiration meetings
were held within the network. Several stakeholfezspecially refer to one particular meeting at a
local inn, Hvalpsund Feergekro, where all memberthefNetwork of Limfjorden were invited, i.e.
approximately 100 persons including politiciansnfrthe municipalities and counties together with
public and private companiésThe fact that meetings were not held between wireof tourism

but included employees at all levels of the tourisactor is described by one stakeholder as a
promoting factor for more idetsand the purpose of this particular meeting wasoime up with
new potential product development projects. Onehef principal ideas that came up during the
meeting was to improve the communication of théucal history by using stories:

“I remember we used the expression: there is a dgoline of stories” to be told about
Limfjorden and the areas around it — so why doreétdo that?”(Jgrgen Hansen, p. 11
[Own translation, JRKL]).

So during this meeting the preliminary steps towdla use of storytelling and the development of
TL were established. One of the main tasks in ageg this new product would be to structure it
in order to make the stories accessible to tourastd it resulted in a system where stories were
categorized in themes where the same story wasablithe same time each week during the
seasort® Furthermore, stories within the same theme sheaulsn told at the same time so that
during a week it would be possible to pursue aagetheme throughout the area of Limfjorden

an intention that may have been complicated tal fa#f overlaps do appear in the present product
offer.

1.6. The first stories

Midt-Nord Turismewas given the position as product coordinator aedretary, a post they
maintained the first three years of TL (2005-20@ng when the product was implemented in 2005
it consisted of nothing less than 57 stories didide 8 themes: Nature, The Maritime, Churches,
Monasteries, Writers and poets, History, Food, &aheé Route of Snaps (Netveerk Limfjorden,
2005).

Unlike today the stories covered all the area ahfjorden — from Hals in the eastern end to
Thyborgn in the west, from Aabybro in the north Thorning (Viborg) in the south (lbid.).
Furthermore, tickets were not only sold as singb&ets on the spot but could be pursued
beforehand at the local tourist offices and at awoodations and “coupons” providing access to 5
different stories of free choice during the whatason were also sold at that time (Ibid).

The accommodation facilities were offered the oppaty to buy tickets at a special prize with the
intention of having them offer tourist packagesluding overnight stays at the inn, hotel or

19 Jgrgen Hansen, p. 1; Susanne Overgaard, p. 2; &ittubo, p. 1
1 Jgrgen Hansen, p. 1

2 5ysanne Overgaard, p. 1

13 Jgrgen Hansen, p. 1-2

14 Jgrgen Hansen, p. 2
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camping site and a “story-coupon” that providedeascto one or more of the stortészor some
reason, only very few accommodation companies stiomterest in providing such product and the
idea was eventually given dp.

Furthermore, due to the economic setup of TL whieeeactors providing the stories were — and still
are — supposed to get the whole amount from tiséks, it was difficult to administer a complex
system of selling tickets and coupbhs and today tickets are only sold directly atst@y-spot.

Several matters related to TL have however chasgez the first stories were launched in 2005.
In the following (chapter 2), the organizationahtext and development concerning TL will be
presented, followed by an investigation of TL’s ewpon destination development (chapter 3) and
finally a thorough examination and discussion aksholders and actors understanding and
application of storytelling as of today.

2. Organization and network

2.1. The Network of Limfjorden

As mentioned above, TL is stretching across a nurabestablished destinations anchored in the
various local geographical areas. However, the ygbd managed withitNetveerk Limfjordena
collaborative network established in 1995 with plugpose to develop tourism within the Limfjord
region and make people move around the Hrea.

On the public tourism level the Network of Limfjan includes the two political regions and the
majority of surrounding municipalities (except Aatg and Viborg) counting 16 local tourist
offices along the coast of Limfjorden. These stalkéérs are members of either the DMO
VisitNordjyllandin the Northern region avlidtjysk Turismein the central region of Jutland, and
furthermore some take part in other destinationoperations, e.gTuristgruppen Vestjylland
(www.visitvestjylland.com), stretching beyond thienijord network.

The network is organizationally established as ssoaation and is managed by a committee
holding 12 members that count political representatives andigm stakeholders. The political
members are chosen externally by public stakehslded represent 2 politicians from the regional
offices and 2 politicians from a municipality inakeof the two regions. The rest of the members are
elected by the members at the annual general ngeatid consist of directors of local tourism
agencies and actors from the tourism industry imegel™® Besides that, representatives from the
DMOs attend the committee meetings, mostly as @bserwith the function of what might be
classified an external sparring partAtithe committee furthermore holds an executive cdtemi
that work out the network’s planning and workingpgmammes and launch new projects after
approval from the other members of the committee.

15 Jgrgen Hansen, p. 9

16 Jgrgen Hansen, p. 9

7 Gitte Skoubo, p. 1

18 Jgrgen Hansen, p. 1

19 Gitte Skoubo, p. 2 — oversigt over bestyrelseseradier haves ogsa
2 sysanne Overgaard, p. 2, VisitNordjylland, p. 3&8te Skoubo, p. 3
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The fundamental idea of the network is to launcl t@urism projects — i.e. initiate and develop
tourist products which in the long run will be altdemanage on their owil.An example of this is
seen inSnapseruten “The Route of Snaps” — (www.snapseruten.dk), deyedowithin the
network of Limfjorden but now established as arejmehdent produét. Despite the fact, that TL
has entered its fifth season with stories it i sbnsidered to be a developing product and tloeeef

it is still managed within the network and is net yn the point of being set fré&The TL stories

are a very central part of the activities withire thssociation and at the moment maybe even the
pillar of the network itself — a tendency that sedmhave been increased due to a recent refusal on
an application for an INTERREG projétwhich put a stop to what might have added another
tourist product to the network; thus, at this poirt continues to be the only tourist product
managed within the framework of the network assmmaBesides developing tourist products the
Network of Limfjorden promotes tourist attractiomsund Limfjorden and participates in relevant
national tourism campaigns - e.g. the promotion gHiling vacations in Denmark
(www.visitlimfjorden.com).

2.2. Stakeholders of the network

Basically, the network welcomes any stakeholdeh wterest in promoting and developing tourism
at Lim-fjorden and therefore the members also callrkinds of actors from public stakeholders to
small private companies.

Not surprisingly, tourism actors are to a largeeaktthe main target for the network cooperation
being that it works for the sake of their busine$3¢iowever, developing new products often mean
long-winded perspective which is described as grentirment to get tourism actors involved as they
often seem to worry about more short-term condstiore. how do we sell the product we already
have?® Especially the attention of accommodation faeifitsuch as camping sites and distributors
of holiday cottages haven't been reached by theentiprojects of the networkwhich could be
due to 22 E;‘ocus aimed at developing activity basqueeences rather than accommodation related
products:

Museums, on the other hand, play a central pathénnetwork both generally speaking but in
particular TL is believed to have improved the @bdiration between the tourism sector and the
museums being that the product is directed towaasmunication of the authentic culture and
history (cf. 4.33° and the head of The Historical Museum of Morslaetieves that the museums
of Mors have gained a lot from the collaboratiorighourism actorg®

The economic perspective cannot be neglected aréftite especially the two regions and the
municipalities around Limfjorden are of course imtpat partners to involve in the network due to

2L Sysanne Overgaard, p. 1

22 sysanne Overgaard, p. 1; Gitte Skoubo, p. 2

% Susanne Overgaard, p. 1

4 Gitte Skoubo, p. 4, Dina Overgaard, p. 2, Jgrgensdn, p. 4+6, VisitNordjylland, p. 6
% Gitte Skoubo, p. 2

% Gitte Skoubo, p. 2-3

7 Gitte Skoubo, p. 3; Jgrgen Hansen, p. 10

2 Gitte Skoubo, p. 3

# Jgrgen Hansen, p. 5-6

%0 Susanne Overgaard, p. 4
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their ability to provide considerable support @6)* and the fact that the two major municipalities
— Aalborg and Viborg — have chosen not to be piati@network clearly causes some annoyafce.
However, this is not only because of the loss ef ékonomic contribution but the lack of these
municipalities also results in an incomplete gepgieal coverage which is evident in the unequal
spreading of stories around Limfjorden (cf. Fig>3)

2.3. Political reform and structural changes

Due to a new political reform that changed the isyarlandscapes and consequently also the
position of the network, the management and coatitin within the network and TL in particular
have experienced considerable chariges.

As mentionedMidt-Nord Turismewas the dominant DMO in the area of Limfjordernbet time TL
was initiated and implemented. The DMO coveredcthénties of Northern Jutland and Viborg and
thereby a large percentages of Limfjorden stretghioth south and north of the fiord. In other
words, it seemed highly reasonable that the regi@MO at that time got involved in the
development of Limfjorden as a tourism destinaticand, as we have seen (cf. 1.4he DMO
became an important initiator of the TL product amds involved as product coordinator and
secretariat from 2005-2007.

However, a new political reform, put into effecetti” of January 2007, didn’t just mean that the
former three counties around Limfjorden were tranmsid into only two regions — The Region of
Northern Jutland and The Region of Central Jutl@idFig. 2), but what turned out to be even
more important for the tourism cooperation aroumdflorden, the regions were suddenly obligated
to deal with tourism development and for that reamsew DMOs based on the regional borders
were establishetf.

In the beginning,VisitNordjylland (formerly Midt-Nord Turismg, was still the manager and
coordinator of TL. However, the regional DMO waswnfinanced by the Region of Northern
Jutland and therefore primarily had to focus orritsa development within the northern part of
Jutland, i.e. the regional DMO covered a smallerggaphical area of Limfjorden than before and
consequently the involvement in the network anchbllonger seemed as obvious as it used 8 be.
VisitNordjyllandinformed the committee dietveerk Limfjordemhat by the end of the season 2007
they couldn't — at least not at the same pfizehandle the job as coordinator and secretafhe
local Tourist Agency in Struer volunteered for fbb as coordinatdf while the Region of Central
Jutland agreed to handle all the administrativksfasind since then VisitNordjylland hasn’t played
an active part in the network.

31 Susanne Overgaard, p. 4; Jgrgen Hansen, p. 1&;$kioubo, p. 3

% Gitte Skoubo, p. 3

% Jgrgen Hansen, p. 5

34 Dina Overgaard, p. 2; Susanne Overgaard, p. 3Nddjylland, p. 3; Jergen Hansen, p. 6.
% Jgrgen Hansen, p. 2

% Jgrgen Hansen, p. 4

%7 visitnordjylland, p.3; Susanne Overgaard, p. 3t&GSkoubo, p. 2, Jgrgen Hansen, p. 6
3 Gitte Skoubo, p. 2; Susanne Overgaard, p. 3.

¥ visitNordjylland, p. 3; VisitNordjylland, p. 5.

“0 Gitte Skoubo, p. 2

*1 Jgrgen Hansen, p. 4
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2.4. Product coordination and administration

The new political agenda means that Limfjordenlonger match up geographically with any of the
formalized tourism constellation but instead, rdygtpeaking, constitutes the borderline between
the two new regional DMO¥. Seeing that the network around TL is organizedraassociation, it
doesn’t hold any permanent staffs, which meansimn&never possible specific tasks and/or field
of responsibility are now divided between memberstakeholders within the network; otherwise
are services in relation to certain assignmentghoexternally*®

A product coordinator or manager is chosen for eddhe network’s development projeéfsThe
management of TL is for the second year held by lkbeal tourist agency in Struer
(www.visitstruer.dk) which is responsible for comrating any common activity concerning the TL
product — e.g. planning of the season, agreemeitieimontribution of stories and publication of
the promotional pamphlét. The agency has 3 employees, including the direatdourism Gitte
Skoubo, and besides the role within the networkLioffjorden, the agency are in charge of
promoting tourism in Struer and the peninsula offidim. Furthermore, Gitte Skoubo has been the
vice-president of the network committee during st 5-6 year&®

As mentioned, the secretariat and all administeatasks concerning both the network in general
and the TL product — keeping accounts, fundraisimgy calling meetings — is put in the hands of an
administrative employee within the Region of Centhatland?’ The employee was, however, a
member of the executive committeeNétveerk Limfjordenvhen the preliminary initiatives to TL
was takeff and it seems that the Region of Central Jutlarsle®n able to utilize an internal
expertise and knowledge within their organisatimoider to contribute to the tourism network.

While the structure is accentuated by some stakem®las one of the primary weaknesses of the
network cooperativ&? one stakeholder describes it as an advantageddiis tlexibility®® — e.g.
stakeholders at all levels can work on projecty tie/e a special interest in — which is considered
necessity seeing that the purpose of the networtk idevelop and not to run tourist products,
though the same stakeholder acknowledged thatftiveercy of the network hereby depends on
personal interest and engagentént.

The network structure means that the coordinatdrthe secretary of TL have to handle product
coordination and administration as a part time helsides fulfilling their main job as director of
tourism and regional official respectively. The mtinator also expresses her concerns being that
the continuously increasing demands on tourist @igenn regard of performance side by side with
economic cutbacks makes it difficult to establisiffisient resources to carry out network related
tasks>? Although it is stressed by TL stakeholders that¢hordinator is doing a great job and has

“2 Jgrgen Hansen, p. 10;

“3 Gitte Skoubo, p. 2; Susanne Overgaard, p. 3
* Gitte Skoubo, p. 2

> Jgrgen Hansen, p. 10

“° Gitte Skoubo, p. 1.

47 Jargen Hansen, p. 4; Gitte Skoubo, p. 2

“8 Susanne Overgaard, p. 1; Jgrgen Hansen, p. 4
9 Jgrgen Hansen, p. 4 Dina Overgaard, p. 1-2
*0 Susanne Overgaard, p. 3

*1 Susanne Overgaard, p. 3

*2 Gitte Skoubo, p. 8
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overcome most initial difficulties in taking oveorf VisitNordjylland>® several stakeholders —
including the coordinator — express a wish for aenformalized organization structure with the
integration of a small, independent secretariahiwithe network that at best could employ a person
to deal exclusively with the coordination and masragnt of the network and its produtts.

2.5. Actors — the organizations behind the stories

Besides the stakeholders on destination level, atunally consists of a number of actors providing
the actual product — the telling of tales. As maméd, this group contains actors from different
types of tourist attractions (historical museunsture parks etc.) as well as other business sectors
(e.g. dairy, brewery, farms); thus, great diversgems to characterize the group of storytelling
organizations. While some of the actors represegarozations that count several employees
meaning that the director and the actual storytalle two different persons and even the storytelle
might change from one event to the next, otherssarall or micro sized companies where the
storyteller and company owner are one and the spemson and besides that some of the
storytelling actors make up a mixture of public gmivate organizations. It could have been
interesting to pursue organisational matters imseof whether differences exist among the actors’
valuation of the network and the story product adicq to company size (big/small) and
ownership (private/public) but unfortunately noieal evidence exists in the gathered data.

The network puts up the practical demands that avee fulfilled in order for an actor to be
involved as storyteller — e.g. they have to prowvadstory each week throughout the season and
carry it through even though only one participaas turned up — which are sent to each actor as a
part of the information portfolio. Being a membéittoe associatioNetvaerk Limfjordemvolves a
payment of an annual subscription (cf. 2.6) and bwwship is not required in order to become a
storytelling actor because the extra expense cexttlde small private companies, churches and
others that in fact are relevant story provider$lof®

The tourist agencies are in charge of selectingstbeytellers from their particular destinationare
causing that the type of participating storytellefien changes from one season to the next as the
tourist agencies are free to choose the storyselleey consider great ambassadéri other
words, it is up to the local tourist agencies targmtee the quality of the content and performance
of the participating storied.From the point of view of the coordinator, theceffput in selecting

the stories varies from one destination to anotiwiite some make much of finding new stories,
others seems to be satisfied to have found 7 sitegg that want to contribute and therefore stick
with the same stories through several y&asmd comparing the stories presented in the first
promotion pamphlet (2005) with this year’s storlytgl actors (2009) it appears that no less than 12
story locations have been involved since the begin® The coordinator of TL, however

%3 Dina Overgaard, p. 2; Susanne Overgaard, p. 3

> Gitte Skoubo, p. 8; Dina Overgaard, p. 2; Jgrgandén, p. 10
% Gitte Skoubo, p. 1-2; Information portfolio

% Gitte Skoubo, p. 2

" Gitte Skoubo, p. 4

%8 Gitte Skoubo, p. 5

%9 Gitte Skoubo, p. 4

69 Netvaerk Limfjorden 2005 + 2009
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encourage all tourist agencies to have an eyeetodimbers of participants so that stories attrgctin
only few guests per season are abolistied.

According to the interviewed stakeholders thatrasponsible for selecting stories, visitor numbers
are in fact an important criterion of success amdused to decide whether a story should continue
or be replace® and likewise the quality and the story idea appesaithe leading reasons for
choosing a particular story in the first place e: would it be able to attract tourists and does it
represent something unique and extraordinary fram ave&®® Seen in the light of the actual
number of visitors which in 2008 in average courit2dL visitors per story, the criteria for success
appear relatively modest but still elimination seepossible with point of departure in visitor
numbers as the 3 stories with the lowest numbey edeived a total of 0-10 visitors during the
whole season and therefore obviously are not as suctessthe 3 leading stories representing a
total of 348-822 visitors eadi.One of the stakeholders stresses that it is diffio foresee what
will turn out as a success but the experience friomavious seasons have given a better
understanding of what attracts peoPlédnother tells that opportunities are sought witiinp of
departure in the settled themes in order to hawestrepresenting different aspetis.

However, it is not only a matter of discovering aselecting suitable stories among offers that
already exist in another context but new storiesadso created from scratch or existing stories are
adjusted according to the TL concept and its categiions®’

2.6. Financing

As mentioned, the network is structured as an #ssme and consequently all members pay a
subscription which is differentiated based on hoangntourists the locations or actors potentially
receive®® Hence, the municipalities pay according to the benof inhabitants while hotels, inns
and camping sites pay according to capacity or aizé@ museums together with small private
companies pay a determined amourBesides that the two regions contribute to thevast and
furthermore the Region of Central Jutland is endageapplications for EU funding when relevant
opportunities turn up® Money from the subscriptions is used within netwactivities in general
and is not exclusively directed towards TL.

With regard to TL, each of the local tourist agescpay a fee for the participants involved from
their particular destination area — in 2009 thdsogere settled at DKR 25,000 for the registerihg o
seven story evenfs.On this matter, some agencies join forces acrassiaipal borders: Lemvig,
Struer and Holstebro/Vinderup contribute as ondirkeson area with 7 stories and the same is seen
at Jammerbugt and Vesthimmerland. Money from steeg is of course earmarked the running of
TL and covers the production of a promotional paleplickets and other print materials while the

¢ Gitte Skoubo, p. 4

%2 Dina Overgaard, p. 4 Linda Dyrby Pedersen, puéasne Overgaard, p. 5
% Linda Dyrby Pedersen, p. 4; Dina Overgaard, p. 4

% The networks own statistics.

% Susanne Overgaard, p. 5

% Dina Overgaard, p. 4

" Dina Overgaard, p. 4, Linda Dyrby Pedersen, [gusanne Overgaard, p. 5
% Gitte Skoubo, p. 3, Jgrgen Hansen, p. 11

% Jgrgen Hansen, p. 11, Gitte Skoubo, p. 3

0 Jgrgen Hansen, p. 11

"L Gitte Skoubo, p. 4
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fee paid to the Tourist Agency in Struer for hanglthe coordination of TL is paid by the network
associatior?

A point worth emphasizing is that the storytelldsnot have to pay to enter TL and not even all
storytellers are members of the network associdfidrhus, it could seem a favourable deal to
provide stories for TL, as the storytelling actotgtain increased marketing exposure through the
TL pamphlets and joint website while they get tegeall income from entrance fees of the story
arrangements (DKR 50 per ad{ftput in fact it doesn’t appear to be a motivatqgparently
because involvement is still associated with uradety. While the network in the initiating phase of
TL provided a security consisting in a paymenteteel out with a possible loss due to failing visito
numbers,° no guarantees for earnings or economic statusiceiany longer made as earnings now
exclusively depend on the number of participantsitg up for each event; so whereas some actors
might profit from telling stories, others risk tarely meet the cost of the storytellOne actor
believes this could be one of the reasons why tisemaelatively low interest in becoming involved
as a storytelling actdr.

2.7. Internal communication

The former director of the regional DM@idt-Nord Turismeand one of the initiators of TL, Jgrgen
Hansen, has recently been hired on a freelance tmsiaintain the communication of the network
such as newsletters, press releases and the dmesiopf a new websit&. This means that more
work is now being done on making network activitiere visible to the stakeholders and actors,
which according to the product coordinator streagththe feeling of a netwdrkand another
member of committee likewise considers the interr@inmunication among stakeholders and
actors as well-functioning®

The communication mainly takes place via email wharcertain formalized information flow
exists in form of circulating newsletters and imf@tion about press releagésome of the primary
recipients of information — the tourist agenciealso consider this part of the communication as
good, although one stakeholder thinks the newsletigraces too much and would like them to
focus more specifically on matters related to nekvad Limfjorden®?

Before a new season is launched the product cadatisends out an information portfolio to all
storytellers that contains the product terms andiejmes — e.g. “The 10 commandments of a
tourist guide”, a list of other storytelling actorscluding contact information, tickets, and
guestionnaires that should be handed out to thecipants at each story arrangement. After having
told the last story of the season, the actors laweturn information about the total numbers of
tickets sold together with the completed questioesa However, the total of returned

2 Gitte Skoubo, p. 5

3 Gitte Skoubo, p. 2, Susanne Overgaard, p. 5
" Gitte Skoubo, p. 2

> vVisitNordjylland, p. 2

® Gitte Skoubo, p. 5, Susanne Overgaard, p. 5
" Susanne Overgaard, p. 5

8 Gitte Skoubo, p. 2

9 Gitte Skoubo, p. 4

8 Susanne Overgaard, p. 3

8 Dina Overgaard, p. 2; Linda Dyrby Pedersen, p. 2
8 Dina Overgaard, p. 2

TRUprogress© 21



guestionnaires (107 out of 3,531 adult visitors208) indicates that only a few storytellers
distribute these — an assumption that was confirch@tihg the participant observations where
guestionnaires only were handed out in 2 out otéasions. A letter enclosed with the materials
sent to all storytelling actors at the beginningtloé present season verify this impression as the
actors explicitly are asked to have the particigdinn the questionnaires.

The impression of the internal communication inthsahat it mainly has the function of a one-way
street (top-down) which first of all seems to banfamned by the modest return of information
(questionnaires) from the storytellers. Furthermeaiking contact to one of the storytelling actors
during the research process seemed to confirmabksof knowledge flow as the person who the
product coordinator was informed should be the &¢ponsible was actually no longer an employee
at the particular place. In other words, the cantaformation received by the product coordinator
didn't match up with reality because she hadn’trbesformed of the changes leaving the
impression that some storytelling actors apparethby’t consider their story as dependent of the
overall TL coordination neither do they see it asrdegrated part of the TL product.

2.8. Meetings

Within the committee oNetveerk Limfjordemeetings are held on a regular basis: Every second
month or at least quarterly a meeting between mesnbkethe committee are convened and the
executive committee meets even more frequentlye anenonth at minimurf? Besides that 2-3
times a year all members of the association i®ddlh a meeting, including the obligatory general
meeting of the association in which, among othergs the annual accounts are presented and new
members for the committee are elected.

Meetings that are related directly to TL and inwobther stakeholders and actors than committee
members are only held once a year after the erldeof§eason to evaluate activities and to discuss
potential improvements for the upcoming sed$oBarlier, “kick off’ meetings were held at the
beginning of a new season but because of scamydaimce from storytelling actors it was judged
redundant by the product coordinatdHowever, the first season in charge, the coordmttok

the opportunity to visit all actors and ensure gta had met all of them in perstn.

According to the product manager and a member ofintitee®’ low attendance from the

storytelling actors is still experienced and TL nivegs are mainly attended by stakeholders from
management level of the network — i.e. local doectof tourism and members of the committee.
Although a higher degree of engagement and atteedanuld be appreciated, many actors already
experience that they have to invest a lot of resgsim telling the stories throughout the seasah an
based on that two of the main stakeholders think nderstandable that many don’t have the
sufficient time and energy to attend the meeting#hieh in addition often requires some transport
— and thus many actors leave all practical issaethe local tourist agencié$However, it was

stressed that actors, who are members of the netassociation, frequentlgo turn up at the

meetings and that they in fact often represent miompanies, where owner and storyteller is the

8 Susanne Overgaard, p. 2; mail coorespondanceGiiitth Skoubo (27.08.09)
8 Gitte Skoubo, p. 4; Susanne Overgaard, p. 2
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% Gitte Skoubo, p. 5
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same person, while the largest storytelling orgations on the contrary rarely are represented at
the meeting&? One the one hand this is seemingly an indicatiomlack of engagement or feeling
of ownership towards the overall product among safthe storytelling actors but on the other
hand the management level of the network presumdbBsn't have great confidence in the
meetings as they apparently also consider thesaptaticipation as a resource demanding and time
consuming burden rather than an opportunity to hesay on important matters in relation to
profitable product development. Thus, it could sumed, that in order for actors to be more
engage, managers and coordinators within the nktwould have inspire them with a stronger
faith in the potential of the product and the nsitgf collaboration.

Furthermore, interviews undertaken with two lo@alrist agencies revealed that variable views on
the importance of TL meetings exist at stakeholeeel as well. One stakeholder accentuates that
the number of meetings are too few and that it @dnd relevant to meet on a more regular basis in
order to enhance the feeling of a network and abtiiser relationships that could generate new
co-operative constellation among different tourisctors ° whilst on the contrary the confusion of
another tourist agent regarding how often meetargsheld within the network of Limfjorden and
TL and who actually is responsible for representimg local agency at these meetings seemingly
shows a minor engagemént.

2.9. Personal relationships and engagement

As mentioned, the first year Gitte Skoubo and thaist agency in Struer was coordinator, she
visited all the storytelling actors involved whigfave her the opportunity to become acquainted
with the organization and to meet most of the sedigrs’> However, she doesn't believe that
stakeholders and actors in general have much kolgelabout each other and believes that only the
ones attending the meetings on a regular basistrigre established some kind of relationsHip.
This is confirmed by the interviewed stakeholdértha local tourist agencies; One of them stresses
that within the network she only knows the coortbinathe administrative secretary and the
communication secretary and furthermore exemplifieslack of knowledge with the fact that she
wouldn’'t even be able to mention all members ofdbeamittee which is believed to a result of the
few meetings” Yet another tells that she doesn’'t know the cowtdir, and most remarkably the
lack of knowledge and relationship is explaine@ assult of'no natural point of contactvith each
other” ® which certainly seems to indicate that the towusigncy does not actually consider itself
as an integrated partner of the network and TL ecatjon as it supposedly would have been
consideredhe natural point of contact.

Another evidence of a modest relationship seemshtow in the lack of knowledge about the
content of each other's stories. During the redgatalking with several storytellers gave the
impression that they would like to visit other Ttoses because they in fact don’t know much
about them and one storytelling actor, which i dlle storyteller at this particular place, expesss

a need for reintroducing the “kick off” meetings ander to let storytellers exchange information

8 Susanne Overgaard, p. 3.
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about the content of their particular stori®glso the coordinator admits that she is not conebe
familiar with the content and way of telling in all the storie¥ and in fact, the communication and
press secretary, Jargen Hansen, connected to tiierkeon a freelance basis seems to be the only
one with a general view of the stories due to haskvon writing press releases and presentations.

However, the only motivator for active involvemesgems to come down to the interest of the
individual — i.e. his/her enthusiasm for the coapiee aspects of the product, which a large shire o
storytellers apparently doesn’'t consider import@antthe telling and/or selling of their particular
story. In other words, much seems to indicate ademse of ownership for the overall TL product
which does not only cause that personal relatigssimainly exist at management/committee level,
being that they are the only ones who meet fadade; but also indicates that decisions primarily
are made at stakeholder level, causing a one-wayrzmication flow (top-down) where several
actors and storytellers are mere recipients of ndefiinformation delivered through mails,
newsletters and information portfolios. So what wdtobe the strength of the network — its
flexibility — seemingly leaves room for improvemgnt

3. Destination development

3.1. Niche product

Several stakeholders classify TL as a niche ortemieduct that is a great supplement to the
vacation of the tourists already coming but whiclesinot in itself attract additional tourists te th
area’® One-day tourist might be attracted by TL but ingal people come to Limfijorden for other
reasons — e.g. the nature — and TL is mainly aleapmtary offer while they are thete.

Considerations are however made in relation to ngpkt an attraction in itself. One of the
accentuated possibilities is to develop it into @encomplete package combined with other tourist
products such as overnight stays or to direct itemowards groups and party tours (cf. 4'%).

While some accentuate that more marketing (cf43.3 a necessity if tourists are to discover the
TL stories before arriving to the ar&3,others believe that the stories in itself mighvéha
promoting effect on tourism due to a word-of-moetfect in the sense that if a group of tourist are
given a good story this makes up an extraordinapgeence compared to for example going to the
beach or merely staying in a holiday cottage arateflore people supposedly tell about this to
friends and relatives when returning home and nespihers to visit the area around Limfjorden or
returning themselve'$?
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% Gitte Skoubo, p. 6 + meeting 18.05.09; Susanned@eed, p. 6; Jergen Hansen, p. 9; Dina Overgpar, Linda
Dyrby Pedersen, p. 5; Anna Noe Bovin, p. 1

% Linda Dyrby Pedersen, p. 5; Susanne Overgaa®, p.

1% Dina Overgaard, p. 4; Jergen Hansen, p. 9

11| indhart, p. 3; Anna Noe Bovin, p. 1

192 Anna Noe Bovin, p. 3; Dan Hansen, p. 2

TRUprogress© 24



The overall picture does however indicate that &hrmot be considered an attraction in itself but in
general it is believed to have the necessary pateit become one if only developed further (cf.
4.5)).

According to several stakeholders and actors, timeagpy forces of the product is its uniqueness in
the sense that the stories are connected to tlwkaldotation they are told and whether it is a
beautiful landscape, historical events, characberplaces, a local industry or the like, they all
present characteristics that are specific to Lindgm which makes it hard to duplicate in other
destinations® Besides that the product is believed to be renidekimr the personal touch and the
variation of the stories which among other thingginlguish them from the traditional guided tour
(cf. 4.2.)°% Last but not least, the stories are of relativeiprt duration and che®p which
probably facilitate the decision making procesgasicipation in a story arrangement will not take
up much time or money. However, they uniquenes$ddoel questioned seeing that most likely all
destinations have one or several characteristieg tdonsider exceptional and by implementing
storytelling as a tool they would seemingly be ablprovide a tourist product similar to that of . TL

3.2. One product, several destinations

By the beginning of 2009 a new website has beemclzed (www.visitlimfjorden.com) by means of
which the network constellation appears as ond pbéstination. Of the content of the website it is
evident that the Network of Limfjorden consistsaofariety of tourist actors not directly involved i
TL, such as tourist attractions (e.g. museums)jvides (e.g. the route of Snaps); and
accommodations (e.g. holiday houses, camping sitess and hotels) to mention a few (see
www.visitlimfjorden.com), however, TL does appearaadominant part of the network cooperation
which, as mentioned, is confirmed by several Tkeat@lders (cf. 2.1.).

Nonetheless, whether the network cooperation an@sra tourist product has actually contributed
to one overall destination centered on Limfjordeerss to be an ambiguous matter. In general,
Limfjorden is believed to constitute a natural fdation for joining forces in a tourism context and

cooperating across established destination aretttegisare connected by the water — i.e. it makes
sense to aim at uniting the area as one destinafion

A stakeholder stresses that the network cooperatioioubtedly has contributed to more solidarity
among destinations around Limfjord@hbut looking at the distribution of TL stories reig that
the network cooperation doesn’t cover the whole dmat is clearly centered at the western end of
the fiord (cf. Fig. 3). One stakeholder explaine thck of total coverage by the fact that some
destinations in the east are quite different then dnes in the western part of Limfjorden — the
western destinations, on the contrary, are sinmlaelation to the size and number of tourists \Wwhic
makes cross-destination collaboration ea$feAnother stakeholder thinks that tourism in general
shouldn’t focus on old structures based on muniitypdorders but instead be directed more
towards developing experiences and activities tmahdke sense” without being bounded by
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destinations; therefore cross-geographical prodaostellations do not necessarily have to cover
Limfjorden from one end to the other if it doesmiake any sense to do ¥8.Seen in the light of
this TL apparently has been a step towards estéfjsat least part of Limfjorden as one
destination because it integrates a number of @adtom different destinations within a common
product frame.

Nonetheless, the engagement and investment bynhdidual stakeholders and actors also has to
be taken into consideration. According to the wmigared tourist agencies, the network as such
doesn't play a significant role in their individuedurism planning — in fact TL is the only thing
within the network that touches upon the local isnar**® While one tourist agency stresses that it
would like that stronger relationships were estdt@dd within the network because a number of
constellations among destinations at Limfjorden aensible in relation to destination
development!! another agent clearly admits that focus primasilgn running the local destination
and explains that they do not consider Limfjorderttee nature attraction with greatest potential in
relation to tourism development in their area affiores therefore tend to be directed elsewHéfe.

However, it is noteworthy that during interviewsthwiactors and storytellers focus was in many
occasions directed towards the specific local dastin or the individual actor’'s own product rather
than TL as one consistent whoté.Only a few interviewees accentuated the actudiegaty of
stories from different areas as a key advantageeoproduct'* and a storyteller explicitly gives the
impression that operating as storyteller is domestime way whether or not the story is part of TL:
“One day we were told that it was actually a “Tadé Limfjorden” we were telling... well, we just
kept on doing what we used to, telling and develppiie story the best we cah®

Thus, stakeholders and actors seem to agree thad Shme extent joined together the localities
around Limfjorden as one destination but the laCkrmgagement in the network cooperation and
the fact that issues about the story arrangemesgveral occasions is not considered in relation to
the overall product indicate a certain degree ebmsistence where focus still is directed more
towards the local destination areas or the ind@idaroduct offering than TL as a unified whole.
Hence, the general picture of Limfjorden as a w&iudestination is that the area can hardly be
considered as one united destination but far meresewveral destinations collaborating on one
common tourist product. TL's status as a niche pcoanight make it insufficient to establish a
strong sense of solidarity among the involved stalders and actors which seems a necessity in
order to develop in to one unified tourist desiiorat
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3.3. Marketing

3.3.1. Website and pamphlet — a presentation of the storse

As mentioned, a new website (www.visitlimfjordemtpohas been launched in which the activities
and products within the network of Limfjorden isepented and in regard of the promotional
intentions TL is assigned a dominant position. 8esithe joint website and the references made at
the homepages of the individual destinations —ptiv@ary market communication of TL appears in
form of an annual promotional pamphlet (Netveerk fiognden 2009) in which short descriptions, a
map and a calendar of each story arrangement esered.

The story descriptions are written by the individaators'® and while some story presentations
accentuate the actusdlling of stories as part of the event (e.g. no. 11, ¥, &hers seem to
neglect this aspect and merely present the localfity therefore appear more or less as “ordinary”
tourist attractions (e.g. no. 14, 25). On the faté, this could indicate that the storytellingt@rs
differ in their understanding of which role “stoglltng” plays in the product — i.e. whether it et
story or the location that sells the product doeappear as a clear-cut understanding. For the
matter of clarity extracts from two story preseiatas — both from museums — are presented below
(Table 2). While the first (left column) at differeoccasions stresses that telling of storiestaie
place, the other (right column) merely gives a pratif-fact presentation of the museum and its
exhibition.

The Wood Museum of Oddense- a Museum
of Wood Work.

Hjerl Hede — the Nature and the “Rakkere’
around Flyndersg

of

The Open-air Museum of Hjerl Hede w
founded by H.P. Hjerl Hansen. He was
Today Hjerl Hede is one of the most we
known open-air museums in Denmark. T
telling in Hjerl Hede will be a guided tol
around the museum village. You will he
stories about the houses and farms,
handcraft and the life in the village a
afterwards the “rakker” will lead you on a tr
out in the moor, telling you about the naty
the lake and the life of the “rakkere” in the a

a; the Museum of Wood, the large rooms
.1J000 square metres contain exhibitions
livorkshops  with 150 old machines
'heoodwork dating from the 19 century till
Ipresent time. Since 1999 international sculpf
aymposiums have been held. The sculptures
teehibited at the museum. Thus, the muse
ndffers an abundant exhibition of old machin
imool for handcraft, sculptures, wood carvi
rejork and art of turning. The museum is of
rékuesday and Thursdays of July from 10-16
on reservation.

f

around Flyndersg. The rakkere were (...)

h

and
or

ure
b are
2um
S,
g
en
or

Table 2 Story presentationgSource: Network Limfjorden 2009 [own translatidRKL])

Seeing that the pamphlet leaves only a limited esptee presentations are rather brief and longer
presentations are instead put on the website wlesztain communicative standardizing has been
elaborated as they are all written by the commuivieasecretary’’ However, in many of the
descriptions the story aspect is still not particiyl emphasized and consequently the presentations
both on the website and the pamphlet mostly apjmelbe a factual introduction to the topic and/or
information about the course of the arrangement.

116 Gitte Skoubo, p. 6
17 3grgen Hansen, p. 5
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The intention of presenting the actual content hd airrangement is naturally to promote the
different story arrangement and inspire tourisp&y a visit but according to the communicative
secretary another dimension is to clarify the amstances of the individual stories in order to have
people come with the right expectations and coreetfy prevent disappointmént — e.g. as
supplement to the presentations it appears if gy s¢0“mostly for adults” (story no. 3), if own
transportation is required (no. 2, 6), if some idipeents for people with walking disabilities exist
(no. 7), if reservation is necessary (no. 21, 3d)}¢

However, some descriptions do actually involvegtiling by presenting small fragments of what
seemingly refer to stories given in the arrangement

“It was destiny that Lady Olga Sponneck on a bikg in the summer of 1928
accidentally passed by the decayed Convent of @rSllee sat down at the roadside to
have lunch and was immediately impressed by that. sig(www.visitlimfjorden.dk
[own translation]).

“Whether the Manor of Hessel is haunted? Of coutgs... A girl that worked at the
farm...” (www.visitlimfjorden.dk [own translation]).

So although to a limited degree, examples of séimgyy do appear in the market communication on
the website (but not yet in the pamphlet) and agéyr this could have the function of some kind
of appetizer that might inspire a visit in ordeihtar the full version of the story.

3.3.2. Press releases

Due to economic scarcity, the promotional effodster to a high degree on press releases of which
some refer to the promotion of the TL product imegml and sent to national and regional
newspapers while others are written with refereiocthe individual storytelling location and sent
only to regional and local newspapers in the paldicareas where the TL stories are t6flLike

the web-presentations, press releases from theorleave written by the communication secretary
and according to one storytelling actor, this dtite both entails advantages and some
disadvantages: first of all it saves the individaelor some time as it can be quite time consuming
to write the press releases necessary during adakon but at the same time the local newspaper
might have greater incitement to bring an arti€lé is provided by a local tourism actor and not a
broader network cooperatidf- Although press releases seem to be used to aeyeatd, another
actor would like them to be even more widespreatirafers to a situation where a journalist at a
dominant newspaper in the neighboring municipalityot included in the network of Limfjorden —
didn’t know about the existence of T2 Whether this is a result of the newspaper notivewp
press releases or they just don’t bring them, doésppear from the research but with good reason
press coverage should include surrounding munitigsin order to attract additional visitors —.e.g

in form of one-day tourists — from outside the lcaaa.

18 jgrgen Hansen, p. 7
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3.3.3. Storytellers promoting other stories...

The individual storytellers are also included asrketing tool’ seeing that the product guidelines
(cf. Fig. 4) ask them to recommend other TL stottethe visitors. This form of internal promotion
is believed to be an effective means to createtrbiow of tourists between different stories
and supports the intention of establishing stontes based on a theme or a geographical area.

Having a look at the internal statistics of TLs&ems an obvious way to promote the stories as 65%
of the received answers in the questionnaireshaitattending one of the story arrangements have
made them want to visit other storié& However, both a stakeholder at management levedeis

as a storytelling actor express a wish for thatyseétlers in general get better at selling eacledgh
stories than it's the ca¥@ and research observations seems to confirm a ddckternal
recommendations; only one storyteller did at thd ehhis story explicitly make reference to TL
and recommended the participants to visit othaieg@nd furthermore it was the only place where
promotional pamphlets was laid out and the fact th@onsiderable number was actually taken
seems to support that one story arrangement cauldhlly have an encouraging effect on the
participants-2®

In order to improve and enhance the internal margetit is accentuated that the individual
storytellers need more knowledge about the contérthe other stories which is furthermore
acknowledged to be obtainable through a higher eegnternal information shariffy —
specifically an actor would like the “kick off” miegs to be reintroduced as it provided the
opportunity of having storytellers present thewrigs to each oth&® but on the matter concern
once again is related to the number of actors torgtsllers actually showing up that is believed to
be scarcé® On the face of it, attention once more seems tditeeted towards that several actors’
might lack engagement or the feeling of ownersbypatrds the overall product.

3.3.4. Storytelling and branding

Although one stakeholder considers TL as a brandind
image creating product, it is admitted that theistoare not
purposefully used as a branding tool and the effetttough
difficult to measure — is believed merely to be doethe
media often mentioning the proddé!. One storyteller —
although referring exclusively to the local dedtioa —
believes that the stories could be a promising me@n
establish a destination image that would be ab#ttact more
tourists to the are&:

123 Gitte Skoubo, p. 8

124 statistics based on numbers from the network’s questionnaires 2008.
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On the front/back page of the promotional pampk09) as well as on the website, a logo
appears (Fig. 4).

The design clearly has a maritime appeal; the ™$igure that takes up a very dominant position in
the logo reminds one of a compass and gives cotmoteelated to navigation at sea, the circular
form resembles the port-hole of a ship and the imgmof the product name
“Limfjordsforteellinger” and the networK'Netveerk Limfjorden” makes you think of a nautical
metal sign that could carry the name of a ship. Bifmevnish colour of the logo furthermore has a
historical and “authentic” expression that mighieevead ones imagination towards “treasure
hunting” — an image that is supported by the comp@ke appearance of the logo seems to match
up with the some of the fundamental values of Teirsg that the overall product framework takes it
point of departure in the water of Limfjorden arik tstories seek a telling with historical and
cultural perspectives (cf. 4.3.). However, notsabiry events are linked directly to the maritime
perspective presented in the logo and this mighseavrong connotations related to stories told
within a museum of Woodwork, a forest or a diaoyptention a few (cf. Table 1).

The text within the “port-hole” of the logo“Fjorden rundt” — openly positions the TL stories as a
way of making a tour around Limfjorden which coatels nicely with the introductive lines
suggesting that the story themes represent “raftesories” (cf. 1.1.) and moreover it plays on the
connotations of going treasure hunting to find goed stories of Limfjorden which also seems to
suggest that the area is considered as one démtindthus, the logo contains some of the
fundamental values behind the TL stories which mggrve as a branding tool for Limfjorden as
tourist destination — maybe as the destination téthocean of stories”. However, the logo doesn’t
take up a dominant position in the market commuiunaof Limfjorden but mostly serves as a
product logo on the webstit& and in the promotional pamphlet of TL (2009). Gamsently, TL is
not being considered as a common brand and presymalmesn’t constitute a destination image
of Limfjorden as one destination either. Moreovde overall product as it appears in practise
seemingly doesn’t come up the management and coiative intentions of pursuing a “route of
stories” (cf. 3.4.) and consequently a clash apbatween the market communication on the one
hand and the actual product setup, the story eventthe other.

Finally, one could wonder why the network associais mentioned in the logo: is it the network

or the stories that are meant to attract tourighéodestination of Limfjorden? The name of the
network, i.e. the management body that only costeosid coordinates product development and
sale, is most certainly of no interest for touristmsidering Limfjorden as their next holiday

destination and having the name included in the ltdgerefore merely seems as an intrusive
element if the logo is to be used in a clear matketmunication and branding strategy.

3.3.5. More marketing wanted

Regarding the amount and type of the abovementiamedketing activities of TL, several
storytellers accentuate that improvements are mnogtinted since the promotional pamphlet is
insufficient’*® Some suggest that posters could be ftdehich might make the stories more

visible in the local area by placing posters whmzeple normally go about — e.g. in supermarkets —

132 cf. www.visitlimfijorden.com
133 indhart, p. 3; Chresten, p. 3; Anna Noe Bovin2pDan Hansen, p. 4
134 indhart, p. 3; Dan Hansen, p. 4
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and the same could be achieved by making use @ eabvertising:>> Some storytellers take it a
step further and although being aware that it migghta question of more resources, one storyteller
proposes that media coverage was expanded sonit didy cover the local medi& and another
believes, as mentioned, that the stories poteyttallld become a destination brand (however, the
example given refers to the local destination of fharticular story and not Limfjorden in
general)*®’

Seeing that the storytelling actors depend on timaber of visitors it only seems natural that
storytellers worry about marketing as it is an olog means to create attention about the product
and consequently attract more visitors. Howevas, itoteworthy that, despite accentuating the lack
of marketing efforts in relation to TL, only a mimpart of them do in fact recommend and promote
the other stories — making profit by the visitoteeady present presumably would be the first
obvious step towards an improved marketing.

3.3.6. From where do tourists hear about TL

Though insight into the participant behaviour isdxhon a rather small sample of questionnaires
(cf. 1.6.3.) it gives some random indications orncktkind of media has attracted the attention and
drawn the present participants to a story arrangéeoferL.

One way of dividing the listed types of media cob&lthe following three categories: the general
media (radio, newspapers), tourism related medbari@m brochures, tourist agencies, TL

promotional pamphlet, internet etc.) and direct méchouth-to-mouth, information on the location,

internal marketing).

However, the results are based on an open-endediguend an exact classification of media is
not achievable. First of all, “advertisements” agpenportant as about 30% of the participants
inform that it has been the primary source to kmgnabout TL and obviously, advertisements most
certainly cover both the general media and tounstated media. Another unclassified source
appears in form of the “internet” (9.3%) as no gafions are made concerning the particular
locations and therefore the networks own websites ©f the different destinations and publicity
looked up elsewhere must be included.

Not surprisingly, sources directly connected toriga appear frequently in the answers (25.4%);
but what seems more relevant to notice is that papexrs and word-of-mouth (9.3% respectively)
also make up considerable sources indicating ttestspreleases do have an effect on the number of
visitors and the word-of-mouth effect implies thiaé stories are generating positive experiences
worth telling about or even making it worth visginother stories. This could suggest that
considerable effect would be achievable if stofgtelrecommend other TL stories — unfortunately
only 0.85% (1 person) visited the particular stasya consequence of having been informed hereof
in another TL story and the assumption of a love raft “internal promotion” (cf. 3.3.3.) seems
supported.

135 Dan Hansen, p. 4
1% Chresten, p. 3
137 Anna Noe Bovin, p. 1
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3.4. Single stories with integrated intentions

Looking at the product set up, the overall stognfe is clearly based on the geographically aspect
of Lim-fiorden, having the water as the overall wedation between the different stories.
Furthermore, a subdivision of the stories appesitbey are divided in topical themes (cf. 1.3.)eTh
selection of the stories is, as mentioned (cf.)2iandled by the individual tourist agencies that
choose stories from the particular destination acoadance with the thematic constellation;
according to one tourist agency the intention ishave stories covering the different thematic

aspects in order to provide an assorted suppliooies’®

So stories can apparently be linked together eltidreing within the same theme or being situated
within the same local destination. This seems @agkeeping with the intention of TL which is — as
intro lines of the promotional pamphf&talso suggest (cf. 1.1.) — to have tourists visirenthan
one telling either by settling in one place anctradt stories from different themes or pursuing a
specific theme across destinations around Limfjo/d®

A couple of storytellers express that the intentdrcontinued visits are actually put in to effegt
several visitors as they often experience partidipselling about stories they have visited in othe
areas or that they intend to follow other stoffédviaking observations of two stories located in the
same geographical area on the same day, this wdisnced as a couple appeared in both stories
and furthermore had another story in the samemagmed for the following da¥f?

However, the internal statistics do not show asrcke tendency as one then could expect; only
about 16% have actually visited other TL storiepjadly divided in 1 or 2 more stories, besides the
one attended when answering the questionnairethier ovords, the tourists presumably only visit
one or at best a couple of stories — supposedgndfituated within a rather limited area — and do
not follow a ‘route’ of stories around Limfjorden.

As it appeared above (cf. 3.3.3.) this might besrgjthened by improving the storytellers’
promotion and recommendation of other stories. Murless, the internal linkage between the
different stories seems mostly to promote a “Istaty tour” where a number of stories covering
different thematic aspects of the destination cqaravide an interesting many-sided idea of the
place chosen for a holiday. However, the connedbeinveen stories within the intended thematic
routes remain at a superficial level; history, isily, nature etc. all leave a very broad scope for
telling a story and the relation between many stare merely the fact that they are situated toear
Limfjorden causing that the line of stories presbipaloesn’t set the stage for a serial story and
consequently it might not be obvious for the tauasfollow a thematic route.

3.5. Target groups and visitors

From the networks own statistics it appears th&2(@8 a total of 4.002 visitors visited the story
arrangements, an average of 12.1 per story, antlypiheal guests were 44-64 years old (approx.
58%), accommodated in a holiday cottage (appro%)36°

138 Dina Overgaard, p. 3-4

139 Netveerk Limfjorden 2009, p. 2

140 Gitte Skoubo, p. 6; Susanne Overgaard, p. 8
141 sysanne Overgaard, p. 6; Anna Noe Bovin, p. 3
142 Observation #1+2

143 Networks own statistics 2008
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This seems in accordance with the assumptions tadéakeholders as the principal target group
of the TL stories is believed to be Danish touristéddle-aged/elderly couples traveling without
children, coming alone or in company with friendsdér relatives** Although some younger
couples also visit and a few stories even seentaldeifor families with children TL stakeholders
and actors fundamentally all agree that the mgjofithe stories mostly aim at the mature audience
with interest in culture, history or nature.

The observations made this year seem to confirsnglicture as all visitors were Danish with a clear
dominance of middle-aged to elderly couples (45)6@ithout children*> Moreover, the few
children that actually attended a story arrangerseatned all at some point during the story to lose
interest which showed both in that they were obslipdbecoming restless — i.e. running around,
looking elsewhere, fumbling with mobile phones etcand in parents either disapproving their
behavior or trying to cheer them up through affewitely pats or small hug® This supports that
the stories are mainly addressing the mature vssito

Hence, the profile of the main target and visitooup is apparently consistent with the typical
tourist visiting destinations at Limfjorden (cf.31). and as such it is seems to be adapted to the
tourists present in the area. In the light of degton development, TL might contribute in being an
interesting offer to the tourists which might ke#em in the area longer, visit other local
destinations or return as visitors later on, buight also maintain the product in a situation wehe

it primarily will be able to attract visitors alréy present in the area and not foster an increased
attraction of new tourists. In order to be a dedton developing product in the long run it seems
essential to enlarge the target group and launeh indiatives to attract additional tourist to
Limfjorden.

Despite that the main target group and most visiéoe overnight tourists coming from other areas,
locals do also visit the story arrangeméfifsespecially the year a story gives its first
performances’® and according to the questionnaires available, 28¥sidered themselves as
locals. Besides that, visitors with other relatitipsto the location or the topic also appear among
the participant$® — e.g. former residents wanting to relive old megss™°

3.6. Season extension

As mentioned, this year TL presents stories outide main season for the first time as story
arrangements are held in 3 national holiday weaksng spring and fall and the network of
Limfjorden seemingly introduces a strategy in lwi&h the national initiative by VisitDenmark
with focus on the creating of “all-year tourism” which Northern Jutland among other regions
takes actively part!

144 Gitte Skoubo, p. 6; Susanne Overgaard, p. 8; Dwergaard, p. 5; Linda Dyrby Pedersen, p. 5

195 Observations #1-6

198 Observations #1, 4, 5, 6

147 Dina Overgaard, p. 5; Linda Dyrby Pedersen, g\ria Noe Bovin, p. 1; Henrik Kjaer Bach, p. 1; Daariden, p. 1;
Lindhart, p. 1; Christian Konge, p. 1; Observatigné

148 Anna Noe Bovin, p. 1; Dina Overgaard, p. 5

149 sysanne Overgaard, p. 5-6; Dan Hansen, p. 1-2r@ton # 1, 2, 5

150 Observation #2; Dan Hansen, p. 2

51 www. visitdenmark.com; www.visitnordjylland.com
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However, not all 34 stories are available in theusther seasons — i.e. during winter holiday only 18
stories are told while Easter holidays and autuwiidays count 28 stories respectivély.Hence,
several storytellers are apparently not able olingilto provide stories for a period that extends
outside summer holidays, and according to one @fstakeholders, one of the problems in extend
the season is that you cannot bind storytellerdeiover a story once a week all year so if the
seasons are to be prolonged it requires alternatitiatives — e.g. offering packages of overnight
stays that include story tickets (cf. 4.5°3).

Furthermore, seeing that the product is not betig¢geattract tourists on its own an extension ef th
TL season most certainly cannot be expected to laygolonging effect on tourism around
Limfjorden in general and the stories will havedtowith drawing on the amount of visitors already
present in the area which is significantly lowearttduring July and August (cf. 1.3.). Though TL
presumably will not have any influence on the numobk tourists visiting Limfjorden in the
shoulder seasons, the stories might contributenpraving the experience of those present as the
more attractions that are available outside mass@e the better will the impression of the
destination probably be. But whether or not theiesoduring low season turn out to be a success —
measured in number of visitors — is still not setths this year's statistics is not yet made pdbfic

3.7. Cross-sector cooperation

One of the initiator of TL describes that the mumsuplay a central part in the stories and he
believes that within Danish tourism the network laMmfjorden represents one of the best
collaborations between the tourism sector and mmusewhich is a consequence of the museums
realizing that TL actually wants to deliver autherstories™> A storytelling actor — and head of
one the museums in the network — confirms thatrinbeeum has gained a lot of knowledge through
the cooperation with the tourism trattl8 Whether the cooperation can be classified as ehmeark
within Danish tourism shall be left unstated bufiges illustrate that TL has created a cross-sector
relationship between two professions that formsedgmed absent in the area.

Moreover, partners whose main activities are everememote from the tourism sector also appear
within the cooperation of TL. The storytellers gad within the theme “Temptations of
Limfjorden” count several local farms, a dairy amtrewery by means of which TL involves actors
whose raison d’étre belongs to a completely diffeteusiness sector — i.e. the food industry. In
other words, evident cross-sector cooperation appaad TL seems at this point to follow a
tendency that apparently gains a steadily incrgagmoting within tourism, classified as “food
tourism” (e.g. Weaver & Lawton 2006, p. 139).

Furthermore, planning for future product developtredeo concerns cross-sector constellations as
visits in companies and factories within other coeneral trades are considered an opportunity for
new storie¥’ — specifically with reference to prolonging thasen (cf. 4.5.3.).

152 Netveerk Limfijorden, 2009; p. 40

153 Susanne Overgaard, p. 8

1%4 statistics are presented at the annual evaluatieting on 8 of October 2009.
15 Jgrgen Hansen, p. 5-6

%6 sysanne Overgaard, p. 4

57 susanne Overgaard, p. 8
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3.8. Storytelling and packaging

At the face of it, TL in itself constitutes a pagkain the sense that many stories take its point of
departure in locations that also without TL wer@sidered as a tourist product and furthermore,
several stories already exist in some form befbey tare implemented in the common storytelling
product™® In that way, the initiative to some extent conseansystemizing of tourist products into
one overall package where storytelling appeare@asdammon denominator.

As mentioned, an attempt to establish another fofrtourism packaging has also been made by
initiating collaboration with the local inns in adto generate a product that seemingly would
consist of a more complete tourist package sedagit was meant to include accommodation and
food together with ticket for some TL stories regamating local tourist experiences — but it didn’t

come off as planned and today such packagingdsts not exists.

4. Understanding and application of storytelling

4.1. The good story — briefly told

Within the network of Limfjorden, the concept otdsytelling” is to some extended considered as
an ambiguous term where a definition is a mattecaritext®® and especially the English term
brings up associations about promotional strategieh the Danish wordHistorieforteelling
doesn’t suggest’

Not surprisingly, storytelling is considered theifiolation of the TL produtt and although some

of the stakeholders also use storytelling activadya marketing tool within their own destination
aread® this is only to a limited extent the case in fielatto TL™? (cf. 3.3). Storytelling — or “the
telling of a story” — within TL is mainly practiceas a storyteller delivering a tale by word of niout
to a group of listeners and is basically concei@ga tool to communicate knowledge and authentic
information in an interesting and appealing Wdy.The initiative to use storytelling as a
communicative instrument to guide a group of tdaris described as a natural consequence of
change in demand seeing that tourists nowadaydocathore than just relaxation, sea and sand but
also requires knowledge about culture, history maigire that they wouldn’t be able to discover on
their own!®

“Everybody loves a good storymanifests one of the actors of TL as the mainarad why
storytelling is a great tool to “get to peopi®’and according to the interviewed storytellers sofme
the important building blocks in providing a goddry are drama, humour and a mixture of facts

138 gysanne Overgaard, p. 5; Dina Overgaard, p. 4;Hzewsen, p. 1; Henrik Kjaer Bach, p. 2; Chresten, p.
139 susanne Overgaard, p. 6; Anna Noe Bovin, p 1;iKepr 2; Christian Konge; p. 2

180 Anna Noe Bovin, p. 1

161 Gitte Skoubo, p. 6

%2 Dina Overgaard, p. 5; Gitte Skoubo, p. 6

163 Gitte Skoubo, p. 6

184 Susanne Overgaard, p 6; Jergen Hansen, p. 11a Dytby Pedersen, p. 6; Dina Overgaard, p. 5; Apné;
Henrik, p. 2; Dan p. 2; Christian Konge; p. 2.

185 3grgen Hansen, p. 11; Linda Dyrby Pedersen, piré; Overgaard, p. 5.

186 Susanne Overgaard, p. 6.
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and fiction'®” According to one of the interviewees, drama carptoeided by elements such as
love or ghosts stories which is believed to malstoay more exciting, relevant and memoraffe,
and identically another describes how returningatis always reminds him if he forgets to tell one
of the dramatic anecdot&¥.Fun, humoristic touch and a happy twinkle that enpkople smile or
laugh also promote a memorable story; facts or dotes can both be delivered with a more
comical perspective or be followed by a small jakech is essential in order to charm the listeners,
involve them and obtain the best respofige.

Although authenticity appears as one of the mdiarpiof the TL stories, nonfactual parts appears
to be an elevating part of a story, i.e. facts lzgtter off if they are served with personality or a
humoristic twist:’* Yet another way of making historical and cultufatt more accessible and
memorable is to connect it with name given persbeslor locations, an event or a physical
object’® — these elements seems to serve as some kinchgible evidence. In short, drama,
humour and the right mixture of facts and fictiomkea a good story that gets to people and is
something they will remembéf?

The “10 Commandments” of a Guide
4.2. Not just another guided tour...?

Storytelling is more than just a matterwhatthe story | 1- Treatthelisteners as your own
contains — in fact one storyteller accentuates ithés pe’frsonal gueSt.S

more about the way it is done than it is about |its>: iSten”to the listeners
contents™’* and seemingly this statement hits the nail{of3: [nvolve the listeners — ask them

how the TL stakeholders and actors believe a syt questions |
differs from the more traditional tour guide. 4. :E(chﬁuurgoylj)rur story with anecdotes

The following paragraphs will therefore not onlycfis | 5 Relate your story to persons or events
on the perceptions and practice what a good story| 6- Have some natural breaks —change
should contain but also omow it should to be and is between walking and standing stil

delivered. 7. Cancel outdoors arrangements if it iS
thunder
8. Admit if you don't know the answer
4.2.1. The 10 Commandments of a Guide 10 a question
by 9. Refer to / recommend the other
When you enter TL as a new storyteller, you wideie arrangements and facilities within the
an information portfolio that among other things@ins area

Thg '10 Com_mar_1dments’ of a qu(kee Fig._ 5) Whiqh IS 10. End the tour with a “thank you"
a list of guidelines about basic rules in relatiom
delivering a story to a group of guests or listengre.
item 1, 2, 3, 4, 5, 6, 8) as well as more practieguests
and recommendations (i.e. item 7, 9, 10 and sulesgqu
comments) Figure 5 Guidelines for the storytellers
' (Source: Information material, Netveaerk
Limfjorden [Own translation, JRKL])

157 Anna Noe Bovin, p. 1; Chresten; p. 1; Henrik KBach, p. 2; Dan Hansen; p. 2; N.H. Lindhart, p. 2
188 Anna Noe Bovin, p. 1

189 Chresten, p. 1

0N H. Lindhart, p. 2; Dan Hansen, p. 2; Henrik Kjgach, p. 2; Chresten, p. 1.

1N.H. Lindhart, p. 2; Chresten, p. 1; Christian igenp. 2

2 Henrik, p. 2; Dan Hansen, p. 2.

73 Anna Noe Bovin, p. 1; Chresten, p. 1; Henrik KBach, p. 2; Lindhart, p. 2; Dan Hansen, p. 2

4 Henrik, p. 2

Remember the portfolio, sign, change,
mobile phone and emergency kit.
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Although it might just be a simple matter of sen@)tthe first things that strikes you, is why the

designation “a guide” has been chosen within thdajimes of a storytelling product that apparently

wants to differentiate itself from the traditiorgiided tours. To some point it might indicate that
the perception of differences between the guidehenone hand and the storyteller on the other
might not be as strong as it could be expected.

According to the product coordinator, these gurtedi have been used since the first TL stories
were launchetd® which seemingly could be one explanation to theiaghof words, bearing in mind
that the initiators didn’t look for theoretical cmept to develop the product but merely believed tha
improvement of the communication of local chardstms to tourists should be done in a more
interesting and inspiring way.

Since then these items have apparently constittitedonly streamlining of the stories; no
workshops or seminars have been held in orderaio the storytellers and/or share knowledge
about the “art of telling a story”® Yet again the internal communication appears aseway
street with information and guidelines merely flngtdown stream and at this particular point a
higher degree of horizontal “knowledge flow” in forof workshops or meetings with the purpose
to train and discuss the best way of deliveringbadgstory seems quite relevant in order to learn
from each other. It would most certainly provide fxample “newcomers” with an excellent
opportunity to learn from the more experiencedydadiers within the network — a practice which is
actually seen within individual storytelling orgaations of TL where storytellers pass on
knowledge to their successdfs.

As we shall see in the following paragraphs, a nremds the listed items in the TL guidance to a
storyteller can in fact easily be identified in tivay the stories are told and the perceptions of
stakeholders and actors, and thus the 10 pointsosegdly make up some kind of streamlining of
the act of telling stories within TL.

4.2.2. The storytellers

Even a quick glimpse at the different type of agiorvolved in TL reveals that the storytellers make
up a diverse group of people with very differentkgrounds — from museums keepers and nature
counsellors to farmers, dairymen and brewers alleolunteers with a story on their mind — and
on the face of it a resemblance between the sttangecould seem difficult to locate. However,
characteristics such as passion and enthusiasrtelforg their story are described as common
denominators for all the storytellers seeing tHegrothe story topic is of personal interest and ha
been studied for a long time which to some exteakas the storyteller an “expert” within the
field.”® This taking pleasure in telling stories and speicigerest in the subject of the story also
becomes apparent during the research observatibagewhe joy of telling a story seems to show
through a twinkle and a constant snfif2.

175 Gitte Skoubo (mail correspondence 27.08.2009)
178 Gitte Skoubo (mail correspondence 27.08.2009)
Y7 Chresten, p. 1; Dan Hansen, p. 3

178 Jgrgen Hansen, p. 7

179 Observations
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The interest in the topic, however, seems to oaigin several ways. Storytellers telling abouirthe
line of work presumably have some kind of speai&triest due to professional pride — a museum
employee naturally take an interest in historyuratounselors in nature, a farmer in animal hold
and cultivation, etc. This pride in one’s professas a main foundation of the story is explicitly
stated by one the interviewe®8.Besides that, interviews show that enthusiasm etsues of
“belonging” to a place — i.e. as the result of gdorn and raised in the local area — which seems t
be a very dominant characteristic for the TL stelfgrs’®' and thus, the interest in the topic

probably advance engagement in telling the story.

Nonetheless, during most of the interviews madé wiorytellers another reason why they want to
be involved in a storytelling product such as Tkoabecame clear; continuously questions were
answered or examples given by the telling of a bareécdote and/or personal narratives. In other
words, telling a story appears to be rooted in nobshe storytellers’ personalities — they just’tan
help it. One of the storytellers also explains thathas always enjoyed telling a story and by
becoming a nature counselor it just became a fidrisgob as welf®? One of the tourist agencies
also accentuates that some people just have theogiéll a story in a way thatlisteners are
carried away and begin to visualize things so thesl that they are part of the story®® As
mentioned earlier a good story is believed not ¢algepend on its content but more on the way it
is being told and thus, an important aspect of adgstory seems to originate in the storytellers’
enthusiasm and the ability to deliver a story inreagaging way. Apart from the nature counselors,
none of the interviewed storytellers have had amygssional training in how to tell a story and it
appears to be a skill they have either as a natal@ht or something they have learned through
practical experiences.

4.2.3. Engaging story breaks

The majority of the TL stories seems to be builtanpund the structure of a circular tour meaning
that the group of listeners is taken for a walkyalior a sail through a particular spatial areag- e
that of a city, a nature ground or a company. Oytire stories that contain a tour on foot, a number
of “telling stops” are made along the route in Whibe participants take the position of a semieircl
around the storyteller that delivers “a chaptertlsd story. The course of the tour hereby changes
between walking and talking/listening providing wirathe guidelines are called natural breaks (cf.
Fig. 4).

This way of communicating information doesn’t sedifferent than the traditional guided tour
around a museum or within a city walk. Nonetheldsbpwing some of the story arrangements
showed that during the breaks — i.e. walking frome ¢elling stop to the next — the participants
begin to talk mutually about the content of thengtdoth with the people, with whom they are
travelling, as well as other visitors and the steligr. This seems to be exactly what some of the
actors and stakeholders accentuate as one of shé of a good story; that it gets to people and
generates curiosity, which makes the participdhsteries themselves and seek more information
about the topic either by asking the storytellemfierwards doing research on their ohOne
possible explanation could also be that particpahbose to visit a particular TL story arrangement

180 |indhart, p. 2

1815 out of 6 storytellers in the interviews werebar the area where they are telling stories.
182 Henrik Kjeer Bach, p. 1

183 inda Dyrby Pedersen, p. 6

184 inda Dyrby Pedersen, p. 6; Susanne Overgaard, p.
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due to a preceding curiosity about the topic orarlea meaning that a common interest is present
within the group of listeners.

Often the breaks also involve conversations of ncbreehat character — e.g. about the surroundings
and other “must-see” places in the nearby areasd+t@asome extent the walk between stories take
form of a “normal” walk among a group of friendshuk the participants seemingly do not only
engage in the story but also in the social aspgeekeriencing within a group.

Thus, it appears that participant engagement daésnecessarily claim induced activities or
elements but on the contrary to some extent lighinvithe spontaneous arise of the participants
part-taking in the story, its context and the infaf social contact with the other “characters”had t
story arrangement.

4.2.4. Storyteller-listener relationship

One of the things that appears from the sectiorvali® apparently that in order to transform a
guided tour into a story it is not only necessait information is provided by a guide or storgell
but also that it isreceivedby the listeners. According to several interviesvéle relationship
between the storyteller and the listeners is dlvihportance to ensure this — if personal contact
isn’t established the audience is lost and thengement can hardly be classified as a stdty.

Storytellers accentuate the importance of sayirpgnly hello to people, eye contact and getting
physically close to people as important aspectsréting a good relationshif® Furthermore, it
provides the storyteller with a sensation of whettrenot he/she has the audience’s attention and
the listeners are encouraged to participate byngsklestions®’ If the storyteller loses his/her
touch with the audience the story becomes impetsama might just as well be a CD-recording
playing® Thus, the story has to be delivered with engagéraed in a living way — i.e. the
storyteller cannot turn his/her back to the audeeocfumble with papers and manuscripts but has
to be present in the stot¥’

Additionally, the personal story seems to requn@xjmity which makes it relevant to consider the
number of participators in a story arrangement ane stakeholder also accentuates that a story
cannot be told to a group of 50 peopléHowever, this seemingly has to be seen in relatathe
physical circumstances or surroundings of the steeging that storytellers that often have a rather
large group of audience do actually not consider @n impediment to personal contact as long as
all the listeners have a clear vision and heahefdtoryteller — i.e. when a story takes form of a
lecture with the audience situated in rows of $éts if planned breaks provide the opportunity to
get closer to and socialize with some of the pigriats®? In other words, which level of personal
contact that is necessary in order to create a gtmygl appears an ambiguous and relative matter.

185 Chresten, p. 2; Linda Dyrby Pedersen, p. 6; Heljakr Bach, p. 3; Dan Hansen, p. 3
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The loss of proximity also seems a factor thaturfices the considerations of future product
development concerning the telling in other langsathan Danish because various languages
within the same arrangements are believed to tenstory due to the loss of personal contact
between the storyteller and the listeners — ands#imee problematic arises within questions about
the use of digital medias such as iPSH&f. 4.5.).

4.2.5. One audience — one story

As seen above (4.2.2.), the storyteller's enthasiasnd delight are important aspects of a good
story. In some instances they are challenged bfatttdhat one and the same storyteller is the main
responsible for delivering a story throughout tHeole season so in order to make sure that the job
doesn’t become boring and merely routine — with a@genon the quality of their story as a natural
conseqtygance hereof — several of the interviewedytsttiers continuously change the story
content.

The change of content doesn’t only serve to mairtta engagement of the teller but the majority
of the interviewed storytellers stresses that titégmpt to adjust the content to the specific agty

of the particular group of listeners in order tokedhe story more personal and engaging to the
audienceé® Nonetheless, the adjustment of story contenttenadn act of balance because a group
of listeners never make up a homogeneous unitylwimieans that if a story is directed to one part
of thel%goup it must be done without losing thertibn of the other listeners — e.g. children versu
adults:

Different levels of identifying and reading the desnd wishes of the listeners exist in the practice
of the TL storytellers. While some — apparently tnafsthe storytellers — make use of an obvious
segmentation strategy such as age (children, agkniprs) to select a certain focus or tell a joke
addressing a particular group within the audiefi€ethers intent to fine-tune the story according to
the specific interests or backgrounds of the listene.g. adjusting the degree of factual inforamati

in proportion to the participants previous knowledg the topic or area of the stbfjor making a
quick enquiry within the group so — whenever pdssibthe story can be related to the particular
area of origin or the jobs of the participahts.

A manuscript is also considered an endangeringezieto the liberty of the storyteller and for that
reason none of the interviewed storytellers usefmite manuscript® This seems, however, due
to the rather comprehensive experience of tellis¢pay that the particular storytellers have gained
in the course of time. One storyteller explains loword-by-word manuscript is written down and
memorized when he has to give a “lecture” or ak*@&f about a new topic for the first time but it
changes over time and when the same lecture hasgbean for some time it is no longer similar to
the original manuscrig? Another interviewee also remembers that in theirmégg of her

193 Anna Noe Bovin, p. 3; Dina Overgaard, p. 6; SusaBrergaard, p. 8

19 Henrik Kjeer Bach, p.3, Chresten, p. 2

19 Anna Noe Bovin, p. 1; Susanne Overgaard, p. 8e€hn, p. 2; Henrik Kjaer Bach, p.1+3, Dan Hanse8, p
1% gysanne Overgaard, p. 8; Chresten, p. 2, Henadc i&ach, p. 1

" Henrik Kjeer Bach, p. 1, Chresten, p. 2; Lindhprt2; Observations #1 + 6

1% gysanne Overgaard, p. 6; Observations #1 + 2

199 Anna Noe Bovin, p. 2; Observation #2

20 gysanne Overgaard, p. 5; Anna Noe Bovin, p. 2e€hn, p. 2; Lindhart, p. 2; Dan Hansen, p. 3

21 The storyteller uses the tefforedrag” (a lecture or a talk) and not story.

22| indhart, p. 2
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storytelling career it took a lot of effort to pegp a story arrangement which included the writing
of a manuscript and only concurrently with theitgllof many stories the ability to improvise and
adjust the content according to the audience heslajged”®®

On the contrary, manuscripts are also considered agans despite years of experiences with
telling the story. One storyteller is already pgthis stories to writing in order to pass thent@n
other storytellers replacing hifff and another has seriously considered the use ofisnept as a
means to remember important details but at the seneehe underlines that if this will be the case
the script will merely take form of keyword®

Despite that no manuscript are used, claims suchmast time it will be a different tour®® and“|
never tell the same story twid®” and the fact that only one of the interviewed y&lers admit
that no particular adjustments are made accordirige audience of the da$} it seems relevant to
elaborate whether majority of storytellers actuaiyl a new story each time. Terms such as
adjustment and graduating of the story is also lgeseveral storytellers to describe how changes
are made and this does seem more accurate exmes$siexplain the actual difference from one
story arrangement to the next since the overathéraf the story naturally is more or less the same
as it follows the locations within it is situatethé nature ground, city, company or ...). For that
reasons the changes only touch upon which parti@aracdotes are chosen on the day and how
much focus is put on one part of the story instebdnother. That the best anecdotes are used
repeatedly was furthermore confirmed during intms and observations as small anecdotes used
to explain or exemplify statements during intervieften were either told within the observed story
arrangement as well or obviously told on a regblasis. In other words it seems reasonable to
assume that the overall story frame consist of mb®mr of more or less established factual and
fictive story parts replacing each other on a ramdmasis and if the same story arrangement is
visited twice you might not have the exact sameysiteord-by-word but you will most likely be
able to recognize some or many of the small staryspand anecdotes told within the overall topic
frame of the story.

4.3. Authenticity

4.3.1. Sources close to reality

Stakeholders within the network underline that adystory is mostly built on a factual foundation
and that authenticity plays a significant part noypding relevant information because the stories
are not about “putting on a sho#™ Although advantages in relation to deliver a gstmty most
certainly can be gained through the use of fictkements, the interviews reveal caution concerning
fiction and several actors and stakeholders acaenthat authenticity has to be maintained in order

203 gysanne Overgaard, p. 5

24Dan Hansen, p. 3

205 Chresten, p. 2
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to secure the credibility of the stof}. So most stories, or at least the dominant pathiaif content,
is believed to be as close to reality as possitile.

In the light of this general wish for an autherg&rspective, historical sources do not surprisingly
appear as a dominant point of departure in sewtoailes; e.g. one storyteller tells how historical
publications of the museum is being used to loo@aeerial for the stories? and in some cases the
particular sources are even made evident by thgtstier while telling the story. Especially at one
museum related story old newspaper articles anectsbfrom the museum archives were explicitly
used to stress the authenticity of the stdfyYet in another story, references to written sosirce
were not given but instead made on the basis ahfoon knowledge” about historical events, e.g.
the War of 1864, the Wall Street Crash in 192%¥tc.

However, despite a dominant focus on authentictantful elements within the stories, they are in
fact constructed as a mixture between factual méion — i.e. years of specific events, foundation
of the location, biographies, knowledge about atustrial or agricultural production form etc. —
and more fictional touches such as tall storiesthsand legends. So although well documented
historical sources and events serve as the priffargdation of the stories, sources of lesser
authentic status such as novels and personal ivegaare also used significantly. One story
apparently takes its point of departure in a newel its characters and compares it tortda life at

the timé> and another story also uses a novel to descritie-saltural aspects?® Furthermore,
personal narratives appear as important sourcéisetstories. One storyteller uses a diary as the
primary source to tell about past traditions, esemid the living conditions for a typical family at
that time; the diary is written by a local girltine beginning of the #dcentury which the storyteller
mixes with personal narratives that he has beehltpllocal people based on their own experiences
and memorie$!’ Similarly, within another story arrangement refere to first-hand stories
borrowed from a written source were matlaze read a book where they had interviewed an 80-
year old woman that remembered?*®

New stories and perspectives even sometimes apgeaincidence, e.g. by having a participant in
one of the arrangement that has lived through teateor time period that's being told about and
therefore contribute to the story by telling hisgomal version of #° or storytellers who in a
completely different context has been asked tcatsliory on a certain topic which later are used as
part of a TL story?® Yet in other cases, a personal touch is furtheensaen where the actual
storyteller has taken over the job from a formaryeller colleague and therefore partly base
his/her own story on listening to the former nawes and partly through the gathering of new
information®** In that way stories are continuously passed omew generations and to new
storytellers.

Z10 Chresten, p. 1; Dan Hansen, p. 2; Jgrgen Hans&nOina Overgaard, p. 5; Linda Dyrby Pedersei, p.
2L Gitte Skoubo, p. 7; Jergen Hansen, p. 8

%2 Anna Noe Bovin, p. 2
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215 Story no. 2 (Netvaerk Limfjorden 2009, p. 5)
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In other words, historical facts do not only stenani historical documents and publications but are
often based on personal tales that, although basedal and authentic stories, do not necessarily
paint the general picture. Furthermore, seeing tfhege stories are exchanged by word-of-mouth,
the content and form will most certainly changedgidly as a new storyteller often decorates the
story with his/her own comments and perspectiveshé light of the sources used to build up the
stories, the authentic or factual perspective foeeecannot be understood in the terms of
representative and overall historical facts instaagersonal touch in form of individual’'s own
narratives seems to play an important part in thees.

As it appears from “The 10 Commandments” (Fig.he) storytellers are in fact asked to tell stories
that connect to particular persons and/or eventshwdould be assumed to be best obtained through
personal narratives of others and result in theydieing more engaging to the listeners as they are
able to better identify themselves with the conteihthe story and consequently it might foster
some important advantages in the pursuit of telliaggood story” instead of (just) providing
another guided tour.

So fictive elements do appear in the story andstbeytellers do in fact see fiction as some kind of
“spice” that can be added to the story to makeeitdn. As one storyteller puts ff: love to tell a

tall story” and explains by the fact that it makes the tellgut cultural history become more
alive, exciting, relevant and colourftf? One way of doing this is stated to mix historitaeads
with myth, legends and adventui&sand another likewise describes it as a way toeskasts with a
twinkle.?** A further perspective is given by a storytelletthat he loves to twist the truth a bit by
adding his own reflections or putting factual stagats in a different context than usual in order to
make the story entertainifg®

Though, a distinction between fiction and lies aeentuated and obviously there is a big
difference in telling legends about supernaturahdge and then putting the wrong numbers within
factual information or presenting a myth as if &ne really authentit’® When telling a tall story it
therefore has to be transparent that nasan authentic story so the listeners will not niesipret
the content and the intentions of the stdrand during observations the fictive nature of tale
stories told either appeared self-evident fromdimger-natural elements of the story or if not iswa
explicitly accentuated by the storyteller as “&.lie

Within the course of a particular story arrangemdattual information and fictive stories or
personal narratives appear in a continuous ali®ema#t the stories visited during the research
process the only common denominator observed atioel to the course of authenticity was hat
they all starts up with some factual informatiorattiprovides the listeners with some overall
background knowledge in relation to the specificakion of the story. Examples of such
descriptions are the biography of the founder ofisseum or a factory, introduction to a certain

production form, the birth of a natural landscape ¢he like>?® Afterwards the combination of
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fiction and facts seems to depend on either theosadings where telling stops are made or, as
mentioned above, specific stories are initiatedthyy listeners’ characteristics, interests and/or
guestions.

4.4. Engaging elements and dramaturgical principals

4.4.1. Story composition

In order for a story to catch and keep the attentibthe reader — or in this case the listenere- th
story composition appears essential and referesreesften made to models such as The Actantial
Model (Greimas) or the Model of Relating (Ola Olss(see e.g. Fog et al. 2003).

Each TL story arrangement takes it point of deparin an overall story frame which is highly
rooted in the geographical or physical location .g. eatural surroundings, part of a town, a
company, a museum, a monastery etc. — and tellsttdmg mostly with a historical and/or socio
cultural perspective. The story consists of a numddeshorter story parts making up a mix of
factual telling and more fictive or personal cousted narratives and anecdotes (cf. 4.3). This
means that the overall story often treats diffeempects and themes which primarily are integrated
through the location being a common denominatorcersistent and complete story line with just
one beginning and one end is therefore difficuidentify.

However, in a theatrical perspective the locationld be classified as the “scene” in which all the
small stories take place and therefore they areaxied in to some kind of common story line — in
several instances a chronological composition agpen even the same characters may play a
certain part throughout the whole st6fyDuring research, observations revealed storiesewhe
chronological development of a company made ugstbey frame — starting at the foundation and
ending with the present situation of the compahyvhile another story evolved around two
historical and socio cultural groupings used asnneaist throughout the stofy: The latter even
seemed to follow an overall action plan where @msibetween two social classes represent a story
conflict and build up a story in which elements tsas introduction to the conflict, point of no
return and finally an absolute climax can be idti(c.f. Fog et al. 2003, p. 44 Despite that

the story is continuously interrupted by factudbrmmation, the overall story line seems more or
less to be followed through as the facts merelysists in historical and natural explanations of the
background “scenery”. Nonetheless, if a generalckemon should be made on behalf of the
observations that have been carried out this stppgars to be the exception that proves the rule as
none of the other stories revealed a clear-cut ositipn of the overall story.

The composition within the independent story pdrtsyever, is a different matter. Especially — and
not surprisingly — anecdotes and personal narmtofeen included more visible elements from
traditional story composition than the deliveringfactual information. As mentioned earlier (cf.
4.1.) a couple of TL storytellers accentuate draman efficient element in telling a good stdty
which obviously seems to correlate with establighentension or a conflict that functions as the

22 Opservations #1, 5 and 6 — see also story desaripin Table 1 for further examples.
20 Opservation 1 + 6

%1 Observation 5
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TRUprogress© 44



primary motive power of a good story. Besides thatlisted “commandments” to the storytellers
(cf. Fig. 5) recommends that the story is relate@drsons or events, which is also practiced in the
TL stories, and thus suggests that stories aretrcmtesd around some characters or a course of
events. However, the composition of the story pasecdotes and personal narratives — seems not
to be the result of a deliberated act but far ntorde ascribed to a rooted and cultural bound
tradition of how a story is told as none of thergtellers mention story composition as a tool they
have considered in order to tell a good story.

In light of a composition made up by a number ofben story parts and/or telling stops, some
storytellers use what could be classified as ‘feéifigers”. One storyteller deliberately ends each
telling stop with a short introduction to the nert of the story — e.g"...so the children had
chores at home but besides that they had to goltoat — and how that was | think we should all
go over to the school and hear more about*ivhile in another story it seemed to be used more
improvised when a subject came up outside contextut I'll return to the subject when we make
stop at...” In that way a certain connection between storytspaseems to be created and the
coherence between stage (location) and story isteiaed. Furthermore, the “teasers” might even
generate some expectation for the upcoming stdeeEping the participants “in the story” —
however, observing the participants gave no préstioh effect.

4.4.2. A sense of place

As mentioned earlier (cf. 4.2.3.), the majoritystbries involve a walk with a number of telling
stops along the route. The stops seems to be nraddrategic places where the particular
surroundings serve as point of departure for aysdod in relation to a historical telling several
storytellers attempt to paint a picture of how libeation looked at the time the story takes pfdge.
In one of the stories observed by the researcherstoryteller describestf you arrived here by
ship in the 1% century you would see.?” while pointing in the directions that the partiits
should look trying to create an image of place ooly through the sense of hearing but also
through sight. The same effect seems to be thatiotein another story where a telling stop in
made in a town square which was formerly a pa# f#ctory ground and pointing out the location
of former buildings seemed to provide the listeneith an idea of the real size of what once

were23®

One storyteller accentuates the possibilities df just telling but also showing the place to the
participants as a great strength that can suppetaictual and authentic aspect of a story especial
when physical evidences of historical facts areiabt still present in the surrounding®.In his
telling a sense of authentic place is underlinecdeentarily by mentioning place names, pointing
out directions and showing visual proves in theureabf e.g. peat cutting in order to illustratettha
the main characters of the story actually livedrtbeeryday life in this particular grourf&®
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The same effect is presumably possible when ppatits are allowed to “try out” the objects or
enter buildings that are central to the story. @rample of this appears at a museum where
participants can get on the old trains and eveddien in the couchette carriag@Ss According to

one of the storytellers, constructed scenes acelmbeved to play a supporting role when a story
has to be communicatéd and in this particular story participants are & to enter authentic
buildings, moved and rebuilt in a museum context decorated as a home or a school appeared
about hundred years ago, so while stories abolageillife are told the participants sit at an old
dining table in a farmers living room or at schdokms in what appears to be an old
classroonf**Apparently this supplements the story with a fepliof being back stage the
museuri** and at best a sense of being present in the isststage of the stories might appear.

Furthermore, other properties with a less promimeldg — e.g. a wooden clove, a rattan cane, old
production tools et6*® — are used as point of departure for stories abistrical conditions and
habits. In fact this seems comparable with the notassical museums approach where an object is
used to explain historical facts; however the gswigrs serve the information in a more vivid
manner than a guest at a museum normally getsrieading a factual text attached to some object.
In one story arrangement, participants were funtioee allowed to touch the object which again
could be said to break with the facade of the mans@&axhibition case”.

In other words, the telling of a story in severat@sions seems to involve more than just the sense
of hearing — but the senses of both seeing andhilogi@pparently can be central and engaging parts
of a story and using a theatrical metaphor, his&bmbjects seems to some extent to be included as
properties in the play of a story. Furthermordsibelieved to support authentic perspectives and
might even enhance an authentic feeling despitepdréicipants know that the set up is not
authentic as it is the case of the abovementioneseonm where the houses were not originally
placed in this area or some of the objects werdichips of an old craft, which is actually
underlined during the stoA}® Nevertheless, none of the story arrangements eashall see in the
following, seemed to aim at having the participagsctual co-creators of the story.

4.4.3. Attractive properties

As mentioned in the background description of Taune of the stories explicitly promote that
physical objects — such as a boat or a taste -lesuppt or stage the oral telling of a story and
according to the number of visitors these storgesrsto be rather popular (cf. 1.3.).

One of the actors behind the sailing story confithis effect as he believes that people at all ages
enjoy sailing; looking at the arrangement from fesspective sailing is believed to attract farsilie
with children to the story arrangement although stary itself is primarily directed to the adult
audiencé*’ The impressions from observation of this storpagement also seem to confirm this
statement. Already aboard the boat, waiting foo et off, expectations seemed to arise among the
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participants — children as well as adults — andngduthe boat trip several participants also appkare
to enjoy the natural scenery and the sail just ashnas the actual story being téfd.

It is predominantly the stories within the categbije Temptations of Limfjorden” that serve a
taste of a local dish or self-made victuals andal even be expected beforehand due to the theme,
story titles and/or the characteristics of the \g#dling actors. The owner of a diary also
acknowledges that a taste of chocolate, beer, neant, snaps or whatever tastes nice without a
doubt attracts peopt€ and the product coordinator of TL even believekough said with a smile

— that elements such as ice crewolve the listeners in the stofy° The observation of a story
arrangement at the very same diary partly confirmiethe story only takes the participants on a
very brief walking tour through the factory befdraving a lecture while seated in rows and the
handing out of ice cream right before the partiotpehad to listen seemed very much to spread joy
and even the children that had already showed sigmoredom were calmed down for a little
while. ! So tastes may presumably be a motivation or a taisit the story in the first place and
in a way it could be stated, as the coordinatosdtiet some kind of involvement in the story takes
place due to a taste of ice cream. Food and drmlalgo offered as refreshments in stories without
any relation to what is actually served — e.g. stay about gardening a cup of coffee and a piece
of cake is servéd® and a historical storyteller offers the particifsaa cold soda or cider during one
of the telling stop4>® Consequently, it seems reasonable to assume thateadoes to some extent
involve the listener in the sense that it provithes story with another positive feature however, in
occasion where no relation exist between the stontent and the food or drink served, the taste
doesn’t enhance the effect of the story but mensdke up a refreshment and in order to keep the
attention of the participants at the actual stamg &s content it is principally required that the
telling itself is captivating.

Additionally properties could also serve as a souvinat theoretically might prolong or revitalize
the story after returning home (see e.g. Mossbepl8ansen, 2006) — a home-made salami from
one of the farms, a special beer from a brewerg@®icream bought at a diary would presumably
recall story elements while enjoying a taste at @oftpparently, no souvenirs of this kind are given
to the participants instead are products merelgreff for sale in own shops but according to one
actor only very little is sold and he stresses that is also not the purpose of telling storiess (h
mission is instead to create a positive image afydaork to inspire more to educate within the
tradef>* — and taking the number of visitors into consitlers telling stories doesn’t seem the most
profitable way of marketing ones product. One stbwgs provide the visitors with a recipe of how
to make their own “snap$” but the effect that souvenirs is believed to have. prolonging the
experience and promoting a word-of-mouth effectre- apparently not utilized within TL and
seeing that apparently few guests buy the producteuld be assumed that giving participants a
“take-away” taste would be an advantageous wagtete a “souvenir effect”.
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4.4.4. Involving activities

As we have seen above, the stimulation of the sightributed with another dimension to the
telling of a story (cf. 4.4.2.) and through the wudephysical properties even further senses seem
activated most notably the sense of taste. Oneranaiounselor also stresses explicitly that he
intends to have the participants use their serssed as to smell, touch or taste something that he
find during the walk®® — e.g. during the observed story arrangement hééectyed people to hold
their hand on top of an anthill or to eat a liviam?®’

However, the main group of visitors in the TL sésri— i.e. middle-aged and older couples — is
seemingly unwilling to participate in this kind a€tivities. The same storyteller describes therma as
segment that is very hard to activate comparectoekample a group of children and for that
reason activities are deliberately used to a lesstant when telling a TL story which means that
the main activation is predominantly to have theipg@ant join in for a talk by asking questions
rather than providing a monologt. This tendency also seemed to be confirmed during
observation as only a younger couple (mid/late 2@unteered for the “ant challenges®.

Similar type of activities appears during summexssa in the sailing story: just before the boat set
off a biology student tells about the animal life Limfjorden while the listeners are invited to
participate by putting their hands in a tank witlals and feel them. Several visitors took the
opportunity to hold a crab though mainly childrenthwtheir parents and/or grandparents.
Furthermore relatively few of the “active listerem the biology session participated in the
following TL story.?®°

Not surprisingly, activation apparently cannot becéd upon a group of participants that doesn’t
feel the urge for this form of involvement in orderhave a good story and naturally the level and
type of involvement therefore has to be consida@mbrding to the actual visitors. However, luring

them in to trying something new might guide themvaods an experience that could turn out to be a
pleasant surprise after all — i.e. by generatinfgeding of overcoming a challenge — though the
balance between tempting and pushing may be veéfesand should possibly be handled with

caution.

Despite the fact that activities to some extenteapp as incorporated part of several stories, only
one story mentions it explicitly in the pamphlethsiée description of the stories; a historicalingll
about a society built up around fishing informst tparticipants are offered the opportunity to learn
how to make a seine or catch shrilip'sThe low degree of market communication about #u f
that apparently several stories often include s&md of activity might be another indication of
that activities are not considered an attractiomeilation to the target group and visitors of TL
stories.
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4.4.5. Costumes and acting

When asking the storytellers about dramaturgicacgles, the majority thinks of dressing up and
perform a play for the visitors. However, this foohacting doesn’t play a prevalent role in the TL
stories. One storyteller tells that he has triegsging up but felt that the story became impersasal
it was no longer him telling the story but he deessider acting as a suitable tool in relation to
storytelling though stressing that it demands bwttural talents and the right audience if it has to
work properly — and his story has neith%r.

Apparently only in one of the TL stories the stetlgr dresses up: dressed in pants of homespun
wool that are too short, an old shirt with a lapgch, a felted hat, a bottle of snaps hanging in a
string around the neck and walking bare-footed ygfiowearing wooden shoes if the weather is
cold) he intends to have it look like it is‘akker” — the main historical characters in the story —
telling the story about living conditions as “owtis! in the ared®® The storyteller considers it an
important part of the story as it gives the paptcits a clearer picture of the characters in tgy st
and animates telling much more than if he simplgvgdd up in his green nature outfit as a nature
counsello® Furthermore, by putting on a costume he wantsgioas that he takes the story one
step further than just the telling oft and some times during the telling of the storekien refers

to rakkerneas “we” — e.g.“back then we had...*®® Already when arriving, several participants
commented on the costumes and asked questionkiiometo especially the bottle hanging around
his neck and in this way the peculiar look of thergeller seemingly helped to break the ice
between the storyteller and the listeners and cpresgly it might have promoted another of the
storyteller's intentions — i.e. to create a goothtrenship to the participant so they dare ask
questions during the stof{’

Although this is the only TL story that uses somnleac aspects of “traditional” theatrical
components one of the storytellers tells that & haen practiced in another context; a storytelling
event in an agricultural museum — an old farm — setsup as a movie that by means of acting and
costumes told a story about life in the countrysitlee whole story was completely fictional but
although the participants were informed of its ifictis character and the content was so
exaggerated that it without a doubt appeared dsnpelse but a good cock-and-bull story, visitors
turned out to be so engage in the story that saadetlie impression that the story was authentic —
but what was more important: the participants gtarested in the topic and asked a lot of questions
in contrary to what is the “normal conditions” of agricultural museum where it can be very
difficult to attract peoplé®® Despite the success, the arrangement is not uitbih WL and one
impediment might be that it involves a lot of peopihich makes it difficult to mobilize each week
throughout a season.

4.4.6. Are they engaged...?

As it appears from the sections above it seemssinatral storytellers engage the visitors in the
story by involving other senses such as sight,ltptaste and smell. This indicates that storyteller
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conceive a good story as consisting in more thanntkre listening and the visitors of TL could
therefore be assumed to take part not only asnéstebut also as spectators and maybe even
participants or actors of the story.

The general visitor participation seems still todo@centrated on a talk-and-listen relationship; th
story is meant to catch their attention, make thaeberested in the topic of the story and
consequently have them ask questions or subsegueall for further information on their own.
However, during observations visitors seemed to r@&&tively few questions and the stories
therefore turned out to be mainly one-way commuiuoawith a storyteller delivering a tale to a
group of listeners and in general it was mainlynsen the telling stops that visitors became active
participants in the sense that they addressedttgtedler, mutually discussed the topic and/or
talked about other matters. Even in the story gearent where costumes were actually used the
group of visitors didn't seemed involved much ferththan listening to the story and as one
storyteller suggests, it might be problematic toilme them more actively due to the characteristics
of the main target group of the present TL stoff@d¢n other words, the stories do not engage the
participants as actors or co-creators of the saéoiy only in story arrangements where the telling
succeed in generating storytelling among the guasd#or questions that guide the storyteller in an
unforeseen direction, it could be justified to sagmeent to classify the participants as co-writers.

4.5. Product development — considerations about the fute

As mentioned earlier, TL is still considered a prodwithin a development phase and beside the
continuous progress of the product — such as chgntliemes and choosing stoffés— more
radical considerations for future development atities are also made; stakeholders and actors
consider TL as a solid foundation and a produch hie potential of becoming a stronger tourist
attraction in itself, though, at the same timesiacknowledged that this certainly demand further
developments and implementations of new initiati/és

A new collaborative project Nordjyske Fortzellingéf? — with participation from the regional
DMO, VisitNordjylland and Netveerk Limfjordenhas recently been launched with the main
purpose of digitalizing stories, enhancing the nemtff stories in other languages and developing
new stories with point of departure in local indiest. The project is, however, still at a prelimina
stage; a meeting was held late June 2009 with timpoge of finishing the overall project
description and, according to plan, stakeholdeesadrout to enter into an agreement about the
details (September 2009). The implementation issdhe spring 2010 and for that reason the final
outcomes of the project are still not clarified Iparallels between TL stakeholders and actors’
considerations about product development and ttemtions of this project will however be made
in the following paragraphs.

4.5.1. Stories in a foreign language

Since the TL stories saw the light of the day foz first time, it has been the intention to provide
some of the stories to foreign tourists as welk-telling stories in German and English — and how
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this could be done is still discussed continuowsdyone of the main issues concerning product
development”® At first glance, it seems a relatively tangibletteato accomplish but concerns
about the quality of the product and lack of prieficy in languages seems to be some of the
reasons why so far this progress still hasn’t begrlemented.

The new project of stories in Northern Jutlandmatéo survey possible barriers and possibilitigs fo
the enhancement of stories in foreign languageamaply German, secondary English — and to
test different methods of implementation, e.g. law@ university students at linguistic studies in
order to work out translated manuscript and/or édfgzm synchronic interpretation at the actual
story arrangement? According to the product coordinator of TL, one thie problems in
developing stories in other languages is the actanscern for a decline of “storytelling effect”
because some of the “quibbles” might be lost ingtatiorf”> — e.g. irony and sarca$fias well as
use of dialects’ are elements that storytellers stresses as difficiconvert. One storyteller has
previously had to tell stories with an interpretéerd he clearly proclaims that this way of telling
effects the quality of the stofy?

Hence, a main problem is the lack of language gigricy among the storytellers; this may be
solved by memorising a word-by-word manuscript ibibreign tourists are to have a story of the
same quality as the Danish visitors it is undouljtetecessary that storytellers master the
languag€e’® In order to establish proficiency, educating therygellers seems an obvious means
and two directions are suggested by stakeholdepossible ways to develop the required skills;
either the present storytellers could be taugt®émman and Engligf° or people with knowledge
in foreign language could be engage as storytedledstrained in basic technical knowledge of the
story context™, i.e. characteristics of history, culture or natuFhis might be practicable in some
stories but one storyteller does however accenttiae a story with a lot of technical terms
involved require both aextensiveknowledge of foreign language andnsiderablecompetences
within the professional fielé®” Thus, in some cases very comprehensive trainirtgeoktoryteller
seems necessary if the foreign tourists are taumn @ story rather than a guided tour. Besides tha
the sense of belonging to a place or a trade saanmportant factor that influences on the personal
enthusiasm and involvement of the storytellers #drebe emotional elements of telling a story
cannot immediately be transferred to an “outsider”.

Stakeholders within TL are aware of that it migbt be all stories that — at least not at firste- ar
suitable for foreigners so the first step towargdpli@ation would be to start up with those stories
that are found most adequéfd.At the beginning of this season (2009), the nelwarmmittee
asked all actors whether or not they at the momenid be able to provide a story — or part of it —
in German and Englidf{ and according to plan the website will from nesason be available for
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foreigners and publish in which story arrangemehts storyteller is capable of providing a
translation of the story contefit Naturally, this is not believed to be the optimsmiution as
several stakeholders and actors announce thatidhesswould lose their vivid character if they
were to be delivered in several languages at theé®f — “it would simply turn it into a sightseeing
excursion.”®’ Nonetheless, it could turn out very difficult tatger sufficient German or English-
speaking tourists for the story arrangements thddé in three different versioi& Generally, the
stakeholders and actors of TL do trust that it ddug sold — though one storyteller doesn’t think
that the Germans would find such product intergséia they come merely to spend time together
within their family?®® — and one stakeholder suggests that special pesicmpuld be developed by
adjusting suitable stories according to the spediémand of the foreign tourists.

4.5.2. Use of digital media

One of the principal intentions with the new projdordjyske Fortzellingels to develop digitalized
story arrangements in form of podcasts and the measons are that digital stories can be told
independent of time or place and don’t require @age number of participants which gives the
opportunity to enhance the offerings of storiessinlet the main seasdm:

According to the product coordinator, this stepdoidva modernization of the product has also been
considered within TE? but asking questions about possible product deweémt, digitalizing of
the stories doesn't seem to be considered amoraysaand storytellers as particularly no one
mention it as an opportunity. One may assume thraterns about losing the personal touch in form
of face-to-face contact and the living aspect sagladjustment of the story according to a specific
group of listeners (cf. 4.2.4.) could be some inguar impediments to not implementing
technologies in replacement of the “real” storgellOne stakeholder also explicitly expresses her
resistance’lf we are to maintain a living storyteller it issngood to just slip some kind of record
player into the visitors’ hands and leave them waitblain tape recording®**

Within the new development project, these concemres taken into account as it is discussed
whether new initiatives such as using professi@tabrs, sound effects and music as tools in the
telling of the story in order to maintain the atplsre of the story or having the “real storyteller”
be the one telling the story via digital media&éep the original “twinkle”, dialect efd?

Furthermore, recordings are considered as marketiwign form of small teasers of short extracts
of the stories put on the internet or used it imoeercials on the radi®® which in fact is a step in
the direction of more and better marketing whickesal TL actors wish for (cf. 3.3.5.).
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4.5.3. Improve season extension

As mentioned (cf. 3.6.), TL stories are for thetfitime presented outside the main season, though,
not all stories are available in spring and falbwéver, one stakeholder believe that this is eyactl
how TL — and Limfjorden in general — should positidself but mentions that it does set up
different rules concerning the selection of stogesing that many actors cannot provide a story for
an extended period — e.g. storytelling in museunghtmeed to be excluded due to changing
exhibitions?%°

Another stakeholder stresses that one of the mmaiblgms in prolonging the telling period as it
appears today is that you cannot bind storytellerprovide a story once a week all year and
therefore a necessary initiative would be to dgvedapplements directed especially towards all
year visits>’ One way of solving this could be the suggestiomligftalizing stories made within
the new projecNordjyske ForteellingerYet other ideas for development projects areguesithin

TL where offering stories on booking to groups eoasidered as an offering to party tours, i.e.
associations or companies going on a one-dayttripjake reservation on a story in the area of an
excursior’?® The first steps towards implementation are alréallgn as contact has been made to a
couple of bus compani®€ and a list of the story arrangements open for ggchas recently been
put on the website of the network of Limfjorden.the long term, though, it may require a set up
that is more appropriate to handle the reservafifhs

Furthermore, both within TL and in relation to thew development projettordjyske Forteelliner
the possibility of involving additional commerciédctories and companies outside the tourism
sector as storytelling actors are considered asnpiat providers of stories outside summer season
though at this point it merely consists in an exation of how barriers to such initiative could be
overcome™

4.5.4. New packages — new target groups

As it appears, the product so far is mainly aimedhdividuals — couples or families — notably
middle-aged or elderly couples with interest intaxdl aspects (cf. 3.5.). Not surprisingly, progssa
for future product development seem to concern howdraw new target groups and besides
providing stories in other languages, adding neawmits and/or packages of stories appear prevalent
among stakeholders and actors.

New story themes are believed to be one of the rppities to catch the attention of different
segments. In order to attract families with chifdrene actor suggests that stories exclusively
minded for children could be developed around ttemgh as fairytales and legends or thrill and
horror — acknowledging that it demands an enorneftet to catch the attention of childréf.
Another thematic course that has been consideredrare stories directed at food and drinks
where the visitors besides a story get to tasteesofrthe many tempting foods cultivated and
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available in and around the fiottf As a step in that direction a storyteller suggéis& hotels
could be involved in TL by inviting tourists to ander made from local groceries served with a
story from one of the supplief&*

This touches upon the issue about offering packagescooperation with providers of
accommodations and, as mentioned, in the begirthiagt was actually one of the intentions of TL
that hotels and inns should be a part of the priothwough the offering of tourist packages that
included overnight stays and tickets for a numiestaries. The involvement of accommodations is
still considered® in agreement with the original purpose one stdigitéelieves that including
tickets in accommodation products — e.g. the resftaloliday cottages — would actually inspire the
tourists to visit the stories and increase the remmif participants at the arrangemefifsThe
product coordinator suggests that for examplenhs + especially those already being part of The
Route of Snaps (cf. 23 — could be engaged not only as overnight stayabu story in itself but
at the same time she expresses concern in retaticonvince the inn owners of being part of .
Thus, it seems as if the issue advances arounfd¢héhat TL is not considered an attraction neithe
by product stakeholders nor by inn owners, theldatien missing an incentive to get involved
though they might be the linkage to create a gredteaction in the first place.

In relation to the abovementioned focus on stquresided to groups, one stakeholder tells about a
project® where a number of different actors, includingcasmodation, attractions, restaurants
etc., are involved in offering complete tour packsgo bus operators and it is believed that TL
would be evident to embrace as partt®rThis would mean that a tailor made product is
established as an independent attraction in forra pérty tour that includes almost anything that
the tourist will need to be in contact with and dauld be incorporated as an experience element.

Another perspective that is brought up in relatiorpacking is establishing TL stories as a tourist
offer directed towards specific forms of vacatianin e.g. stories could be offered to cycling or
yachting tourists and might inspire them to mowfrone story to another in their circular tour in
the area of Limfjorded'" This is stressed by one stakeholder as an issatectincerns the
development of tourism in general as focus showdnibre on connecting evident forms of
vacationing instead of letting geographical bouretabe a restriction to development of better
tourist products'? Whether cyclists or yachtsmen can be consideredhtwmogenous groups in
relation to which kind of stories they would prefsems however questionable and it might be
more suitable as a marketing tool.
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5. Conclusions and main findings

The present case study has investigated the tquaductThe Tales of Limfjordewhere a number

of different actors tell 34 different stories easeek throughout the main tourist seasons. The
individual stories all relate to local charactecstin the particular destination but within theeoadl
product frame they are gathered in five differdmgnmes: history, nature, craft and industry, the
maritime and temptations.

The purpose of the case description has first anenfost been to examine how storytelling is
understood and implemented within a Danish tourcsmtext. Besides that, organisational and
network related issues concerning the managemaeantcaardination of TL has been object to
further investigations and considerations aboutitilelence of the product within the frame of
destination development of Limfjorden in generavédalso been made. Consequently, the case
description has been concentrated on the followlimge main topics: Organisation and network,
destination development, and last but not leasttiterstanding and application of storytelling.

Organisation and network

The TL product is established within a geographarel that stretches in to two political regions,
involves a number of local destinations and inctudh@ny different public as well as private actors
and stakeholders. At management level the produttos handled withinNetveerk Limfjordena
network association whose main purpose is to develod promote tourism in the area of
Limfjorden. The network is managed by a committeaststing of public and private tourism
stakeholders and political representatives. Atrtfeenent, TL is the most important project and is
still considered a developing product. After soragbtilence due to a new political reform that
changed the field of responsibility of the regioO in Northern Jutland, the product is now
coordinated by the local Tourism Agency in Strudrileran employee at the Region of Central
Jutland functions as secretary, handling all adsiraiiive tasks. The organisational structure of the
network means that the coordinator and the segréi@re to handle all product coordination and
administration as part time jobs besides fulfillihgir main jobs as director of tourism and regiona
employee respectively and a wish for a more formedli organization structure integrating an
independent secretariat is expressed by a numistakéholders within the network.

Naturally, TL involves a number of actors providitige actual telling of stories. The actors make
up a diverse group of organisations counting téowatsractions (e.g. historical museums, nature
parks etc.) and companies from other businessrse(gaq. dairy, brewery, farms); big, small and
micro sized organisations and a mixture of publd grivate companies. The storytellers are
chosen by the tourist agencies in the particulaall@estinations and the selection is primarily
based on whether the story represent somethinguenand extraordinary within the given
destination area. Whether a story turns out suidgsis judged by the number of visitors during a
season, and the represented stories within thereift themes and destinations may vary from one
season to the next; however a relative high nurobetories appear to be told for several years.
While the tourist agencies have to pay for theaatumber of stories they want to be a part of TL,
the storytelling actors are not required any payrbey get to keep all income from entrance fees
of the story arrangements and obtain increased etiagk exposure through the promotional
pamphlet, press releases and the joint websitenetheless this do no show as motive for entering
as actor in TL but instead appears to be a lowestan becoming a storyteller which could be due
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to the risk of failing visitor numbers and the demdor providing a story each week throughout the
season.

The internal communication of the network indicatieal it mainly functions top-down. An external
communicative secretary has been hired to mairttencommunication of the network such as
regular newsletters, press releases and a new tevelbbich has increased the internal flow of
information that is believed to make network adi®a more visible to stakeholders and actors.
However, only limited information passes the otlexry — from the actors to stakeholder and
management level of TL. This mainly occurs in tinauwal evaluation meeting in which far from
every actor is represented and the low attendamon@ the storytelling actors is in fact accepted
by the stakeholders as they consider the meetisgsng and resource consuming for storytellers
who already invest a lot of resources in justnelline stories. Consequently, stakeholders asasell
actors do not seem to consider mutual communicatsoa central element and the only motivator
for active involvement in the network presumablynes down to the interest of the individual and
his/her enthusiasm for the cooperative aspectshnhitarge share of storytellers do not consider
important for the telling and/or selling of theianpicular story. A low sense of ownership for the
overall product seems dominant and personal relstiips appear only to exist among those
regularly attending the meetings and primarily anagement/committee level of the network
causing that decisions are mainly made at stakeht#glel causing a one-way communication flow
where several actors are mere recipients of definformation and guidelines.

Destination development

The local destinations around Limfjorden are ndlyi@onnected by the water and it seems a very
reasonable initiative to join actors and destinaiovithin the framework of a common tourist
product in order to develop the area as one todestination and one of the fundamental ideas
behind the TL initiative is to attract more tousidb the entire area of Limfjorden. Despite a
common TL promotional pamphlet presenting all ttegiss as one product, a dominant position in
the joint website and a number of press releasgse@ational, regional and local newspapers, the
product is still a niche product that mainly fucis as a supplementary offer to the tourists agiti
the area. Hence, although TL might result in sonmedvwof-mouth effect as a consequence of
providing a good experience to its visitors, it slo®t in itself attract additional or new tourigbs
the area and in terms of enhancing incoming toursthin the area TL has not so far contributed
directly to the development of Limfjorden as a teudestination. Despite that several stakeholders
and actors believe that more marketing would beg to solve this, the narrow target group of TL
— i.e. middle aged / older Danish couples travgllivithout children — seemingly also influence on
the scanty pull effect of the product. In orderotatain status as an independent tourist attraction,
TL has to be developed further and consideratietestad to this particular issue are also made
among stakeholders as stories provided in othegulages, by use of digital media and story
arrangement offered to groups are planned inigativat are to be implemented next season.
Besides that it might be worth promoting and depielg stories that would be attractive to a
dominant segment within Danish tourism — familieghvehildren — in order to establish TL as an
independent tourist attraction.

Seen from an organisational and a collaborativegestive, stakeholders believe that the network
has contributed to more solidarity among the déffierdestinations around Limfjorden and the new
website clearly furthers the appearance of Limgordas one destination. Nonetheless the
distribution of TL stories reveals that the netwales not cover the whole area but is clearly
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centered at the western end of the fiord, not wingl the two major municipalities Aalborg and
Viborg, and the product thus only partly has esshbld Limfjorden as one destination. Although
stakeholders and actors seem to agree that TLnie sxtent have joined together the localities and
destinations around Limfjorden as one destinatittre lack of engagement in the network
cooperation, of strong personal relationships a@nowmership feeling towards the overall product
appear impediments in relation to developing amgrdted destination. Furthermore, research
revealed that concerning issues related to the fbdyxt in general were in several occasions
addressed by focusing on the specific local destinar the individual actor’'s own product rather
than TL as one consistent whole and hence, thergepieture of TL is that it hardly classifies
Limfjorden as one united destination but severaktidations collaborating and gathering
independent tourist products in a common concept.

The product set up has the intention to preseniraber of stories integrated geographically or
thematically so that tourist are inspired to viaibre than one telling either by settling in onealoc
destination and attend stories from different themrepursuing a specific theme across destinations
around Limfjorden. In practice, however, statistgtfsow that only a minor part of the visitors
actually visit more than one story. One reason inighthe fact that only a few storytellers seem to
promote or recommend the other stories. Besiddasthieadifferent story themes apparently do not
foster an integrated story product either; thdexbthemes — history, industry, nature etc. — lemave
very broad scope for telling a story and presumadbgy do not inspire the tourist to follow a
“thematic route” of stories. In order to promoteattiroutes of stories are followed, the stories
seemingly have to be more integrated and the liekegween the individual stories more visible.

Understanding and application of storytelling

Within TL, storytelling is practiced in that a syteller delivers a tale by word-of-mouth to a group
of listeners and basically storytelling is concelivaetool to communicate knowledge and authentic
information in an interesting and appealing wayarBa, humour and a mixture of facts and fiction
together with personal telling appear as the pynrilding blocks in creating a good story that
gets to people and is something they will remembéis means, that although the stories are
founded in historical facts and authentic realitgtive elements such as anecdotes, tall storiels an
legends are clearly being used to gain advantageslation to delivering a good story; it “spices
up” the story and makes cultural history becomearalive, exciting, relevant and colourful and
secures that tourists are not (just) being giveuided tour. The historical facts do not only steam
from historical documents and publications but @ften based on personal tales, told by people
living in the area, and mixed with the storytellean perspectives and personality.

The TL storytellers make up a diverse group of peepth very different backgrounds but at the
same time characteristics such as passion and stashu for telling their particular story are
common denominators that often originate in protesd pride and the “belonging” to a place
which seem to advance a personal engagement telling of a story. Thus, a good story is not just
about its content but also about the way it is.t#@parently the majority of storytellers also
promote this aspect by taking point of departuréhm particular group listening to the story and
adjusting the story according to the specific segsenterests and backgrounds of the participants,
e.g. by addressing the children with a particutarys Although the changes presumably merely
contains a selection of one anecdote in prefereheaother, the storytellers do insist in not hgvin
a final manuscript for their story seeing thatntlangers the liberty of the storyteller and makes t
story rigid and boring — not only to the audience &lso to the storyteller that risk losing his/her
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engagement in telling the story if it became merelytine. Another important aspect of personality

lies in the relationship between the storytelled &éme listeners where friendly and personal contact
to the listeners is essential in order to capthedrtattention and encourage them to participate by
asking questions.

Besides asking questions, other aspects of engageame involvement appear as well. Most
stories involve a walk with a number of telling psocalong the route and during the small breaks,
i.e. walking from one place to another, the pgrtaits often start telling on their own, talking and
socializing with other participants as well as sheryteller and one of the main purposes of telling
the stories is in fact to make the tourist intexdgh the topic and to pass the story on to otbers
even seek further information on their own. Theistofurthermore often take point of departure in
the physical location and surroundings where séwtoaytellers attempt to paint a picture of how
the place looked like at the time the story takasy pointing out directions or spots of intelasd

in other stories, participants are furthermorevedld to try out objects or enter buildings that are
central to the story. Hence, several stories sderims/olve more than just the sense of hearing but
also the senses of seeing and touching and usenguitioundings as part of the story might even
foster an authentic sense of being present initterltal stage of the stories — a sense of place.

In some stories, other properties and activities &nter the story stage. In one occasion, thg stor
is told while sailing down a narrow canal and ihess, tastes of drink and/or food are offered eithe
as an integrated part of the story (being a prodiicthe storytelling company) or as mere
refreshment independent of the story content. Dloe/tirink served in relation to the actual story
seems to contribute to the story content and may emhance the effect of the story. The product is
often offered for sale at the place but besidesithsinot actively promoted as a souvenir in that
“take-home” products is given to the participamtsorder to prolong the experience and create a
word-of-mouth effect.

Some storytellers have tried involving the listendrough activities but compared to families with
children, the main group of visitors at the TL ser— middle-aged and older couples — is
apparently unwilling to participate actively andefar listening with the opportunity for asking
guestions as the only involvement. Only in oneystbe storyteller dresses up as the main historical
character of his story, and he believes that imates the telling — another storyteller agrees that
theatrical elements are suitable for telling aystaut stresses that it requires another audiende an
that the storyteller has a natural talent for actimich are the reasons why he doesn't.

As it appears, several storytellers intend to eagag visitors by involving other senses such as
sight, touch, taste and smell and a good storyie&ved a telling that uses fictive elements to
spice up the content; this seemingly result inissowith a stronger emotional appeal than a
traditional guided tour and is apparently one o thain reasons why the tales told around
Limfjorden can be classified as good stories. Hmvevhe general visitor participation is still
concentrated on a talk-and-listen relationship whbe story aims at catching the attention of the
listener, make them interested in the topic andsequently have them ask questions, telling
themselves and/or even look for further informatidhe stories do not engage the participants as
actors or co-creators of the story — only in oamasiwhere the guests participate and contribute to
the story with his/her own story or guide the steltgr in an unforeseen direction, it could be
justified to classify the participants as co-wmtéut this kind of engagement it is not judgedéo b
the general picture of a TL story.
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In order to tell stories that would be attractioefamilies with children, it would be necessaryttha
the stories facilitate a good experience for barepts and children. At the moment children are
obviously very bored when attending of the TL staryangements and even though some of the
stories involve some kind of appealing propertghddren such as a sail or an ice cream, the actual
storytelling only has an emotionally appeal for #ukeilt audience — the story being exciting, funny,
interesting etc. A profitable way to engage theldzkin in the story might be to involve them
physically and make them co-creators of the stoq af the experience. At the same time, parents
most likely would be able to listen to and enjogced story. Stories that also capture the attentio
of the families with children consequently get #tention of a much broader group of tourists than
it is the case today and most likely promote Tlaasndependent tourist attraction.
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