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1. UDVIDET SAMMENDRAG

Smagernes evne til at brande sig selv har meget stor betydning for gernes vitalitet og
udvikling. Ikke kun i forhold til at tiltreekke turister og i forhold til at afsaette de mange
spendende lokalt producerede produkter, men ogsa i hgj grad i forhold til at tiltreekke og
fastholde beboere, at gen er et godt sted at bo og virke, hvilket er en forudsatning for de
andre aspekter. Dette er man i stigende omfang opmarksomme pa rundt omkring pa gerne
savel som i mange andre sakaldte udkantsomrader. | Center for Landdistriktsforskning
har vi derfor med denne rapport gerne villet undersgge, hvad der karakteriserer en suc-
cesfuld branding indsats med udgangspunkt i en analyse af de aktiviteter, man har gang i
rundt omkring pa gerne.

Denne undersggelse fokuserer pa udviklingen af kommunikationsstrategier pad sma og
mellemstore ger i Danmark med henblik pa at opna en bedre forstaelse af, hvordan kom-
munikation omkring stedets veerdier og identitet kan understette *branding’ af stedet. Un-
dersggelsen bygger pa en infomediaanalyse og dyberegdende interviews i relation til 8
udvalgte ger. *Brandets’ sammenhzngskraft er afhangig af, at forstaelse af de veerdier og
identitet, der knyttes til stedet, deles af lokalomradets aktarer eftersom de fleste af disse
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indgar i denne kommunikation om stedet. En organisering af den strategiske kommuni-
kation skal derfor fokusere pa, hvem der er ansvarlig for at kommunikere, identificere
malgrupperne og tilpasse kommunikationen hertil.

1.1 BAGGRUND

| takt med globaliseringen er “sted-branding” blevet en vigtig faktor for by- og landdi-
striktsudvikling, lige savel som en forbedret positionering og konkurrenceevne er det for
turistomraderne. Det diskuteres ofte, at “branding” generelt (Merz, He, & Vargo, 2009)
og ‘sted-branding” specifikt (Houghton & Stevens, 2011) pavirkes af alle de stakeholders,
der er en del af “brandets” gkosystem. Det er derfor vigtigt, at alle omradets stakeholdere
deltager i alle faser af “branding” processen.

| kontrast til branding processer for de starre byer, er der almindeligvis i landdistrikterne
ikke en central organisering, der koordinerer den strategiske udvikling af stedets "brand”,
og der er hermed en vigtig strukturel forskel mellem by- og landomrader (Vuorinen &
Vos, 2013). Koordineringen af lokale stakeholders udger saledes en ekstra udfordring for
“branding” processen i landomraderne.

Kommunikationen af identitet og veerdi knyttet til stedet er en integreret del af processen
med at skabe et “sted-brand” (Baker, 2007). Kommunikation influerer direkte pa forsta-
elsen af stedets "brand”, og selvom digitalisering og sociale medier har forsterket mange
stakeholders’ rolle, har det ogsa samtidig gjort udfordringen starre i forhold til at skabe
en sammenhangende “branding” identitet (Hanna & Rowley, 2011; Kavaratzis, 2012).

Litteraturgennemgangen viser, at “sted-branding” hovedsageligt er blevet diskuteret for
starre byer, og landdistrikterne har stort set ikke faet nogen opmeerksomhed pa dette om-
rade. Mens bade by- og landomraders “sted-branding” deler de ovennaevnte udfordringer,
er den centrale organisering, der kan koordinere en samlet tilgang, fraveerende i landdi-
strikterne, hvilket afstedkommer en vigtig strukturel forskel mellem land- og byomrader.

Denne undersggelse vil med udgangspunkt i casestudier af 8 sma og mellemstore danske
ger fokusere pa udvikling af kommunikationsstrategier for landdistrikterne for bedre at
kunne forsta, hvordan kommunikationstiltag fra disse omrader statter op om “brandets”
identitet og veerdier. Hovedfokus vil vere pa de aktgrer, der er involveret i kommunika-
tionen omkring stedets brand’, de narrativer, der indgar i kommunikationen, malgrupper
for kommunikationen og kommunikationsudfordringer.

1.2 METODE

Vi har fokuseret vores analyser pa 8 ger: Anholt, Fejg, Org, Samsg, Sejerg, Arg og Aarg.
Vi har arbejdet ud fra to tilgange, i den ene tilgang har vi brugt Infomedia, der giver
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adgang til alle medieproduktioner i Danmark, og analyseret de artikler, vi har kunnet finde
omhandlende disse ger i perioden fra 6. juni til 6. september 2016, i alt 1.699 artikler.
Artiklerne er inkluderet i analysen, hvis gen var relevant for det emne, der blev behandlet
i artiklen. Ud fra dette har vi set pa, hvad det er for et billede, disse artikler danner af de
forskellige ger. Vi har i analysen set pa, om artiklen er initieret af gens beboere eller
udefra, og om artiklen har en positiv eller negativ vinkling i forhold til gen, samt hvilke
temaer artiklen adresserer.

Medieanalysen er suppleret med en gennemgang af relevante hjemmesider om gerne, med
henblik pa at sasmmenligne denne kommunikation om gerne med de temaer, der kommer
fra de offentlige artikler fra medieanalysen.

I den anden tilgang har vi gennemfart semi-strukturerede interviews med mindst én re-
praesentant for hver g, med henblik pa at opna en bedre forstaelse for interne perspektiver
pa gens kommunikationsstrategi. Interviewpersonen var enten gens repraesentant i Sam-
menslutning af Danske Smager eller en nggleperson anbefalet af projektkoordinatoren fra
LAG Smagerne. Interviewene fokuserede pa det interne perspektiv pa gens image, og
hvordan man internt forholder sig hertil blandt lokalbefolkningen og erhvervslivet. Her-
udover blev der spurgt til gens kommunikationsstrategi, malgrupper, kommunikationska-
naler, ansvarlige aktgrer, samt fortolkning og refleksion omkring medieanalysen.

1.3 RESULTATER

| rapporten kan man finde en fyldestgerende analyse af kommunikations- og “branding”
strategierne for hver af de 8 ger. | dette sammendrag har vi udvalgt 3 cases, Anholt, Fur
og Samsg, der repraesenterer forskellige starrelser og strategier, der stgtter op om resulta-
terne og anbefalingerne fra denne undersggelse. Men farst kommer et generelt overblik
over de 8 ger fra Infomedia analysen.

Tabel 1 giver et overblik over de artikler, der er udgivet fra de 8 ger i observationsperio-
den. Antal artikler i alt er artikler, hvor gens navn indgar. Af tabellen ses det, at der er en
teet sammenhaeng mellem gernes befolkningssterrelse og antallet af gange, de er nevnt i
medierne. ZArg har, som den stgrste blandt de udvalgte ger, faet mest opmeerksomhed i
medierne, mens sma ger som Aarg og Sejerg kun er sparsomt nzvnt.
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Tabel 1: Oversigt over artikler fundet i Infomedia

Beboere Storrelse (km2) Antal artikler Antal artikler
(i alt) (9 i fokus)

An-
holt

442 16 107 62

Fu

r
867 14 133 99
351 12 56 31
161 5 40 28

Samsg

6265 88 681 516

De tre udvalgte ger er forskellige pa en reekke punkter. Det er i forskellige grader af en
udviklet kommunikationsstrategi. Anholt har endnu ingen tiltag til en kommunikations-
strategi, Fur kommunikerer regelmaessigt og har tiltag, der relaterer til en tidligere udvik-
let “brand” identitet, men har ikke udviklet en egentlig institutionaliseret kommunikati-
onsstrategi. Samsg har den mest formaliserede strategi, der involverer en rekke organi-
sationer.

Et centralt fokus for analyser er saledes, om de verdier og den identitet man internt pa
gen forsgger at knytte til stedet, slar igennem i den kommunikation, der udgar fra gen, og
hvorvidt det bliver til temaer i den eksterne kommunikation omkring gen.

Anholt

Anholt har den mindste befolkningsgruppe i undersggelsen, men ikke desto mindre nav-
nes den over 100 gange i de danske medier igennem observationsperioden. Nasten halv-
delen af disse artikler har fokus pa Anholt (46). De fleste artikler forteller positivt om
gen og stammer fra gen selv (61,9 %). Turisme er det stgrste tema i den positive fortelling
og inkluderer unikke indslag som for eksempel Hummer Dagene og et litteratur event,
der finder sted i turistseesonen. Herudover er der positive indslag omkring turist-infra-
struktur samt erhvervs- og hverdagslivet pa gen. Disse temaer er samstemmende med den
kommunikation, der er pa gens og feergens hjemmesider, der ogsa omhandler den afsi-
desliggende lokation, samt gens unikke natur og den ro, besggende kan finde her.
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Det lykkedes for Anholt at generere interesse udefra, da 20 % af de fundne artikler kom-
mer fra kilder uden for gen, og de fleste af disse (16,7%) er positive omkring gen. Lige-
som de interne kilder til artiklerne, kommunikerer kilderne udefra ogsa om turisme og
livet pa gen, og herudover er der fokus pa vindmelleparken og vilde dyr og planter, som
ser ud til at veere en del af den forstaelse, som omverdenen har af Anholt. Kritiske artikler
fra bade interne og eksterne kilder deekker de samme temaer som i den positive kommu-
nikation. Herudover er der kritisk intern kommunikation, der indikerer, at baeredygtighe-
den af den unikke natur er et tema.

Pa trods af den forholdsvis succesfulde kommunikation om gen, afslgrer interviewet med
gens repraesentant fra Sammenslutningen af Danske Smager, at gens beboere ikke speci-
fikt har diskuteret eller taget initiativ til gens image. Diskussion herom dukker kun op
tilfeeldigt i forbindelse med andre projekter og omhandler som regel gens natur og afsi-
desliggende placering, men der er ikke, ifalge repraesentanten, en generel enighed og op-
bakning omkring et samlet billede af gen.

Lig denne manglende diskussion imellem gens beboere, er der heller ikke udviklet og
implementeret en kommunikationsstrategi. Turistbureauet og kommunen bliver anset for
at veere ansvarlige for denne kommunikation, men disse omfatter et meget stgrre geogra-
fisk omrade og har dermed ikke et sarskilt fokus pa Anholt. De lokale beboere ser sig
som ansvarlige for deres hjemmeside, og her offentligger de oftest emner omkring bgrn
og familieliv. Men i gvrigt opleves kommunikationen via de elektroniske- og sociale me-
dier som en udfordring at handtere, da gens gennemsnitsalder er ret hgj.

Mere strategiske og malorienterede kommunikationstiltag er kun blevet brugt i forbin-
delse med sterre projekter, som for eksempel “Prov en ¢”, hvor bdde en hjemmeside,
Facebook og pressen er blevet anvendt som kommunikationskanal. Den manglende op-
bakning og ansvarlighed omkring gens image og kommunikationsstrategi ger, at det er
ad hoc beslutninger, der afggr gens kommunikation. Potentialet i en mere sammenhan-
gende kommunikationsstrategi bliver understreget af, at de mest relevante temaer om-
kring gens unikke natur og beskyttelsen heraf, samt det lokale fallesskab ikke er synligt,
evaluerer gens repraesentant i den kommunikation, der er om gen i medierne.

Jeg synes ikke, vi har overhovedet nogen kommunikationsstrategi.”

”Der er mange, som har haft sommerhus derover og sa flytter de derover, nar de
bliver gamle (...) og de er ikke interesseret 1 at udvikle een.”

Birgitte Dahl Jeppesen — @- repraesentant Anholt

En kommunikationsstrategi er vigtig, da det vil give mulighed for, at stgtte op om bade
turismeudvikling og @ge attraktiviteten i forhold til bosatning pa gen. Anholts unikke
natur og liv kan veere det veerdifulde fokus at leegge ud med i en proces omkring en kom-
munikations- og "branding” strategi, der dog vil blive udfordret af gens beskedne starrelse
og demografiske struktur.
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Fur

Fur er blevet neevnt i alt 120 gange i den danske mediesggning igennem observationspe-
rioden. | 86 af disse artikler var gen i fokus, de fleste artikler var positive (93,9 %). Ster-
stedelen af de positive artikler (84,1 %) kommer fra interne kilder pa gen, og dette indi-
kerer, at gen har fokus pa kommunikation. De overordnede temaer er turisme og turistat-
traktioner, med fokus pa kultur, natur og events. De eksterne kilder reflekterer disse for-
teellinger og hermed opleves kommunikationsstrategien at veere en succes, ligesom gens
hjemmeside og turistbrochure omhandler disse temaer, der giver et samlet billede af kom-
munikationen omkring Fur med et klart fokus pa turisme, og de starste attraktioner er
natur og kultur.

Kilder uden for gen skriver om fargetransporten, og faergerne er bade populare og gen-
stand for debat. | observationsperioden var dette et ekstra aktuelt emne, da regeringen
havde halveret alle feergepriserne til alle de sma ger i denne periode. Der er kun fa kritiske
artikler om Fur, og her er emnet infrastruktur for virksomheder, turisme og bosetning pa
gen.

Interviewet med formanden for Fur Udviklingsrad gav indblik i, at beboerne pa Fur havde
haft en omfangsrig debat om Furs “branding” image i forbindelse med et projekt i 2010-
2013. Her enedes man om et overordnet slogan “Fur - tid til mere”. Den vigtigste vaerdi
her refererer til et liv i et lokalsamfund, hvor alle er en del af en helhed. Herudover er
“branding” veerdierne Furs unikke natur og respekten herfor. Beboerne har tidligt forstaet
behovet for kommunikation med omverdenen i forhold til gens udvikling. Her har man
set vigtigheden af at bruge internettet som kommunikationskanal og behovet for en hjem-
meside, der kan fremme opmaerksomheden om gen. Formalet med hjemmesiden er at
fortelle om gens aktiviteter og skabe en forstaelse for livet pa gen til udefrakommende.

Der laegges vaegt pa, at hjemmesiden repraesenterer hele lokalsamfundet, og alle beboere
er inviteret til at bidrage til den.

”Og ud fra den undersogelse (i ”"Branding Fur” projektet), s blev det noget helt
andet end bare naturen, det blev livet i et lokalsamfund, hvor man er en del af det
hele. S& vi naet faktisk til et brand, det hedder ’tid”, det bliver negleord.”

Vi skal vise, hvad der sker og hvad der er pa gen og ud fra det opbyggede der en
hjemmeside, det hedder ”Furnyt” og den har vaeret nu pa nettet i 10 &r.” [...] "Det
er absolut faellesskabsbaseret.”

John Bertelsen, formand for Fur udviklingsrad

Furs kommunikationstiltag, specielt dem der er tiltaenkt turister, anvender flere forske-
lige kanaler, heriblandt brochure, turistmesser, Facebook grupper, samt ikke mindst hjem-
mesiden. Turistkontoret er ansvarlig for at kommunikere med bade de nationale og inter-
nationale turister. Online kommunikation gennem hjemmesiden er hgjt prioriteret, men
der er ogsa fokus pa andre medier, for eksempel har det tidligere haft stor effekt at deltage
i TV udsendelser, selvom disse er fa i forhold til, hvor ofte de navnes i de lokale medier,

10
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sa der er etableret en god relation til de regionale og lokale medier, som de begge har
gleede af.

Pa trods af at der er flere kommunikationstiltag i gang, er der ikke tale om en egentlig
organiseret kommunikationsstrategi. Der er ikke placeret et ansvar herfor, og tiltagene er
spredt mellem forskellige akterer pa gen. At det fungerer i praksis skyldes nok, at man
har en hgj grad af uformel intern kommunikation omkring gens vardier og identitet, og
at man generelt deler disse veerdier.

Medieanalysen reflekterer de centrale temaer omkring gens kommunikation, men det er
muligt at styrke “brand” veerdien blandt de individuelle aktarer i lokalsamfundet, og man
kan tilsigte en sterre udbredelse i de stgrre regionale og nationale medier.

Samsg

Som det kunne forventes, er Samsg, der er en af de to sterste ger i undersggelsen, blevet
nevnt mange gange i de danske medier i observationsperioden. @en er naevnt i 459 artik-
ler, og gen var i fokus i 262 af dem.

De fleste af artiklerne er positive (84,7 %) og der er nasten lige mange artikler fra interne
kilder (48,3 %) som fra eksterne kilder (51,7 %), og dette mgnster viser, at der i medier
og samfundet generelt er en positiv interesse omkring gen. Dette understatter vigtigheden
af, at der er ansvarlige folk og organisationer, der viser opmarksomhed pa kommunika-
tion. Turisme og lokale begivenheder er temaerne, der bliver adresseret i den interne kom-
munikation, dette gar sig ogsa geeldende i de eksterne kilder, der ligeledes omhandler
naturen, kendisser og de lokale fgdevareerhverv.

Turisme, events og aktiviteter, natur og bosatning er ogsa vigtige temaer pa gens hjem-
meside. Men det faktum at Samsg er Danmarks farste energiselvforsynende g, er der ikke
fokus pa i observationsperioden, selvom det ofte navnes som et sideemne, derimod do-
minerer administrative sager, uddannelse, demografi, bosatning- og erhvervsmuligheder
i den kritiske kommunikation om gen. Der er interessant nok flest kritiske artikler, der
stammer fra interne kilder, hvilket kan indikere, at der blandt beboerne er en livlig debat
omkring Samsgs fremtid. Som for de fleste ger, var feergetransport et hyppigt adresseret
tema, der blev omtalt positivt, nar den omhandlede nedsztning af billetprisen og kritisk,
nar retfeerdighed omkring disse prisnedsatninger blev diskuteret.

Der er blevet afholdt to interview med ngglepersoner i Samsgs kommunikationsstrategi,
nemlig fra Samsg Energiakademi og Samsg Kommune, og de bekrafter begge, at beere-
dygtighed er Samsgs vigtigste "branding” veerdi. Den kommunale aktar relaterede til ved-
varende energi og gkologisk fgdevareproduktion, mens reprasentanten fra Energiakade-
miet var mere optaget af et baeredygtigt lokalsamfund, der inkluderer deltagende beslut-
ningsprocesser og fornemmelse for feellesskabet.

11
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Generelt har Samsg gavn af dens ry som baredygtig @ i bade nationale og internationale
medier. Herudover spiller kommunens erhvervs- og bosatningsnetveerk en vigtig rolle i
kommunikationen omkring gen. Disse netveerk spreder informationerne, og der kommu-
nikeres specifikt til aktgrer, der kan have interesse for informationerne. De sociale medier
er ogsa en del af Samsgs kommunikation, men spiller en mindre rolle, der godt kan styr-
kes fremadrettet.

Udover de to ngglespillere, kommunen og Energiakademiet, er der forskellige aktarer
med forskellige malgrupper og temaer, der deltager i kommunikationen. Visit Samsg ta-
ger sig af turisterne. Mens Visit Samsg og kommunen har fokus pa de danske turister, er
Energiakademiet fokuseret pa en international malgruppe og arbejder med relationer i de
internationale medier. Udover den generelle kommunikation om Samsgs image, anvender
serligt Energiakademiet en historiefortaellingstilgang, der statter billedet af Samsg som
et baeredygtigt samfund. Det er historier, der inkluderer beboernes initiativer og aktivite-
ter, og om hvordan den enkeltes engagement og deltagelse skaber positive resultater for
lokalsamfundet.

Samsg har en starrelse, der har muliggjort en institutionalisering og professionalisering
af kommunikationsprocesserne omkring branding af gen. Undersggelser peger ogsa pa,
at starrelsen betyder, at den interne kommunikation og diskussion omkring gens identitet
og veerdier i hgjere omfang kommer til at forega i de offentlige medier. Selvom Samsg er
velrepraesenteret i bade internationale og nationale medier, har gen ikke en formaliseret
kommunikationsstrategi med en vision og klare mal for gens kommunikation, hvilket er
et muligt omrade for fremtidig udvikling. @ens beboere har allerede varet involveret i
udviklingen af gens “brand” og stetter derfor generelt op om den. Der er ogsa overladt
rum til, at beboerne har mulighed for individuel fortolkning og forskellighed, som anses
som en styrke for lokalsamfundet.

”Vi prover herfra at lave et mere bredt billede, hvor vi laver et helhedsbillede af
en baeredygtig @, og beeredygtig ikke kun i kilowatt-timer og produkter, men lige
sd meget 1 samfundsbaredygtighed.”

”Nej, der er ikke enighed. For det vi er egentlig glaeede for. Det betragter vi som
vores styrke, at det er tilladt, at veere uenig. Og det er tilladt faktisk, at tro pa, at
feellesskabet bestéar af forskellighed og ikke af enighed. (...) Hvis der kommer
noget ud fra, der vi vil have sadan en falles brandingplatform pa Samse (...) det
passer ind i et markedsferingsbillede, men det passer ikke i det troveerdige billede
af samfundet.”]

Seren Hermansen Energiakademiet

Generelt reflekterer medieanalysen de turismerelaterede emner, som gens beboere og or-
ganisationer gnsker fokus pa. Hvor de internationale medier fokuserer pa Samsg som bee-
redygtig @, er denne forteelling mindre synlig i de danske medier, hvilket viser, at der er
et uudnyttet potentiale med gens “brand” i kommunikations gjemed.
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1.4 DISKUSSION OG IMPLIKATIONER

Undersggelsen peger pa, at en veludviklet identitet og en klar veerdi knyttet til stedet og
dermed det *brand’, man forsgger at skabe, er en vigtig forudsatning for udvikling af en
effektiv kommunikationsstrategi.

Herudover viser den, at lige meget om man har en strategi eller ej, sa er der mange stake-
holders involveret i kommunikationen om stedet, og selvom de har forskellige malgrup-
per for deres kommunikation, bidrager de alle til det overordnede “brand”, der bliver
skabt.

Det er derfor af betydning, at de lokale aktarer er enige i bred forstand om identiteten af
“brandingen” for at sikre en sammenhangende kommunikation omkring stedet. Fur og
Samsg demonstrerer, at sadan en samlet forstaelse af stedlig identitet bedst opnas ved at
skabe og udvikle “brandet” sammen. En succesfuld kommunikationsstrategi involverer
alle ’stedets’ stakeholdere ved at skabe lokale netvaerk og bygger pa de lokales egne for-
tellinger, for derigennem at skabe et sammenhangende og troveerdigt billede af ’stedet’.

Herudover viser undersggelsen, at det er en stor udfordring for mindre lokalomrader i
landdistrikterne at tage ansvar for deres “branding” kommunikation, og en potentiel 1gs-
ning heraf inkluderer, at man opdeler ansvaret i forhold til malgrupper (fx lokale, natio-
nale eller internationale medier, turister, erhvervspartnere) og i forhold til kommunikati-
onskanaler (fx hjemmesider, sociale og offentlige medier).

Undersggelsen indikerer endvidere, at der er et potentiale i lgbende at evaluere og revi-
dere kommunikationsstrategien i forhold til ’sted-branding’. For eksempel viser vore ca-
sestudier, at sociale medier ikke har veeret sa hgijt prioriteret, selvom disse medier er ble-
vet mere vigtige for deres malgrupper.

Afslutningsvis indikerer undersggelsen, at udviklingen af en kommunikationsstrategi er
meget pavirket af ressourcer (sarligt menneskelige ressourcer), og hvorledes omradet er
organiseret og niveauet af institutioner. Det vil veere ngdvendigt for mindre landdistrikts-
omrader at identificere de ngdvendige ressourcer for udvikling af en kommunikations-
strategi. Herudover er der brug for fremtidig forskning, der vil finde lgsninger pa den
udfordring, der er omkring selv-organisering af sma landdistriktsomraders stakeholdere,
saledes som det anbefales for udvikling af et omrades “brand” og kommunikation.

13



SDU-&

DANISH CENTRE

Small Danish Islands — Communication strategies

2. EXTENDED SUMMARY

2.1 INTRODUCTION

Communication of the brand identity and values is an integral part of the destination
branding process and has direct influence on the perception and realities of the destination
brand experience. This study focuses on the development of communication strategies for
small and medium-sized islands in Denmark to understand how communication efforts
of rural regions are developed to support the brand identity and values. A two-step meth-
odology consisting of a media analysis and in-depth interviews is applied. The findings
imply that a well-developed brand identity and clear brand values are key factors for a
successful and coherent communication strategy. The brand image needs to be shared by
all stakeholders of the place, as most of them communicate about the place. Strategic
communication efforts should particularly focus on assigning clear responsibilities for
communication, identifying target groups and tailoring narratives and communication
channels accordingly.
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2.2 BACKGROUND

Globalization increases the importance of place brands as an asset for rural and urban
development as well as improved positioning and competitiveness of tourism destina-
tions. It has been argued frequently that branding in general (Merz, He, & Vargo, 2009),
and destination branding in particular (Houghton & Stevens, 2011), is a co-creative effort
of all stakeholders in a brand’s ecosystem. Hence, all stakeholders of a destination should
participate in all phases of the branding process.

While both city and rural place branding processes require the participation of various
local stakeholders, the common absence of a central organization in rural regions that
coordinates the strategic development of the brand’s core values, imposes an important
structural difference between cities and rural regions (Vuorinen & Vos, 2013). Hence, the
coordination of the place’s stakeholders constitutes an additional challenge for branding
processes of rural regions.

Communication of the brand identity and values is an integral part of the place branding
process (Baker, 2007). Communication has direct influence on the perception and reali-
ties of the destination brand experience. However, digital and social media have strength-
ened the role of many stakeholders within brand communication and increased challenges
in communicating a coherent brand identity (Hanna & Rowley, 2011; Kavaratzis, 2012).

Our literature review reveals that place brand communication has so far mainly been dis-
cussed for large cities, yet rural regions have received nearly no scholarly attention. While
both city and rural place brand communication share the above-mentioned challenges, the
common absence of a central organization in rural regions that coordinates a joint ap-
proach, imposes an important structural difference between cities and rural regions.

Hence, a better understanding of place brand communication practices in rural regions is
a necessary basis to support rural place’s stakeholders to increase the attractiveness of the
place. Based on 8 cases of small and medium-sized islands in Denmark this study will
focus on the development of communication strategies for rural regions for a better un-
derstanding of how communication efforts of rural regions are developed to support the
brand identity and values. Attention will be paid to the actors involved in the communi-
cation about the islands, the narratives used within communication, target groups and
communication challenges.

2.3 METHODOLOGY
A two-step methodology consisting of a media analysis of the communication about eight

Danish islands (Fur, Samsg, Aarg, Arg, Org, Sejerg, Fejg and Anholt) and in-depth in-
terviews was applied.
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The first step of the analysis is based on a dataset consisting of 1699 articles. The articles
have been collected from the Infomedia database that provides access to articles published
in all Danish national, regional and local newspapers, news agencies, specialized and
general journals, online resources as well as TV and radio broadcastings. Publications
have been collected for the period from 6 June to 6 September 2016. The articles are
included in the analysis if the mentioning of the island is relevant for the content of the
article.

The media analysis is complemented with a review of relevant websites about the islands
to compare the themes communicated about the islands on these media with the themes
evolving from the public media analysis.

The second step of the analysis was aimed at a better understanding of the inner perspec-
tive on the island’s communication strategies. Semi-structured interviews with at least
one representative from each island were conducted. The selected interview partners were
either the island’s representatives in the Association of Danish Small Islands or key per-
sons recommended by a project coordinator at the Local Action Group Small Islands. The
interviews covered the internal perspective of the island’s image and how this is agreed
upon among the island’s residents and businesses, the island’s communication strategy
including the themes, target groups, communication channels and responsible actors, the
perceived success of the communication efforts made and a reflection upon the results of
the media analysis.

2.4 FINDINGS

In the main report, you will find a comprehensive analysis of the communication and
branding strategies of each of the 8 cases involved. For this summary, we have selected
three cases, Anholt, Fur and Samsg, representing different sizes and strategies to support
the basic understanding of the outcomes and recommendations from this study. First a
general overview of the Infomedia analysis.

Table 2 (1) provides an overview of the articles published on the eight islands within the
observation period. The comparison of the islands suggests that there is a close connection
between the islands’ population size and the number of mentions in the media. Clearly,
/Erg, the biggest among the islands in the sample, receives most attention in the media,
while small islands like Aarg and Sejerg are only occasionally mentioned.
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Table 2 (1). Size of islands and communication intensity.

Population  Area (km2) Number of arti- Number of

cles articles
(overall) (island in focus)

Anholt 145 22 104 46

Fejo 442 16 107 62

Fur 765 22 120 86

Org 867 14 133 99

Sejerg 351 12 56 31

Aarg 161 5 40 28

Samsg 3889 114 459 262

FErg 6265 88 681 516

In the following, the analysis of the main themes covered in articles communicated about
the three selected islands will be presented. These three islands are in different stages of
development of their communication strategies. Anholt has not yet undertaken any stra-
tegic communication efforts. Fur is communicating regularly and can build communica-
tion efforts on a formerly developed brand identity, but has not yet developed a commu-
nication strategy. Samsg has the most developed communication strategy, but also iden-
tified areas for further improvement. For this study, only articles which have a focus on
the respective island are included.

The analysis includes both rather supportive and rather critical communication about the
island. The articles have further been classified regarding their origin, either from sources
from the island itself or from sources outside the island. This analysis will be used to
investigate the islands’ communication strategy in terms of focus on narratives and their
relation to the image that the islands attempt to create about themselves. For the latter
analysis, other sources of communication the islands are using, especially websites are
explored and their contents are compared to the themes covered in media communication.

Anholt

Anholt has the smallest population size in the sample. Nevertheless, it has been mentioned
over 100 times in Danish media during the observation period. Almost half of these arti-
cles were focused on Anholt (46). Most of the articles report positively about the island
and originate from the island itself (61.9%). Tourism is a main supporting narrative, in-
cluding unique features like the Lobster Days and a literature event that take place in the
main tourism season. Furthermore, articles communicate supportive content about the
tourism infrastructure as well as life and business on the island. These themes are coherent
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with the communication about the island on their own and the ferry’s website, which also
mainly emphasize the remote location of the island, its natural uniqueness and the solitude
visitors can experience.

In terms of generating interest from outside the island, Anholt seems to be successful as
more than 20% of the articles originate from external sources and most of them (16.7%)
report positively about the island. Like the communication originating from the island
itself, supporting communication from outside sources include tourism and life on the
island. Reports about the offshore wind park as well as on wildlife on the island indicate
that these topics seem to be part of the outside perception of Anholt.

Critical articles from both inside and outside sources cover similar themes like in the
supportive communication. In addition, critical communication originating from the is-
land indicates, that sustainability of the unique nature and landscape of the island is an
issue.

Despite the seemingly quite successful communication about the island, the interview
with the island representative within the Association of Danish Small Islands revealed
that the island’s residents had not yet specifically discussed the image of the island or
taken any action to shape this image. Only occasionally, typically as part of other projects,
this discussion takes place. The image associations that usually evolve during these dis-
cussions mostly relate to the nature and the remote location of the island. However, ac-
cording to the interview partner, this is not a generally agreed-upon and backed-up image.

Like the lacking discussion of the island’s image among its residents, a communication
strategy has not been developed and implemented. Instead the destination management
organization and the municipality are perceived responsible actors for communication
efforts, even though their jurisdiction comprises a much larger geographical area.

The only communication channel the residents see themselves responsible for is their
website, on which they mostly publish information about issues related to children and
family life. Especially the use of electronic communication channels and social media is
also perceived as a challenge, because of the rather high average age of the island’s pop-
ulation.

More strategic and goal-oriented communication efforts have only been undertaken for
larger projects such as “Try an island”, where both a website, Facebook and the press
have been used as communication channels. Corresponding to the lack of an agreed upon
image and a communication strategy, no responsibilities for communication efforts have
been assigned. If a need for communication arises, ad hoc decisions are made.
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The missing communication strategy became further apparent in the interview partner’s
evaluation of the media analysis’ findings. The most relevant themes, including the out-
standing nature and efforts to protect it and the specific life and social community on the
island, are not well visible in the communication about the island.

“I don’t think we have any communication strategy at all”

“There are many who have had a holiday house here, who move to the island when
they get old (...) and they have no interest in developing the island”

Birgitte Dahl Jeppesen representing Anholt

Consequently, a communication strategy would be highly important for the island to both
support tourism development and increase its attractiveness for settlement. The unique
features of the island could provide a valuable starting point for a branding and commu-
nication strategy. However, the size of the island and the demographic structure of its
residents seem to be the biggest challenge for brand development and related strategic
communication.

Fur

Altogether, Fur has been mentioned 120 times in Danish media during the observation
period. In 86 of these articles, the island was in the focus. Most of the core articles re-
ported positively about the island (93.9%). The majority of these supportive articles
(84.1%) are from sources from the island itself indicating the island’s focus on commu-
nication. The main supporting themes are tourism and topics that are closely related to it,
including tourist attractions, focusing on culture and nature as well as on events. The
outside sources of communication reflect these narratives and hereby the communication
strategy seems to be successful and reflecting the main themes that the island communi-
cates in other media, including its website and visitor brochure. Hence, Fur seems to have
a coherent communication with a clear focus on tourism and its main attractions, which
are nature and culture.

Sources from outside the island additionally report on ferry transport to the island. The
ferries, that provide access to the islands, are both a generally popular and highly debated
topic. It further peaked within the observation period due to an increase of government
subsidies to all ferries and a subsequent reduction of ferry ticket prices to all islands.
Critical reports about Fur are scarce and have a clearly distinct focus. They mainly ad-
dress topics around the infrastructure for business, tourism and settlement on the island.

The interview with the chairman of Fur Development Council revealed that the residents
of Fur had extensively discussed the island’s brand image during a project in 2010-2013.
The overall brand label that was agreed upon is “Fur — time for more” and the brand’s
main value refers to life in a community, in which everybody is part of the whole. Fur’s
unique nature and respect for nature are additional brand values. The residents have early
on realized the need to focus on communication. The trigger for this development was an
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awareness of the increasing importance of the internet as a communication channel, and
the development of a website to promote the island. The main purpose of the website is
to report about things that happen on the island and create an understanding about life on
an island to outsiders. Importantly, the website should represent the whole community as
best as possible and all residents are invited to contribute to it.

Fur’s communication efforts, particularly those targeted to tourists, utilize several differ-
ent channels, including brochures, tourism fairs, Facebook groups and — most importantly
— the website. The main responsibility for tourism-related communication lies with the
tourism office and targets both national and international tourists. While online commu-
nication via the website is the focus, public media also play an important role. In the past,
high impact has been generated from TV appearances. However, these are rather rare
compared to communication about the island in local media. Therefore, good relation-
ships to the local and regional press and other media have been established and are bene-
ficial for both partners.

Despite the many communication efforts, a specific communication strategy is not in
place. No specific responsibilities are assigned for communication. Instead, strategic
communication efforts are spread among various businesses and organizations including
the local brewery and the Fur Association. In general, the media analysis reflects the top-
ics that are central in the island’s communication efforts. However, the core brand value
of each individual for the local community could be strengthened. Furthermore, a wider
currency in larger regional and national media could be achieved.

”Taken from the investigation (Branding Fur project) something completely dif-
ferent then just nature came out, like being part of life in a local community. We
agreed on the brand “Time” - it became the keyword”

“We’ll show what’s going on and what you can find on this island during our
website "Fur News’ it has been accessible for 10 years.”[...] “It is absolutely com-
munity based”

John Bertelsen representing Fur

Samsg

As expected, Samsg, as one of the two bigger islands in the sample, has been mentioned
a lot in Danish media during the observation period. While altogether 459 articles men-
tioned Samsg, the island was in the main focus in 262 of them.

Most of the articles reported positively about Samsg (84.7%). Altogether, communication
from sources inside (48.3%) and outside (51.7%) the island is almost equal. This pattern
both indicates awareness for the importance of communication by responsible people and
organizations on the island and a general interest and positive perception of Samsg by
media and society. Tourism and local events are the focus of communication addressed
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by the island. Supportive communication from outside sources reflects these topics, but
additionally relates to nature, celebrities and food business.

Tourism, events and activities, nature and settlement are also major themes communi-
cated on the island’s webpages. However, Samsg’s unique characteristic of being Den-
mark’s first energy-self-sustaining island, is not a focus of the communication about the
island in the observation period, but often mentioned as a side topic. Administrative is-
sues, including education, demography, and housing and business opportunities, domi-
nate the critical communication about the island. Interestingly, more critical communica-
tion originated from the island itself, which could be an indicator of a vivid constructive
discourse among the island’s residents on the future of Samsg. As for most islands, ferry
transport to the island was frequently addressed and reports were both supportive, espe-
cially when mentioning reduced ticket prices, and critical including discussion about the
fairness of the price reduction.

Interviews with representatives from two key players in Samsg’s communication strat-
egy, the municipality and Samsg Energy Academy have been conducted. In both inter-
views it was confirmed that Samse’s core brand value is sustainability. While the repre-
sentative from the municipality clearly related to sustainable energy and organic food
production, the interview partner from the Energy Academy promoted a broader under-
standing of Samsg as sustainable island that includes a sustainable society based on par-
ticipatory decision making and sense of community.

In general, the island’s visibility in national and international media benefits from its rep-
utation of being a self-sustainable place. Besides, the municipality’s, businesses’ and res-
idents’ networks play an important role for the communication about the island. They
function as multipliers, spreading the word, and information is sent to specific agents to
increase interest and reach of the messages. Social media are part of Samseg’s communi-
cation mix, but currently play only a minor role. However, there is awareness, that these
efforts need to be strengthened in the future.

Besides the two key players (municipality and Energy Academy) various other actors
with different target groups and themes, contribute to the communication. Communica-
tion targeted at tourists lies in the hands of Visit Samsg. While the municipality and Visit
Samsg target Danish audiences, the Energy Academy focusses on international target
groups and therefore also mainly builds relationships to international media. Besides the
more general, meta-level communication about Samsg’s image, especially the Energy
Academy uses a storytelling approach to support the image of Samsg as a sustainable
society. They communicate stories about initiatives and activities of the island’s residents,
which illustrate how the engagement and participation of each resident creates positive
outcomes for the community.
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“We try to paint a broad picture where we create a holistic view of a sustainable
island, and not just sustainable in energy and products but also in community sus-
tainability” (SH)

“No, there is no unity and we are happy about that. We consider this to be our
force, that we allow disagreement. (...) If there was something matching a com-
mon branding platform for Samsg, fitting into a marketing logic, that would not
be the true picture of the community” (SH)
Sgren Hermansen Energy Academy Samsg

Despite being well represented in both national and international media, the island does
not have a strategic communication plan. Therefore, the development of a vision and clear
goals for communication as well as a strategic initiative to better coordinate communica-
tion content, channels and responsibilities are already identified as an area for future de-
velopment.

Since the island’s residents have been active participants in the development of the is-
land’s brand, they are generally highly supportive. However, the general agreement on
the broad core values of the island’s brand does also leave room for individual interpre-
tation by the residents and heterogeneity is considered a strength and important for a
healthy local society.

In general, the media analysis is perceived as reflecting particularly the tourism-related
topics that the island’s residents and organisations want to focus on. However, contrary
to the international perception of Samsg, the core brand value of sustainability is less
visible in the Danish media. Consequently, there is some unused potential regarding the
support of the island’s brand by emphasizing the core brand identity in communication
efforts.

2.5 D1SCUSSION AND IMPLICATIONS

The study of small and medium-sized Danish islands demonstrates that a well-developed
brand identity and clear brand values are a precondition for the development of an effec-
tive communication strategy. It is further shown that, no matter if there is a communica-
tion strategy or not, many stakeholders are involved in communication about the place.
While different target groups are the source of their communication they all contribute to
the overall brand image created. Consequently, the place’s brand identity should be
shared by all stakeholders, at least at a broad level, to ensure coherent communication
about the place. The cases of Fur and Samsg demonstrate that such shared place identity
can best be achieved through a collaborative brand development process.
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The study reveals that a major challenge for small rural places lies in assigning clear
responsibility for the branding communication. Potential solutions include assigning re-
sponsibilities according to target groups (e.g., local, national or international media; tour-
ists, business partners) or according to communication channels (e.g., websites, social
media, public media). Furthermore, a successful communication strategy should make
use of the inevitable communication by all stakeholders, including private persons and
businesses, and actively involve these by assigning communication tasks and create local
networks. If they use their own narratives aligning with the agreed-upon brand identity
of the place, a coherent and credible brand image can be created.

The study further indicates that the communication strategy and activities constantly
should be evaluated and revised. For example, the cases show that social media had been
somewhat neglected in the brand communication of all three islands, despite the increas-
ing importance of these media for their target groups.

Finally, the study indicates that the development of a communication strategy is highly
influenced by resources (especially human resources) and the degree of organization of
the actors and level of institutionalization. Hence, it will be necessary, especially for
small, rural regions, to identify the necessary resources for the development of a commu-
nication strategy. Furthermore, future research should be dedicated to find solutions for
the challenge of (self-organization) of the stakeholders in smaller, rural regions as a pre-
requisite for place brand development and communication.

Three main areas with great potential for improvement of communication can be identi-

fied: Clear responsibilities for communication, tailored communication to target groups
and the use of relevant communication channels.
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3. INTRODUCTION

Despite the broad consensus on the significance of destination brand communication and
stakeholder involvement herein, research on how communication strategies can be devel-
oped that support places’ brand identity is scarce. Consequently, this study will focus on
the development of communication strategies for rural regions. More specifically the case
of small and medium-sized islands in Denmark will be used for a better understanding of
how communication efforts of rural regions are developed to support the brand identity
and values. Attention will be paid to the actors involved in the communication about the
islands, the narratives used within communication, target groups and communication
challenges.
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4. LITERATURE REVIEW

Globalization increases the importance of place brands as an asset for rural and urban
development as well as improved positioning and competitiveness of tourism destina-
tions. Increasingly place branding is also seen as a promising pathway for a sustainable
development of agriculture and food production (Messely, Dessein, & Rogge, 2015). It
has been argued frequently, that branding in general (Merz et al., 2009), and destination
branding in particular (Houghton & Stevens, 2011), is a co-creative effort of all stake-
holders in a brand’s ecosystem. Hence, all stakeholders of a destination should participate
in all phases of the branding process.

While both city and rural place branding processes require the participation of various
local stakeholders, the common absence of a central organization in rural regions that
coordinates the strategic development of the brand’s core values, imposes an important
structural difference between cities and rural regions (Vuorinen & Vos, 2013). Hence, the
coordination of the place’s stakeholders constitutes an additional challenge for branding
processes of rural regions.

Communication of the brand identity and values is an integral part of the place branding
process (Baker, 2007). Communication “has a direct influence on the perception and re-
alities of the place brand experience” (Hanna & Rowley, 2011, p. 469). The goal of place
brand communication is the transmission of a coherent brand identity to the place’s stake-
holders. However, place brand communication includes some very specific challenges in
reaching this goal. First, places must communicate with a wide range of stakeholders, that
possess varying needs for information. Second, communication is carried out by multiple
stakeholders of the place, who might communicate various propositions that can result in
a confused image of the place and hence, potential negative consequences for building
the place’s brand (Gaggiotti, Low Kim Cheng, & Yunak, 2008). Third, digital and social
media have changed the context of communication, radically increased the array of avail-
able communication channels and strengthened the role of many stakeholders within
brand communication, leading to increased challenges in communicating a coherent
brand identity (Hanna & Rowley, 2011; Kavaratzis, 2012).

In response to the first challenge, Baker (2007) suggests to pursue an integrated brand
communication strategy, where the message about the place’s image and identity iS em-
bedded into as many concurrent marketing applications as possible. Such integrated place
brand communication should “link the locality as a whole with common attributes, bene-
fits, relationships, programs and values attached to various products and services offered
within the area” (Bennett & Savani, 2003, p. 71). However, integrated place brand com-
munication is also seen critical and the usefulness of communicating similar messages to
target groups with dissimilar information needs is questioned (Anholt, 2004; Bennett &
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Savani, 2003). Hence, a place branding process should abridge diverse multiple identities
of the place into a concise brand which appeals to and matches the experiences of various
stakeholders from business investors to tourists and residents. This allows for a “one
brand many messages” approach, where the place’s brand identity can be communicated
in various ways to different target groups (Bennett & Savani, 2003).

According to Kavaratzis (2004), place brands are communicated through three distinct
types of communication. First, the place’s actions themselves result in communicative
effects. Notably, communication is often not the main goal of these activities, including
infrastructure projects, the work of community networks or events organized at the place.
The second type of communication includes “the formal, intentional communication, that
most commonly takes place through well-known marketing practices like advertising,
public relations, graphic design, the use of a logo, etc.” (Ashworth & Kavaratzis, 20009,
p. 528). The third type of communication is word-of-mouth (WOM). While the same
types of communication are applied in brand communication of corporations, within place
brand communication, not even the two first types lie in the hands of a “brand owner”.
Various actors engage in communication about the place and potentially pursue their own
goals in doing so.

To avoid the dilution of the place brand image, it is important to bring a place’s key
stakeholders together and develop the identity of the place in a participative process
(Vuorinen & Vos, 2013). Foley and Fahy (2004) emphasize, that the degree of shared
meanings contained in the place brand and message about it is critical to ensure sustain-
ability of the place brand. These meanings should be shared by all stakeholders of the
place brand, both internal and external target groups.

WOM, i.e., the informal communication between ‘consumers’ of the place brand experi-
ence, is a powerful form of communication (Baker, 2007; Woratschek & Horbel, 2005).
In addition, electronic WOM provided via digital and social media has tremendously in-
creased the reach of WOM communication and hence, its importance within overall place
brand communication. WOM is generally perceived as highly credible information since
the communicator is not seen as having a self-interest in providing it. Both, residents as
sources from ‘inside’ the place as well as visitors or other outside parties might engage
in such communication. While WOM is not controllable by marketers, it is a key to evoke
and reinforce WOM, since residents and visitors are very important advocates of the place
brand. Other communication about the place can trigger WOM activity, but most im-
portantly, residents’ and visitors’ experience with the place determines their WOM com-
munication (Balakrishnan, 2008; Mazzarol, Sweeney, & Soutar, 2007). Hence, it is vital,
that the place brand and communication about it is an authentic reflection of residents’
and visitors’ experiences with the place. This will increase their satisfaction with the place
experience, which has been highlighted as a major driver of positive WOM (Woratschek
& Horbel, 2005). Moreover, negative WOM from dissatisfied customers will be avoided
(Hanna & Rowley, 2011).
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Place brand communication has so far mainly been discussed for large cities, yet rural
regions have received nearly no scholarly attention. While both city and rural place brand
communication share the above-mentioned challenges, the common absence of a central
organization in rural regions that coordinates a joint approach, imposes an important
structural difference between cities and rural regions. Hence, a better understanding of
place brand communication practices in rural regions is necessary and the basis to support
rural place’s stakeholders to increase the attractiveness of the place.
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5. METHODOLOGY

A two-step methodology consisting of a media analysis of the communication about eight
Danish islands (Fur, Samsg, Aarg, Arg, Org, Sejerg, Fejg and Anholt) and in-depth in-
terviews was applied.

5.1 MEDIA ANALYSIS

The first step of the analysis is based on a dataset consisting of 1699 articles about eight
Danish islands: Fur, Samsg, Aarg, /rg, Org, Sejerg, Fejg and Anholt. The articles have
been collected from the Infomedia database that provides access to articles published in
all Danish national, regional and local newspapers, news agencies, specialized and gen-
eral journals, online resources as well as TV and radio broadcastings. Publications have
been collected for the period from 6 June to 6 September 2016. The articles are included
in the analysis if the mentioning of the island is relevant for the content of the article.
Avrticles that got published in different outlets have only been included once.
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The media analysis was complemented with a review of relevant websites about the is-
lands to compare the themes communicated about the islands on these media with the
themes evolving from the public media analysis.

5.2 INTERVIEWS WITH ISLAND REPRESENTATIVES

The second step of analysis was aimed at a better understanding of the inner perspective
on the island’s communication strategies. At this stage, semi-structured interviews with
at least one representative from each island were conducted. The interview partners se-
lected needed to be able to provide information on the island’s communication efforts and
were either the island’s representatives in the Association of Danish Small Islands (Sam-
menslutningen af Danske Smager) or key persons recommended by a project coordinator
at the Local Action Group Small Islands (LAG Smagerne). The interviews covered the
inner perspective of the island’s image and how this is agreed upon among the island’s
residents and businesses, the island’s communication strategy including the themes, tar-
get groups, communication channels and responsible actors, the perceived success of the
communication efforts made and a reflection upon the results of the media analysis.
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6. ANALYSIS OF COMMUNICATION FROM THE ISLANDS

6.1 OVERVIEW

The overview of the articles published on all eight islands in table 6(1) reveals that there
seems to be a close connection between the size of the islands, particularly in terms of
population, and the number of mentions in the media. Clearly, Arg, the biggest in popu-
lation among the islands in the sample, receives most attention in the media. However,
the smallest island Anholt, is more often mentioned in the media than somewhat bigger
islands such as Aarg and Sejerg, possibly indicating a successful communication strategy
regarding the generation of interest for the island.

Table 6 (1). Size of islands and communication intensity

Population  Area (km2) Number of arti- Number of

cles articles
(overall) (island in focus)

Anholt 145 22 104 46

Fejo 442 16 107 62

Fur 765 22 120 86

Org 867 14 133 99

Sejerg 351 12 56 31

Aarg 161 5 40 28

Samsg 3889 114 459 262

fErg 6265 88 681 516

In the following, an analysis of the main themes covered in articles communicated about
the islands during the observation period will be conducted. For this analysis, only the
content of those articles, which have a focus on the respective island, will be included.
The analysis will further reveal the relationship between rather supportive and rather crit-
ical communication about the island. The articles have also been classified regarding their
origin, which can be from sources from the island itself (inside perspective) or from
sources outside the island. This analysis will particularly be used to investigate the is-
lands’ communication strategy in terms of focus on particular narratives and their relation
to the image that the islands attempt to create about themselves. For the latter analysis,
other sources of communication the islands are using, in particular their own and related
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websites, will be explored and their contents be compared to the main themes covered in
media communication.

6.2 ANHOLT

6.2.1 Infomedia Analysis

Anholt is the smallest island in the sample (population). Nevertheless, it has been men-
tioned over 100 times (104) in Danish media during the observation period. Almost half

of these articles were focused on Anholt (46).

Table 6(2). Communication about Anholt

Origin of Communication

Inside Outside Total
Supportive 26 (61.9 %) 7 (16.7 %) 33 (78.6 %)
Main narratives Literature event life: personal story &

tourism- lobster real estate market

tourism infrastructure  OUrsm

green energy (off-

transport shore wind park)
business wildlife
% life: kids
lq—) Critical 7 (16.7 %) 2 (4.7 %) 9 (21.4 %)
'% Main narratives tourism infrastructure green energy (off-
LE> crime shore wind park)
é’ lobster life: personal story
§ nature: sustainability

Total 33 (78.6 %) 9 (21.4 %) 42 (100 %)

As table 6(2) illustrates, the majority of the articles reports positively about the island and
originates from the island itself (61.9%). Tourism is a main supporting narrative, but also
uses unique features like the Lobster Days and a literature event that take place in the
main tourism season. Furthermore, articles communicate supportive content about the
tourism infrastructure as well as life and business on the island.
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These themes are coherent with the communication about the island on their own and the
ferry’s website (see figure 11), which mainly emphasizes the remote location of the is-
land, its natural uniqueness and the solitude visitors can experience.

In terms of generating interest from outside the island, Anholt’s communication strategy
seems to have been successful as more than 20% of the articles originate from external

sources and most of them

(16.7%) report positively about the island. Similar to the com-

munication originating from the island itself supporting communication from sources out-
side the island both include tourism and life on the island. In addition, reports about the

offshore wind park close

to Anholt as well as on wildlife on the island can be found

indicating that these topics seem to be part of the outside perception of Anholt.

SEJLPLAN |

S

a-Anholt Feergefart

PASSAGERER | GODS | TILFARGEN |

-

FAKTA \

KONTAKT

Allan Nielsen
sportsdykker og naturformidler

Der er masser af vrag. Anholt er
suvereent for sportsdykkere med
hang til vragdykning fra bade

1. og 2. Verdenskrig.

Anholt-
fakta

Download
Anholt-fakta

Feriegen

Enkelthedens g

Midtvejs mellem Sverige og Danmark ligger gen Anholt, der er landets mest isolerede
lille ssamfund. Du vil allerede pa faergen maerke, at roen langsomt far tag i dig.
Naturen og befolkningen pa Anholt har tilpasset sig den omstaendighed, at der er hav
s langt ojet raekker, uanset i hvilken retning du spejder.

Derfor fungerer samfundet uspoleret i en harmonisk balance, som det har gjort i
generationer.

De cirka 150 beboere kan klare sig selv og gen har blandt andet egen skole, posthus,
lzege og preest. Uanset om du opseger samveeret eller ensomheden er negleordene for
et bespg pa Anholt: fordybelse, natur og enkelthed.

Lzes meget mere om Anholt p3 www.anholt.dk, hvor du ogsa finder alt om de
handlende p3 gen.

Download folderen "Anholt - et ferieparadis i Kattegats friske belger”.

Download kort over Anholt med signaturforklaring.

Besgg ogsa www.visitdjursland.com

Figure 6(1). Screenshot from www.anholtfergen.dk
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Velkommen til Anholt.dk

Her er hav, klitter, endelgse strande og hgjt til himlen. Anholt er en naturperle med @rkenen,

Nordeuropas stgrste lavhede — som et af de mest szerpraegede naturomrader i Danmark.

Der er offentlig adgang til @rkenen, et fredet omrade med nansom naturpleje. Et saerkende for gen

er den store bestand af spattet szel. Pa Totten, gens gstligste punkt ved Anholt Fyr er et

salreservat, hvor szelerne kan ses pa tzet hold fra land.

Pa Anholt er der masser af plads til ugenert at nyde solen og en dukkert ved den omkring 25 km
lange kyststraekning. Om sommeren bliver havnen flittigt besggt af lystsejlere, fiskerbade og joller.
Sommerliv pa gen er ogsa kitesurf traef, musikfestival, kunstfestival, hummerfestival og

maratonlgb.

Der er meget at udforske pa de godt 22 kvadratkilometer, til bens vel at mzerke, for der er et
befriende kgrselsforbud pa stgrstedelen af gen. Fra gens to hgje bakker, Nordbjerg og Senderbjerg

ser man vand sa langt gjet raekker med mere end 60 kilometer til naermeste landkending.

Anholt Turist

Pa Anholt er ingen eller ganske fa traditionelle turistaktiviteter. Hvad er det som far
nysgerrige til at dukke op fgrste gang — og rejse hertil igen og igen, ar efter ar? Kom selv og
find ud af det.

Figure 6(2). Screenshot from www.visitanholt.dk

Critical articles from both inside and outside sources cover similar themes than in the
supportive communication. In addition, critical communication originating from the is-
land indicates that sustainability regarding the unique nature and landscape of the island
is an issue.

6.2.2 Reflection from the Interview

An interview with Birgitte Dahl Jeppesen, the island representative within the Association
of Danish Small Islands (Sammenslutningen af Danske Smager) has been conducted to
gain more insight into the island’s proposed communication goals, the organization of
their communication activities and the narratives, that they would like to see being re-
ported about the island.
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Birgitte Dahl Jeppesen reported, that an image of the island has actually not yet been
created by the island’s inhabitants. However, they do occasionally discuss, what Anholt
should stand for, when they do projects, for example in a project they recently work on
called “Anholts skatte” [ Anholt’s treasures].

“Vi snakker om det i forbindelse med projekter, hvor vi lige har veret involveret 1 et
projekt, det hedder ”Anholts skatte” [...] og der lavede vi videoer [...] og det er med
naturen og det fredfyldte og det at vi langt vaek fra fastlandet [...].”

However, she admits that there is not enough agreement about this image and that espe-
cially change is perceived as one of the greatest challenges to creating an image that is
backed-up by the people on the island.

”Man vil gerne noget udvikling, men nér der kommer et eller andet, sa er man hurtig til
at finde fejl...?”(6:14)

The interview further revealed that a communication strategy has not been discussed and
implemented by the people on Anholt themselves. Instead they see the destination man-
agement organization of their municipality as the main responsible actor for communica-
tion efforts.

“Jeg synes ikke, vi har overhovedet nogen kommunikationsstrategi. (3:12)[...] Og ellers
alt, hvad der berarer reklame, det er jo Destination Djursland, det stér for det.” (3:49)

The only communication channel they see themselves responsible for is their website
anholtliv.dk, on which they mostly publish information about school and other issues re-
lated to children and family life.

More strategic communication efforts have only been undertaken as part of bigger pro-
jects, for example “Prev en ¢”, in which besides communication on their own website,
also Facebook and the press have been used as communication channels.

”Vi har haft et projekt de sidste ar, som hedder “Prev en @”, hvor vi prover at finde is&er
nogle bgrnefamilier og der kan komme over og bo nogle maneder, de kan prgve at bo pa
gen. Og der har vi brugt Facebook og jeg har skrevet en pressemeddelelse (3:19) [...] og
vi har skrevet det pa den hjemmeside, det hedder anholtliv.dk. [...] I forbindelse med
”Prov en ¢”, der har vi sé lavet en aftale med Jyllandsposten, om at de kom over her i
lobet af februar, marts. [...] og at de skriver en artikel om vores projekt.” (13:25)

However, especially the use of electronic communication channels and social media is
perceived as a great barrier, as not many young people live on Anholt.

”Det er mange, som bare ikke er s bekendt med de her moderne platforme.” (16:10)
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Corresponding with the lack of communication strategy, no responsibilities for commu-
nication issues on the island have been agreed upon. If a need for communication arises,
ad hoc decisions will be made and responsibilities been taken over by those people who
are generally most engaged for the island.

However, the interview clearly reflects, that a communication strategy would be highly
important for the island of Anholt, especially since the island has two important goals:
(1) attracting new citizens and (2) attracting more tourists during the shoulder season.

”Det synes jeg, er meget, meget, relevant. (09:22) ... Jeg vil sige, at vi vil primart have
nogle som flytter herover og s vil vi gerne have flere turister [...] lige udenfor absolut
hovedsasonen.” (10:42)

Additionally, there would be some good potential to start a branding and communication
strategy from as Anholt has some unique features that could be highlighted.

”Mange tror ogsa, for eksempel, [...], at Anholt er fuldsteendig anderledes. Det er en me-
get, meget kuperet @. [...] Og en erken.” (8:05)

However, the size of the island and the demographic structure of its inhabitants seem to
be the biggest hurdle for future increasing efforts related to brand development and re-
lated strategic communication.

”Altsd pd Anholt er der maske reelt 140 mennesker og halvdelen er jo faktisk pensionister
[...] sédan det lille kreds af erhvervsaktive mennesker mellem 30 og 60, den er ikke sarlig
stor. Det er maske ogsa med til at gore, at der ikke sker s& meget. (...) Det er mange, som
har haft sommerhus derover og sé flytter de derover, néar de bliver gamle (...) og de er
ikke interesseret i at udvikle gen.” (21:30)

When being presented with the finding from the Infomedia analysis, the interview partner
instantly observed, that the most relevant narratives for the island are not being reflected.
Especially, narratives about the life on the island could be much better represented to
increase awareness and interest for living on Anholt. Furthermore, the outstanding nature,
including efforts to protect it could be more communicated to attract tourism.

“Men for eksempel, nu I forbindelse med det, at vi gerne vil have nogle flere til at bosztte
sig pa gen, sa kun man jo godt, for eksempel, skriver flere artikler om livet pa Anholt,
altsa folkekirkens rolle pa Anholt og skolens rolle og position. (20:27) [...] Der kunne
man i hvert fald sagtens skrive noget mere om livet pa gen, altsa barnelivet og arbejdsli-
vet, synes jeg [...] hverdagslivet. (21:38) [...] Man kan ogsa godt skrive mere artikler om
vores kystsikringsprojekt, vi har kert i ti ar.” (21:58)
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6.3 FEJD

6.3.1 Infomedia Analysis

In the three months’ observation period Fejg was mentioned 107 times in the Danish
media and was in the focus of 61 articles. As table 6(3) demonstrates, most of the com-
munication about the island (93.4) has been issued by sources from the island itself.
Hence, the media’s interest to report about the island is relatively small.

Table 6(3). Communication about Fejg

Origin of Communication

Inside Outside Total
Supportive 51 (83.6 %) 3 (4.9 %) 54 (88.5 %)
Main narratives Tourism Tourism

Music event Cultural event

Cultural event

sailing event
life, school
fruit
food event
® transport
(=
2 Critical 6 (9.8 %) 1 (1.7 %) 7 (11.5 %)
(<5} . . .
= Main narratives Business Transport
© . .
LE> Life: health service
E’ Life: citizen service
£ .
S politics
Total 57 (93.4 %) 4 (6.6 %) 61 (100 %)

The supportive themes have a somewhat broader focus and cover topics from tourism and
a number of events in various areas, life on the island as well as the island’s agriculture
and the marketing of their products. Nevertheless, these themes match very well with the
image that is promoted on Fejo’s websites (see figure 6(3)), which is focused on Fejg
being Denmark’s “Apple island” as well as on tourism. The high number of articles that
report about events on the island could also be related to the observation period in the
summer, when most events take place.
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Even though most communication originates from the island, more than 10% of the arti-
cles (11.5%) report rather critically about the island, especially about business opportu-
nities and citizen infrastructure. These probably indicate some major challenges for the
island in terms of settlement as communication about these themes originates from the
island itself.

Forsiden » Om Fejg Forside Events p3 Fejo 2015 Overnal tning Spi

Om Fejﬂ VISIT-FEJOE.DK — FEJOS TURISTPORTAL

5/4-2010 4.151 VISNINGER SKRIV EN KOI Velkommen til Fejo

Sydhavseernes perle — 2016

Feje er en lille 8 i Smalandsfarvandet et kvar]
mennesker (1.1. 2013), hvoraf en stor andel
som for det private og individuelle. Det ger di

Fejsboerne er en blandet flok. P4 gens 16 krf
forskellige livssyn. Men feelles for de fleste el
helarssamfund, hvor der er mulighed for at
sma. Mangfoldighed, narhed, autenticitet og|

P3 siden her kan du komme teet pa fejeboerr
fornemmelse af, hvordan det er at bo her, og

Gar du i flyttetanker, s se ikke kun pa boligal

0gsa efter hvad det er for et lokalsamfund du

enestaende chance for at lzere folk at kende, Lzs den Fejes turistbrochure — 20161

vejen hertil. Hos os star deren — og mailen o

mede dig! Kontakt os >>
Screenshot from Screenshot from
www.fejo- www.vistifejoe.dk
eliv.dk

Figure 6(3). Communication on Fejo’s websites

6.3.2 Reflections from the Interview

Jorgen Mgller, chairman of Fejg Association (Fejgforeningen) and the island’s repre-
sentative within the Association of Danish Small Islands participated in an interview to
provide insight about Feje’s communication strategy and reflect about the findings from
the media analysis.

Regarding the ‘image’ or ‘brand’ that Fejo’s people would like to create, Jorgen Meoller

mainly referred to the promotion of fruit that is produced on the island and represents the
core of their marketing efforts.
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“Gennem de sidste knap 10 ar, men 7-8 ar | hvert fald, har vi haft en professional samar-
bejde med Irma, og del af kontrakten er eksklusiv, og det vil sige at det er kun Vesterlund
som leverer frugt til Irma dvs. at de er markedsforet under navnet ’Fejo Frugt’, sa det er
jo et virkelig sterkt brand.” (4:25)

Despite having created this brand, which also received good back-up from the people on
the island, a specific communication strategy has not yet been discussed and imple-
mented. Nevertheless, some discussions about topics related to a communication strategy
have started. In particular, there seems to be agreement about the main target groups —
young people and families for settlement and tourists, with a specific focus on retired
people.

“Den anden gruppe, kan man sige, er turister. Turisterne er jo vigtige [...]. Det er to ting.
De leder mange penge pa oen [...] og de er ogsa med til at holde vores farge i1 gang.
(1:00) [...] De to hovedgrupper er selvfolgelig unge, unge med bern, og sa turister.”
(1:34)

Some collaboration has been established with local newspapers, lifestyle magazines, ra-
dio stations and regional television.

“Vi har tre journalister fra "Folketidende’, for eksempel, og vi har nogle fra P4, som vi
ogsa kontakter tit.” (19:49)

In addition, Fejg Association has taken over responsibility for the communication via the
website, which is seen as an important communication channel.

However, most communication is undertaken ad hoc, by both businesses and individual
persons, who take over responsibility for it. Hence, generally, communication, including
the use of communication channels, lacks a strategic perspective oriented at goals and
target groups. This includes the use of communication channels, where a large potential
IS seen in a more strategic use of social media due to the timeliness of information provi-
sion and fit to their main target groups, especially young people.

“Vi kunne gore det meget, meget mere professionelt. Vi er klar pa, at vi skal bruge de
sociale medier. Vi bruger de i gjeblikket, men vi skal bruge de meget, meget mere og
meget mere specifikt.” (2:15)

Communication is not only seen as relevant on a local, regional or national level, but
should also include international target groups. To reach all these different target groups,
collaboration with partners is seen as important. This includes both collaboration with the
administration and regional political partners, as for example within the Island Contact
Committee (&-kontakt udvalg) of Lolland Municipality, and with other islands through
the Association of Small Danish Islands.
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“I sammenslutningen har vi ogsa en international samarbejde med andre @-natio-
ner [...] og der er selvfolgelig ogsd meget snak om ger og gernes vidunderlighed
0sV., s& der kommer jo ogsa et eller andet ud af det(9:51) [...] For det forste kan
man sige, at vi skal have en god kommunikation med vores kommune. Og den
steerkeste kommunikationskanal, det er, at vi har et politisk udvalg i Lolland kom-
mune, som hedder g-kontakt-udvalg. [...]Det er en meget staerkt politisk kanal.”
(14:20)

Generally, communication is perceived as working quite well according to Jargen Mgller,
but he also sees potential for improvements, especially regarding the fit with the image,
the island wants to promote and the communication to the target group of new residents.

”Nej, det kunne blive bedre. Nej, det er ingen tvivl om, fordi de skal koordineres
bedre og man skal have en mere felles profil” (27:10) [...]“Det allervigtigste er
bosatning. Bosatning, bosatning, bosatning.” (30:37)

The comparison of the results of the Infomedia Analysis with the internal perspective
provided by Jargen Magller reveals a good fit of the communication about Fejg in the
Danish media, with the general goals that the island has. Both the positive articles, which
focus on areas that are in the focus of the island’s residents, and the critical communica-
tion, which primarily demonstrates that people on the island are also aware of problems,
in particular regarding settlement on the island, fit well to the settlement strategy.

6.4 FUR
6.4.1 Infomedia Analysis

Altogether, Fur has been mentioned 120 times in Danish media during the observation
period. In 86 of these articles, the island was in the focus. These numbers of media men-
tions are around the average of the sample, which could have been expected considering
that Fur with a population of around 800 is also one of the medium-sized islands in the
sample.

Table 4 shows that the vast majority of the core articles reported positively about the
island (93.9%) and most of these supportive articles (84.1%) are most likely based on
press releases of sources from the island itself. This indicates that the island has a focus
on communication. The main supporting themes that are communicated from the per-
spective of the island seem to be centered on tourism and topics that are closely related
to it and represent typical tourism attractions. In particular, the focus is on culture and
nature as well as on events related to these two themes. The approach to clearly focus on
these narratives in the communication strategy seems to be quite successful as communi-
cation from outside sources about the island reflects similar themes.
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Table 6(4). Communication about Fur

Origin of Communication

Inside Outside Total
Supportive 69 (84.1 %) 8 (9.8 %) 77 (93.9 %)
Main narratives Tourism Transport
music & music hiking event
events event with a focus on
art nature
events with a focus sport event
on nature tourism
hiking events
community and other
events
nature
tourism infrastructure
(b}
= brewery
[ .
o business
E Critical 2 (2.4 %) 3 (3.7 %) 5 (6.1 %)
S Main narratives Life & settlement Business
E transport tourism infrastructure
S transport
Total 71 (86.6 %) 11 (13.4 %) 82 (100 %)

These main supportive narratives well reflect the main themes that the islands communi-
cate in other medias, including its website (see figure 4) and visitor brochure (see figure
5). Hence, Fur seems to have a coherent communication strategy with a clear focus on
tourism and its main attractions, which are nature and culture.
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Velkommen til Fur

Fur har ca. 800 indbyggere og et areal pa 22 kvadratkilometer. @en rummer en
rigdom af forskelligartede og s@rpragede landskaber og talrige muligheder for
naturoplevelser.

En est-vestgdende hejderyg rejser sig markant p& eens nordside med stejle sir==nter ned mod
Limfjorden. Langs nordkystens stejle skrsenter er der rig mulighed for st studere moleret med de

merke striber af vulkansk aske.

Der har veeret mennesker pa Fur i tusinder af &r. De mange gravheje og bopladser vidneromen e
med stor aktivitet i oldtiden. Gravhejene: Stendal Heje, Manhsje og Smedjeheje er alle placeret

pé sens hejeste punkter, hvorfra man har en fremragende udsigt ud over Limfjorden.

Hvis man har lyst til opleve sens storsldede natur, er det en god idé st falge Furs kilometerlange

naturstier. Der er pa ruterne opstillet skilte, som viser vej og informerer om sevserdighedeme

Tak! for billeder til hjemmesiden til bl.a. Mik Andersen og Gerhard Hahm
Tekst, fotos og illustrationer er underlagt Copyright ®

> Oplevelser > Handel
> Spisesteder > Information
> Overnatning > Sommerhuse

Figure 4: Screenshot from visitfur.dk
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[ Welcome to Fur |

Fur has a population of app. 800 and an area of 22
sq.km. The island holds a diversity of unusual and rugged
landscapes, offering numerous possibilities for experien-
cing nature at first hand. The range of hills running east-
west on the island is a distinctive feature of the northern
part of the island with an impressive view of the island
and the Limfjord. Along the steep cliffs of the hilly north,
there is ample opportunity to study the unusual moler
with its many seams of volcanic ash. Fur has excellent
beaches for bathing.

Skt. Mortens Kirke / Die Kirche / The Church

Figure 5: Fur & @stsalling, Guide 2016, p. 8.

Sources from outside the island additionally report on transportation to the island. How-
ever, the operation of the ferries that provide access to the islands not only is a general
popular, and highly debated, topic, but peaked within the observation period due to an
increase of subsidies to the ferries and a subsequent reduction of prices of ferry tickets to
many islands.

Critical reports about the island are scarce and have a clearly distinct focus. They mainly
address topics around the infrastructure for business, tourism and settlement on the island,
which are typical challenges for rural regions.

6.4.2 Reflections from the Interview
A telephone interview with John Bertelsen, chairman of Fur Development Council (Fur
Udviklingsrad) has been conducted for an inside perspective on Fur’s positioning, efforts

towards strategic communication as well as a reflection on the results of the media anal-
ysis.
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The residents of Fur have extensively discussed the brand image of the island during a
project in 2010-2013. The overall brand label that was agreed upon is “Fur — time for
more” (Fur — tid til mere) and the brand’s main value refers to life in a community, in
which everybody is part of the whole. Fur’s unique nature and the respect for it is another
part of the brand’s values, but is subordinate to the idea of each individual being important
for the local community and mainly refers to the local’s emphasis on ‘living with the
nature’.

”0Og ud fra den undersogelse (i ”Branding Fur” projektet), s& blev det noget helt andet
end bare naturen, det blev livet i et lokalsamfund, hvor man er en del af det hele. Sa vi
naet faktisk til et brand, det hedder tid”, det bliver negleord. Brand hedder ”Fur — tid til
mere”. (2:35)

Fur’s residents have early on realized that there is a need to focus on communication. The
trigger for this development was the increasing importance of the internet as a communi-
cation channel, and the development of a website to promote the island. The main purpose
of the website is to report about things that happen on the island and create an understand-
ing about life on an island to the outside world. Importantly, the website should represent
the whole community as best as possible and all residents are invited to contribute to it,
again reflecting the strong focus on the local community.

“Det begyndte allerede for 12 ar siden, hvor vi har sagt, at vi skal lave et hjemmeside og
der inviterede vi 10 tilflytter og 10 fastboende og lavede en SWOT analyse. (06:55) [...]
Og ud fra det, sa sagde vi, at vi skal have en hjemmeside der skal vere et udstillingsvin-
due. [...] Vi skal vise, hvad der sker og hvad der er pa gen og ud fra det opbyggede der
en hjemmeside, det hedder Furnyt’ og den har veret nu pa nettet i 10 ar.(7:25) [...] "Det
er absolut fellesskabsbaseret.” (09:00)

Nowadays, Fur’s communication efforts, in particular those targeted to tourists, utilize a
number of different channels, including brochures, tourism fairs, Facebook groups and —
most importantly — the website. The main responsibility for tourism-related communica-
tion lies with the tourism office and targets not only the national, but also international
tourists, in particular from Germany.

“Kommunikation, det er jo et bredt emne. I forhold til turister, sa har vi jo en turistfor-
ening, som laver en Fur-guide hvert ar og de trykker ca. 60.000 eksemplarer. Den bliver
fordelt i diverse turistkontorer, de er med pa diverse turistmesser. Sa bruger vi omtale i
de lokale aviser og sa har vi jo hjemmesiden “Furnyt”, som er et meget vigtigt medie.
[...] I turismemarkedsforing, der kan det godt veere nogle internationale, tyske turister,
for eksempel.” (16:00)

Within the communication mix, the website remains the most important channel, whereas
social media, to this point, are not in the focus of the communication efforts.
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”Det [Furnyt] er nok det vigtigste i dag. Sidste ar kom der 230 nye artikler pa den og 70
pressemeddelelser og de 230 artikler de blev laest godt 228.000 gange (18:50) [...] "Det
er ogsa opstaet et par Facebook-grupper i forbindelse med Fur.” (20:55) [...] “Nej, kun
hvis det er en event, et arrangement, der skal markedsfares, sa kan det godt blive gennem
de sociale medier. (28:02)

Public media also play an important role. In the past, particular high impact has been
generated from TV appearances. However, these are rather rare compared to communi-
cation about the island in local media. The latter can be regarded as quite successful, since
good relationships to the local and regional press and other media have been established
and are beneficial for both partners.

”Men én ting vi kunne male effekten pa, det var da tv-udsendelsen med Anders Agger og
Anne Mad, da de var pa Fur. Ja, den kunne males omgaende pa Furnyt, ugen efter der var
brugertallet steget til det firdobbelte. (22:11) [...] Vi har et godt samarbejde med de lokale
aviser” (24:37) [...] Hvis vi har en god historie, sa vender vi os til dem og hvis de har et
eller andet emne, [...], s& vil de ringe og sé far de hurtigt svar. [...] Det er en ganske win-
win.” (25:50)

Despite the various communication efforts that are made, there is not a specific commu-
nication strategy and no specific responsibilities agreed upon for communication. For ex-
ample, the brewery ‘Fur Bryghus’ has a strategy regarding their relations with media and
the Fur Association also has a responsible person for strategic use of media communica-
tion. Hence, strategic communication efforts are spread among businesses and organiza-
tions.

In general, the Infomedia-Analysis reflects the topics, that are the focus of the island’s
communication efforts to a great extent. However, the island’s goal to attract new resi-
dents could be more focused on in the future communication, strategy, for example by
emphasizing the opportunities that life on the island can provide as well as the values of
the local community in terms of their togetherness. In fact, the island has already initiated
a project for the next two years, which has the main objective to attract entrepreneurs as
new residents to the island and it is planned to support the project with a specific com-
munication strategy. Furthermore, future communication goals include more presence in
larger regional as well as national media.

“Det er nok det billede vi tegner.” (37:08) [...] "Der er ikke sa meget tilflytterstrategi i
det der, tilsyneladende, men det er nok fordi vi ikke bruger ordet nar vi kommunikerer.
”(37:59) [...] “Det er nok den modsatte af Udkants Danmark. ” (13:20) [...] ”Vidensde-
ling og erfaringsspredning, det er ogsa en vigtig ting, nar vi gar i de landsdaekkende me-
dier.” (14:51) [...] “Det kommer helt an pa, hvad det er for en begivenhed, det kommu-
nikeres ud. [...] “Vi skulle maske blive bedre med til at fange lidt starre regionale medier
og de landsdaekkende medier. (29:08)
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6.5 OR@
6.5.1 Infomedia Analysis

Overall, Org was mentioned 133 times in Danish media between June and September
2016 and has been in the focus of 97 of these articles. With almost 20% (18.6%, see table
5) of the articles originating from sources outside the island, Org is also of general interest
to the Danish media and society.

The vast majority of supportive communication originates from the island itself (76.3%)
and covers both topics primarily related to tourism and themes related to life on the island.
The tourism-related narratives mainly concern diverse types of events taking place on the
island as well as cultural attractions. These themes are also picked up by sources outside
the island in their communication about Org.

However, there is also a considerable amount of communication about life on the island,
infrastructure and the development of population, indicating that Org also aims to attract
new residents. The duality of communication about tourism as well as life on the island
is also reflected in the island’s communication on their website. Their slogan “Ore for
alle” (see figure 6) signals that the island’s target groups are visitors and (future) residents
alike.

Hence, Org has a rather coherent communication strategy regarding the narratives used
in different media channels.

Critical reports about the island are rather diverse and do not show a clear pattern. Both,
tourism and event-related topics as well as administrative and infrastructural issues are
mentioned. However, most critical reports are communicated from sources outside the
island. In addition, communication from the outside is predominantly negative (15.5%
critical vs. 3.1% supportive communication from outside sources). This might be an in-
dication that the island’s communication strategy should also be more focused on gener-
ating more positive interest of Danish media concerning the island.
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Table 7. Communication about Org

Origin of Communication

Communicative Tone

Inside Outside Total
Supportive 74 (76.3 %) 3(3.1%) 77 (79.4 %)
Main narratives Tourism Events (general)

Critical

Main narratives

Total

cultural events
art &music
sport events

community events

transport
life
infrastructure,

tour-

ism infrastructure

population

5 (5.2 %)
Cultural events
nature, policy
infrastructure

79 (81.4 %)

cultural events

hiking/sport events

tourism

15 (15.5 %)
Crime
Infrastructure
business policy
cultural events
food

life

school
transport

18 (18.6 %)

20 (20.6 %)

97 (100 %)
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FORSIDE SPISE & SOVE OPLEV ORD OM 0RO EVENTS FRORO- FLYTTIL ORO KONTAKT

ORO FOR ALLE

Org er keerlighed og tid til hinanden. Org er den friske luft, vandet og stilheden.
Men samtidig er Org ogs§ kendetegnet ved det sardeles aktive faellesskab,
hvor interesser dyrkes sammen og opretholdes af den helt unikke ildsjeele-kultur.

Om du er turist eller tilflytter s3 tager vi imod dig med 3bne arme og giver dig
mulighed for at opleve denne o-kultur, som byder p3 alt fra vandring p3
trampestierne, cykeltur evt. p3 lejecykel, verdensklasse havorredfiskeri,
kulturhistoriske museumsbesog, eller m3ske en dukkert ved stranden og meget
mere. Org er for alle, og det er teettere p& end du tror med kun 1 time fra

Keobenhavn og 30 min. fra Holbaek!

HURTIG INFORMATION

- Transport til Org

- Kort over Org

- Fakta om Org

- Cykeludlejning

- Kontakt til turistbureau
- Lystfiskeri pd Oro

- Turistbrochuren

Oro

Oro — Isefjordens perle eren ratur-
sken o med sommeraktiviteter og
oplevelser for enhver smag. Tag én af
e tofarger til O og udforsk den
grenne o med et par gode vandesko —
og en mobiltelefon. Or@guiden tilbyder
information via 33 infostandiere fordeft
PB4 eens 14 km trampesti samt sevaer-
dighedckr. Er bornere til gps-skattejact,
5a beseg Ore Cam ping- og hyttety

— her kan ggester ogsa lare fiskekajak-
ler og besege den nartliggence mini
200 pa Naturskolen ved Ore strand.

P4 Ore Kro incbycles der til hygeelig

FQICL TCREENFAFILLCR

afslapning med lekler mad og smuk
vaerelsesudsict. Traenger du til en café
latte og verlens bedste okologiske
kager, s3 beseg Madiese’s Garckafé.
P4 OreKontoret er der turistinforma-
tion og cykeludlejning:

. oroe.dk

The Island of Ors

"The Pearl of Isefjorden" is situated in
a beautiful scenery, offering summer
activities and experiences for every-
bocly. Use ore of the two ferries from
either Holbaek or Hammer Bakke and
explore the green island with a pair of

Figure 7: Extract from Visit Holbak’s Tourism Brochure 2015/2016
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6.5.2 Reflections from the Interview

A telephone interview with Erik Fuchs, chairman of Ore’s residents’ association has been
conducted to get insight on the residents’ perspective about their communication strategy
and how it relates to the findings from the Infomedia analysis.

According to Erik Fuchs, Ore’s residents use the term ‘Isefjordens perle’ to describe their
island for many years. It is meant to indicate the outstanding role of Org as the only in-
habited island in Isefjord.

“Vi kalder den jo for Isefjordens perle. [...] Det ligger lige midt i Isefjorden og den er
den eneste beboede o. [...] og vi har brugt det i mange ar.” (0:55)

The communication strategy of the island has not a clear focus, but rather tries to include
everything that happens on the island.

“Vi prever pa, at samle alt op, hvad der rorer sig omkring gen.” (3:50)

”Det er hvad vi prever pa ligesom at have som vores billede udadtil. Vi har jo fantastisk
mange aktiviteter sadan i lebet af aret” (9:55)

The reason for this rather broad communication strategy is that attracting tourists is a
main goal of the communication efforts. Therefore, the island’s residents consider it im-
portant to inform about all events taking place on the island and about everything that the
island has to offer.

Vi vil gerne have sd mange turister til een som muligt og det har det jo ogsa bevirket, at
i de sidste to ar, der er vores turistmeengde, jeg kan ikke sige fordoblet, men der kom i
hvert fald mange flere turister, altsa gen bliver meget mere kendt inden for de sidste par
ar.” (4:42)

A second goal of the communication efforts is the attraction of new residents, which has
mainly been focused in specific campaigns, which have been quite successful and led to
a constant increase in resident numbers.

Vi har ogsa nogle bosetningskampagner.[...] De har givet sa meget frugt, at vores be-
folkningstal [...] har vaeret stigende.” (10:20)

Among the communication channels, online communication via the website, Facebook
pages as well as mailing lists play a central role.
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”Det er meget pa nettet, altsd med hjemmesider og over mail og Facebook.” (6:00) [...]
”Men udover det, sd har jeg ogsa en mailliste med 200-300 navne pa” (2:22)

The island has established an editorial group, which has the main responsibility for com-
munication, but there is also a strong dependency on individual people, who take care of
communication. For example, several Facebook pages about the island exist, that are run
by different people.

Vi har i hvert fzld, det hedder det Ore-nyt. Det er en redaktions gruppe, det er sadan
ansvarlig pa det og udover det, sa er det gerne mig, det sender alle informationer ud.”
(3:27) [...] ”Vi er ret meget pa Facebook og vi har hjemmeside og sé har vi et bladet, der
udkommer og det hedder Org-nyt’. Og jeg har, for eksempel et profil pa Facebook, det
hedder Org Info, den sender jeg masser af informationer ud over. Men udover det, sa er
der to andre profiler ogsa.” (1:35)

The island’s residents have also been successful in reaching out to external media, and
several television channels have reported about Org in the past.

”Vi prover selvfolgelig ogsa, at kombinere igennem pressen. Der har varet en sd nogen
videoudsendelser, sendt over TV, omkring gen. De har varet bade i DR1, TV2 og TV
@st. Det har vi ogsa sendt links til.” (4:05)

Most interest by the public media to this point had been generated by a visit of the Queen
in 2012 and this media attention also led to a significant impact on tourist arrivals. Since
the attraction of tourists is one of the central goals of the island’s communication strategy,
it will remain important for the island to keep good relationships to the public media,
especially national and regional television.

Vi havde i 2012, der havde vi dronningen pa vores g, og efter det har det eskaleret, s vi
far flere og flere turistbesgg og mere og mere sadan, at folk bliver opmaerksomme pa, at

her har vi gen. [...] Det betyder jo ogsa, at pressen, de kommer og laver de udsendelser
osv.” (5:05)

As a unique feature of Org’s communication, there is also a focus on communication
towards the island’s residents, in which mainly billboards in a central location on the
island are used.

”...men det er pa oen, det er sboerne, hvor vi sender internt kommunikation ud. P4 selv
gen har vi jo opslagstavler. Vi har en ved vores Daglig Brugs, den kalder vi nasten gens
avis, der skal alle hen, og laese hvad det sker. Og sa er der ogsa opslagstavler pa de to
faerger, hvor vi kan informere.” (2:22)

According to Erik Fuchs, Org’s residents are satisfied with their communication efforts
and their results.
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“Jeg synes, at vi kommer ret godt ud og jeg vil sige, at andre ligger maerk til os pa grund
af vores made at sende det ud pa.” (6:45)

6.6 SEJER®
6.6.1 Infomedia Analysis

Within the observation period, 56 articles about Sejerg were published in the Danish me-
dia, of which 30 were focused on this island. While a lower number of articles about a
rather small island are not unexpected, the media coverage is considerably lower than for
Fejg, an island of around similar size. Furthermore, almost all communication (96.7%)
originates from the island itself indicating that there is only minimal awareness about the
island in the media (see table 8).

Table 8. Communication about Sejerg
Origin of Communication

Inside Outside Total
Supportive 22 (73.3 %) 1 (3.3 %) 23 (76.7 %)
Main narratives tourism Life

tourism event business

tourism infrastructure

running event

business
Critical 7 (23.3 %) 0 (0.0 %) 7 (23.3 %)
Main narratives Life

Safety

Infrastructure

sport, policy

tourism infrastructure

Communicative Tone

tourism event
Total 29 (96.7 %) 1 (3.3 %) 30 (100 %)

Supportive communication from the island (73.3%) mainly covers tourism and related
events. These topics are also mainly represented both on Sejera’s website (see figure 8)
and on the tourism website of Odsherred Kommune (see figure 9a 9b). However, neither
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the communication in the media in the observation period nor the information provided
on Sejerg’s website indicate a specific characteristic of the island, which could be used
for its branding. Instead, mostly rather general information on tourism can be found.

In contrast to the communication by the island itself, communication from outside the
island does not pick up on tourism and events as the main themes, but rather covers life
and business on Sejerg.

Sejerg is also a member of the Association of Danish Small Islands (Sammenslutningen
af Danske Smager). On the association’s website goose grown on organic farms are pre-
sented as a specialty of the island (see figure 10b). This and outer unique features could
be included in the future communication strategy, to create a more distinctive image of
the island.

Critical issues are only communicated from an internal perspective. They mostly relate to
infrastructure and life on the island, but partly also to tourism.
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Om Sejera Besag Sejers Aktiviteter Service og Erfvery

elkommen til Sejerss Hjemmeside

Kontakt Sejero

Beboerforening
er p4 hjemmesiden vil vi praesentere vores dejlig o. Og forhdbentlig vil alle lige fra
sboere til sommerhusejere og turister f4 glade og gavn af siden.
E-mail:
ar du/l spergsmal eller ting i savner pé siden, brug da kontakt informationen ude til
ojre. Sejero@hotmail.dk

Rigtig god fornojelse med Sejers Hjemmeside

Figure 8: Screenshot from www.sejero.dk
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Tilknyttede
tags

Naturomrader

Populzrt udflugtsmal

Sejero — der er 12 km lang og 2 km bred — er et af de steder i Danmark, der er
begunstiget med flest solskinstimer. Det milde klima, det kuplede landskab og de
mange sma badestrande gor oen til et populzert udflugts- og feriemal.

Historiske sevzardigheder

@en har flere gravheje og en bautasten (nordvest for Sejerby). Kirken er bygget i
slutningen af 1200-tallet, og rummer smukke kalkmalerier.

Med fargen til Sejers

Turen til Sejero foregar med feerge fra Havnse, hvorfra ogsa faergen til Nekselo
udgar. Se faergens sejlplan KLIK HER

Figure 9a: Screenshot
from
www.Visitodsherred.dk

6.6.2 Reflections from the Interview

Sejerg - Gaes
Fritgdende, pkologiske Sejerg-gaes

Pé nordsiden af Sejers, i den vestre ende, ligger g g

gérden Horsekeer. Garden drives som et r ‘lﬁr&éﬂ@“ﬁféﬁf 4

ekologisk landbrug med gésehold. 4 ,Mﬁﬂ ¢ Y,
HF

Det meste af sommeren graesser gassene pa de

bakkede, greeskleedte marker ud til Sejeres l @%@M-gm \

strande )
Hov, det glemte vi at forteelle: Sejere er den

x\ /
P
\\_; = /E_
syd for Sjesllands Odde og i virkeligheden ikke s& E

lange smalle stribe af en @, midt i Sejerabugten,
langt fra Samse — ad vandvejen.

Pa Sejera bor ca. 400 mennesker — sadan cirka. Sejere er en akliv og levende 8 med
skole, flere gode spisesteder, et kulturhus og en fargeforbindelse til Havnse (den
vigtige navlestreng til fastlandet). Og sa en enestaende natur fra det lange, stenede
Heksens Rev i sydest fil knolden Gniben med fyret i nordvest

Her — midt mellem alle herlighederne — gar de ekologiske gees — forst pa stald og siden
pé grees

Gees paen g

Sejero er et godt sted for gaes. Farst og fremmest fordi
deres arke-fiende, raaven, ikke findes pé oen. Det
betyder, at gaessene kan ga frit i de indhegnede
greesmarker uden at blive fruet af sultne rovdyr.

P4 Sejers — som pa andre oer - finder man et lidt hojere
indhold af salt og andre mineraler bade i luften og i
greesset. Det seerlige salt-indhold samt motion |
passende mal ger, at Horsekeers fritgaende gaes faren
ganske seerlig smag. Og sa har geessene havudsigt

Horsekaers gaes fylder godt i landskabet, og nar de bevaeger sig rundt pa Horsekaars
store, grenne greesmarker, er de et markant og smukt indslag i eens bakkede terreen.

Visionen for Horsekeer lyder: "Vi vil skabe et akologisk og beere-dygfigt landbrug med
en saregen produktkvalitet og med livskvalitet for medarbejdere. Og vi vil ogsa bidrage
til en beeredygtig udvikling pa Sejere med beskeeftigelse og mulighed for fortsat
skolegang, sundhedspleje og kulturudbud for efolket "

Figur 9b: Screenshot
from
www.oespecialiteter.dk

In an interview with Klaus Perkild, chairman of an organisation called ’Sejere Udvi-
klingsforum’ (Sejere Development Forum), more insight on the island’s residents’ inter-
nal perspective about their communication and image was generated. Furthermore, the
results of the media analysis were presented to Klaus Perkild and he was asked to elabo-

rate on his perception of these results.

According to Klaus Perkild, the island’s residents agree on the image of the island being
a place of special light and the most hours of sunshine allover Denmark.

Vi har specielt lys derover og vi har hele Danmarks fleste solskinstimer. Sa, vi har valgt

at kalde det for lysets og glaedens ¢”. (1:43)
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This brand image of the island has been developed through collaboration of various or-
ganisations on the island.

”Ja, det er foreningerne derover pa gen. Nu er jeg formand pé Sejere Udviklingsforum.
Formal er at fremme turisme og erhvervslivet pa Sejere og det er os, der star for det [...]
i samarbejde med andre, sasom beboerforeningen og g-udvalg.” (3:00)

Complimenting this image, they like to point out the island’s nature in their communica-
tion efforts, the quietness and peace that can be found there and — as a very unique feature
— the ecologic goose farm residing on the island.

”Det er mest naturen og stilhed og ro vi slér pa, fordi det er ikke sddan en tivoliagtig ¢.”

(6:58)

”Sa har vi jo en af Danmarks sterste gkologiske gésefarm. [...] Der er 4000-5000 gaes
frigdende.” (2:10)

In general, communication about the island is a collaborative effort of the two main or-
ganizations on the island, the residents’ association and Sejere Development Forum. They
have organized themselves into working groups with various responsibilities ranging
from discussing issues of access to the island (especially ferries), to business development
and attraction of new residents.

”Der er vi sd ogsa to foreninger, Sejere beboerforeningen og Sejere Udviklingsforum, vi
slar os sammen, og tage vi over en weekend der, sa snakker vi med folk om gen, fortzller
og deler brochurer ud.” (5:22)

”Altsa vi deles lidt op. Det er mest udviklingsforum og sd beboerforeningen. Sa har vi
hjemmesider pa Facebook og ellers almindelige hjemmesider om gen.” (06:10)

Vi har nedsat nogle grupper, vi er fire udvalg der arbejder med forskellige ting, én tager
sig af feergen, en anden af havnearealet ... én der tager sig af hvordan man kan fa flere
beboere til gen og sa er der en gruppe der tager sig mere af erhvervslivet” (8:49-10:30)

The most important tool of the island’s communication strategy is the brochure ‘Lyset 0og
gleedens @°, of which 15,000 copies are distributed each year, especially around the Dan-
ish main island Sealand. Communiction about events and activities takes also place on
the island itself, especially through billboards in central locations around the island.

”Vi udgiver en brochure hvert ar, der bliver trykt 1 15.000 eksemplarer og bliver sent
rundt pa Sjeelland. Og sa har vi nogle store plancher, der haenger i havn pa Sejerg med alt
hvad der foregar. Vi har alt muligt i hgjsaeesonen, der har vi aktiviteter naesten hver dag,
man kan komme til at preve. (4:01)
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”Vi laver en ny hver ér, og alle der ser den ... de er godt nok begejstret for den vi laver.”
(16:45)

Attracting tourists is the central goal of the communication efforts. However, they are
also aware, that there are limits to the increase of tourism, if it should be sustainable.

”Vi vil godt have flere turister over, men det skal ikke edelegge alt det vi har.” (7:10)

Direct communication is an important channel for communication directed towards tour-
ists. Relationships with tourism associations on Sealand and in Jutland as well as tourism
operators are the basis for this communication.

“Jeg sender specielle turistforeninger vores brochure, de har bedt om at fa den. Og det er
de fleste pa Sjelland og nogle enkelte i Jylland. [...] Vestjylland, der leegger vi ikke sa
meget vaegt pa.” (10:47)

”Vi har nogle forbindelser med forskellige busselskaber, der kom over. Jeg har blandt
andet Roskilde rejsebureau, vi har et teet samarbejde og AOF, LOF og sadan nogle, dem
har vi samarbejde med. Sé laver vi ture. [...] S& er det mund-til-mund. Jeg har haft nogle
leeseklubber herover, og jeg kan merke, de bliver meget forbavsede, for lige sa snart de
seetter det til salg, sddan en tur, sa er der udsolgt i lebet af en dag.” (7:30-8:45)

On a broader basis communication is done via websites and social media. However, there
is also some degree of scepticism regarding the effectiveness of these media.

Vi har hjemmesider og sé er vi pa Facebook. [...] Vi har tre Facebook sider om Sejere.”
(12:34)

”Jeg har ikke den stor tillid til at det betyder s& meget. [...] Vores brochurer og hvad folk
kan hgre og sa noget, jeg synes ikke det er sa meget de her medier” (12:50-13:08)

Appearances on television or other mainstream media are, however, seen as very impact-
ful as they create a lot of visibility for a small island. Visits from well-known people and
reports about these visits are particularly effective, but there is also an understanding that
celebrities also want to enjoy some privacy when they visit the island.

“Fjernsynet og medierne, det er mange, det er meget vaerd 1 hvert fald.13:51)
”Der har vi de specielle ting, de ikke andre har, jeg tror ikke, at andre har det. Vi har
husbéde til udlejning. [...] og der var vi sd heldige at Puk og Herman var herovre, og den

reklame det gav, det er godt nok ubetaleligt...”. (13:09-13:36)

”Det var tilfeeldigt at vi blev udpeget, de var ovre og snakke med 0s, 0g se hvad vi kunne
byde pa og sa blev vi valgt ud til at veere med i det. Og sa har vi lige veeret med i Hjerne-
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Madsen, han har noget om mandagen, hvor vi var med en hel time, hvor vi blev inter-
viewet, mens vi karte hestevogn, og det er jo sa fordi at Peter Lund Madsen har bolig pa
Sejerg og kommer der meget, og vi har ogsa Lars H.U.G. der har hus derovre, og de
promovere jo ogsa gen meget. Prins Henrik kom sejlende hertil sddan uofficielt og ingen
matte sige eller skrive noget om det. Han var til privat fadselsdag pa Sejerg og var pa
vores diskotek, der er her om sommeren, og han ngd det for der var jo ikke alle de der
journalister, der plejer at folge med” (14:05-15:25)

In general Klaus Perkild perceives the results of the media analysis reflecting the island’s
communication efforts and can even think of further analyses of this kind.

“Det synes jeg, det giver mening, og fa det hele udbredt.” (19:43).

6.7 AARD
6.7.1 Infomedia Analysis

Among the islands in the sample, Aarg was least mentioned in Danish media (40 times
within the observation period). However, it is also one of the smallest islands. Hence, less
attention from the media than for the other islands could be expected. Even though there
are only 26 articles focused on the island of Aarg and all of them having a positive tone
(see table 9), their narratives are quite widespread. Interestingly, while internal sources
mainly focus on music and sport events as well as local food specialties, the topics origi-
nating from outside sources are totally different. They rather report on transport — a ge-
neric theme across all islands — as well as tourism and infrastructure.

Table 9. Communication about Aarg

Origin of Communication

Inside Outside Total
Supportive 19 (73.1 %) 7 (26.9 %) 26 (100.0 %)
o Main narratives Music Transport
o
Z sport events Tourism
'% local food special- infrastructure
E ties
g Critical 0 (0.0 %) 0 (0.0 %) 0 (0.0 %)
= . .
8 Main narratives
Total 19 (73.1 %) 7 (26.9 %) 26 (100.0 %)
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On its website, the island promotes itself as “Aare — en aktiv g i pagt med naturen” (see
figure 10). The island is also marketed as “Lillebaltets perle” featuring quaint landscape
and villages (see figure 11). At least during the observation period, there is only little
connection of the island’s communication to mainstream media to these unique charac-
teristics of Aarg.

Regarding Aare’s outside perception, there is indication that the island gets at least some
interest from Danish media and that it is perceived positively. However, regarding the
communication of the image, the island aims to create about itself, the communication
strategy needs to be improved. This first includes the narratives the island promotes itself,
which should be more closely connected to the image of “Lillebaltets perle”, i.e. include
narratives about the beauty of the landscape and the picturesque houses and farms on the
islands and opportunities to experience them. Second, the strategy should include stronger
relationship building with media representatives to ensure, that they become aware about
the intended image and pick it up in their communication about the island.

Velkommen til Aare - Lillebaltets perle

Aare er beliggende i LillebzIt, ved udmundingen af Haderslev Fjord. Aare er placeret i et omrade, som er betegnet
ved at vare et s®rligt vardifuldt kystomrade.

@en er beliggende ca. 1,5 fra fastlandet. sejltiden til Arg er ca. 7 til 8 minutter og der sejles ca. hver time. Det
giver gen en sterk placering som et yndet turist- og feriemal.

Lidt om Aarg

Der er rigtig mange aktiviteter
pa sen, idet Aars en meget aktiv
@, hvor samspillet mellem
naturen, de fastboende,
erhvervslivet er rigtig fint til
gavn og glade for eens

beboere og vore mange turister.

View larger map

Oplev stilheden og naturen, hvis
det er det du gerne vil, eller du
kan besege de dejlige
spisesteder der er pa gen, eller
bessge vingard eller garbutik,
eller delt; ietaf de

ar der lsbend
afholdes pa sen.

Ara Kalv.

Vi ensker at alle far en
god oplevelse pa Aara!

Vores malsatning er:
“Aare — en aktiv @ i pagt
med naturen”.

©2016 Google -Map Data Termsof Use  Report a map efror

Figure 10: Screenshot from www.aaro.dk
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Forside Om Aarg Vard at se Aktiviteter Indkeb Overnatning Spisesteder Aarg visionen Foreninger

Lidt om Aare

Aarg - Lillebaltets perle.
Aro har varet Tysklands nordligste e, og i tiden fra 1864 til 1920 blev der drevet en del smugleri mellem Aro og

© Nyheder

© Lidt om Aaro Danmark. Men i dag ander alt idyl pa Lillebzitseen, der ikke har oplevet samme befolkningstilbagegang som

© Fargen mange andre smager. Gamle smukke sl=gtsgarde, dyrket land og megen natur er oplevelserne pa Aro.

© Aarg info Aroer beliggende i Lillebzlt, ved udmundingen af Haderslev Fjord. Aro er placeret i et omrade, som er betegnet
© Aarg kort 1935 ved at vaere et sarligt vardifuldt kystomrade. @en er beli de ca. 1,5 fra fastland jltiden til Aro er ca. 7 til
© Aargs historie 8 minutter og der sejles ca. hver time. Det giver sen en stark placering som et yndet turist- og feriemal..

© Kontakt Byen pa oen er placeret pa et hojt sted tzt pa havnen og ikke langt fra det op til 20 meter dybe Arosund.

Figure 11: Screenshot from www.aaro.dk

6.7.2 Reflections from the Interview

An interview on the residents’ ideas about communication about their island and reflec-
tions on the results of the Infomedia analysis has been conducted with Svend Aage Han-
sen, member of the board of the residents’ association.

As the island’s website indicates, the residents see the island’s nature and life in harmony
with nature as the most important dimension of their image. This aspect should also play
a major role in their communication strategy, which is mainly focused on attracting tour-
ists. However, in line with the proposed image, tourism should be sustainable and not
exceed certain limits that could harm the island’s nature and its relaxed atmosphere.

Vi har for nogle ar siden lavet en udviklingsplan for gen, hvor vi fik defineret at Aarg
skal vaere noget i pagt med naturen og [...] at det er badde naturen og turisme vi leegger
veegt pa herover. Turismen ma ikke udvikle sig pa sadan en made, at det gdeleegger natu-
ren. Fordi mange kommer pa vores g for de finder ro og fordi de finder ud at, at det er
dejligt herover med dejlig natur. Derfor skal turismens udvikling vere i overensstem-
melse med gen pa sddan en made at det gar i spend med hinanden. [...] Det betyder
egentlig, at antal af turisterne herovre, herunder ogsa sommerhusene, ikke skal have sadan
en omfang, at det gdeleegger muligheden for at vi stadigveek kan have en g der har en vis
natur” [0:42]
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While the island is a member of the Danish Association of Small Islands, and see the
association’s communication efforts as benefitting, they are aware, that the main respon-
sibility for the communication about the island lies with its residents.

“Vi er jo med i sammenslutningen af smager, som jo er god til at profilere smagerne, og
de er jo rigtig god til at promovere de ting, som er vigtige for 0s.” (3:28)

”Rent markedsforingsmessigt, s har vi faktisk forméet herovre pa egen, selv at markeds-
fore nogle ting, s& vi i hvert fald ikke kan klage over at der kommer for fa turister hertil”
(3:52-4:05)

Communication efforts are undertaken by different actors on the island. The residents’
association is mainly responsible for the website and the communication about events and
activities on the island, whereas the island’s businesses mainly communicate about food
and other products from the island. They also use a network of small islands’ food pro-
ducers to support these communication efforts.

V1 har en hjemmeside i vores beboerforening, hvor vi markedsforer eller oplyse om de
ting, det er herover med kalender og mgder og aktiviteter osv.” (4:10)

”Det ligger i beboerforeningen og jeg selv er ansvarlig for vores hjemmeside. (6:48)

”De virksomheder [...] selv prover at markedsfere tingene plus har vi s& vaeret aktiv i
smagernes fgdevarenetvark, hvor de fadevareproducenter herovre, kan vaere med i sam-
arbejde med andre fodevareproducenter rundt pa smaeerne. [...] Og der er en speciel
hjemmeside, som hedder g-specialiteter.dk.” (4:28)

The islands’ residents and the residents’ association in particular also try to establish and
maintain good relationships to television, radio, newspapers and other mass media as it is
considered important in order to increase the visibility of the island to the general public.
”Vi er jo ret tit besggt af bade TV og radio og vi bliver jo ret tit skrevet noget i aviserne
omkring, hvad der foregar pa gen Aarg, fordi det er fokus pa rent turismemaessigt og
udviklingsmassigt, hvad er der egentlig foregar pa sadan en lille g.” (5:25)

Vi har aldrig haft problemer med det, altsd indimellem ringer de fra avisen og sparger
om vi har en god historie de skal bringe” (5:47-5:57)

”Der har vaeret rigeligt fokus pd e-livet ogsd i medierne.”

The communication about the island includes two major themes: the island’s food prod-
ucts and special events.
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”Det er jo nok mest, eksempelvis, nar Dronningen kommer pa besgg, sa har vi jo en god
historie, sa kommer fjernsynet og alt mulige andet. Men ellers, sa er det vores fgdevare-
virksomheder, som prgver at markedsfare tingene herover. Vi holder julemarked herover
og vi har hvert ar Grundlovsarrangementet, hvor vi typisk har en minister, der kommer
over og holde Grundlovstalen. [...] S& pad den méde er der en hel rekke. Vi havde en
madfestival sidste ar i samarbejde med sma gernes fadevarenetveerk og nogle uddannel-
sesinstitutioner inden for fgdevare.” (7:35)

Vi har ogsé nogle af de her kulturfestivaler herover, hvor vi har musikarrangement hvert
forér. [...] Der har vi 10 orkester her i en weekend, som optraeder gratis faktisk.” (19:15)

The responsibility for the communication about the special events depends on the event
itself. It is usually the main organizer or the actors, who are mostly involved in the event,
who make press announcements prior to the event and report about them afterwards.

”Det kommer an pd, hvad for et arrangement det drejer sig om. Altsa, hvis det er, for
eksempel julemarked, sé er det de producenter, det er med i det julemarked, som gar det.
Er det, for eksempel Grundlovsdag, sa er det vores beboerforening herover, som primart
star for det her arrangement og udsender.” (9:08)

In line with the major themes of communication, the main target groups are (potential)
visitors to the island as well as the consumers of its food products.

“Det er de folk, som gerne vil herover og besgge os her pa gen. Vi er jo afhengige af, at
vi har en feerge, som skal finansieres af, at nogle folk tager med og betaler en faergebillet
en gang 1 mellem.” (9:30)

”Det er folk fra Sjelland, fra Kebenhavn, Aarhus, og alle mulige steder fra.” (10:14)
Besides press releases, which are sent to newspapers, TV and radio stations, social media
are seen as the most relevant communication channel. Among other things, efforts are
made, to develop a more coherent strategy for using Facebook, including more coordina-
tion of the different Facebook pages about the island.

”Det er en nemt made, at far budskabet bragt ud.” (13:44)

”...0og vi arbejder nu lige pé for at lave en Facebookprofil herover. Vi har forskellige
Facebookprofiler herover, vi har blandt andet etableret et “Serviet-folder-laug™ herovre
fra som har en Facebookprofiler omkring det. Der sker rigtig meget. Vi arbejder lige |
ojeblikket pa at udbygge tingene pa Facebook ” (6:55-7:22)

The food producers additionally use brochures to advertise their products.
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”Producenterne herover laver deres egne brochurer. Vi laver selvfolgelig noget folder-
veaerk, som vi sender rundt i forbindelse med arrangementer herover.” (11:43)

The island’s residents are very satisfied with their communication efforts. The number of
visitors, who come to the island for special events, is interpreted as an indicator of a suc-
cessful communication strategy. Good relationships to the media are seen as the main
success factor.

”Vi har egentligt ikke problemer med, at fir budskabet ud til omverden at der foregar
rigtig mange ting herover.” (10:39)

”Det kan vi jo bedst bedemme pa hvad vi har opniet med det. Hvis vi ser, hvad der kom-
mer af folk derover, nar vi inviterer til et Grundlovsmgde her, som vi sammen med kom-
munen har faet lavet, sadan, at det er gratis faerge over den dag, de sejler 1700 mennesker
over. Det alt, hvad de kan sejle over hele dagen, sa ma vi sige, sa er budskabet jo naet ud
til nogle mennesker, som reflekterer pé det.” (15:00)

V1 har p4 intet tidspunkt haft problemer med at fa medierne med til at understgtte vores
aktiviteter herover og vi har sa ogsa opnaet at der kommer sa mange folk herover, at vi
synes, det er rimeligt. (17:15)

According to Svend Aage Hansen, the results of the Infomedia analysis reflect the goals
of the island’s communication strategy and the image of the island that they want to es-

tablish. He also mentions, that in addition to special events and food products, this image
also includes the island’s natural resources and the tranquility, visitors can experience.

6.8 SAMS@
6.8.1 Infomedia Analysis
As expected, Samsg, as one of the two bigger islands in the sample, has been mentioned

a lot in Danish media during the observation period. While altogether 459 articles men-
tioned Samsg, the island was in the focus in 262 of them.
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Table 10. Communication about Samsg

Origin of Communication

Inside Outside Total
Supportive 100 (38.3 %) 121 (46.4 %) 221 (84.7 %)
Main narratives Transport Transport

Events Tourism

Tourism event (sport, culture,

Settlement TV, tourism-related;

N others)
politics settlement

business, food

nature
celebrities
Critical 26 (10.0 %) 14 (5.4 %) 40 (15.3 %)
o Main narratives Transport Transport
é Business Business
% Education Administration
.g Demography Education
é’ settlement, housing;
£
S events
Total 126 (48.6 %) 135 (51.7 %) 261 (100 %)

As table 10 shows, the majority of the articles reported positively about Samsg (84.7%).
Altogether, communication from sources inside (48.3%) and outside (51.7%) the island
is almost equal, while the majority of supportive articles originates from sources outside
the island (46.4% vs. 38.3%). This pattern both indicates awareness for the importance of
communication by responsible people and organizations on the island and a general in-
terest of media and society in Samsg. Tourism and the closely related theme of events
taking place on the island are the focus of communication issued from the island. In ad-
dition, the promotion of settlement on the island is a major theme. Supportive communi-
cation from outside sources reflects these focal topics, but additionally picks up on nature,
celebrities and food business.

Tourism, events and activities, nature and settlement are also major themes communi-
cated on the island’s webpages www.visitsamsoe.dk and www.samsoe.dk (see figure 12).
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However, Samsg’s unique characteristic of being Denmark’s first energy-self-sustaining
island, is not a focus of the communication about the island in the observation period. It
is, however, rather often mentioned as a side topic in articles with another focus, for ex-
ample when settlement on the island is the main theme. Moreover, this result could be
due to the selection of the observation period, which was the summer and hence, high
season for tourism.

Administrative issues, including education, demography, and housing and business op-
portunities, dominate the critical communication about the island. Interestingly, more
critical communication originated from the island itself, which could be an indication for
a vivid constructive discourse among the island’s population on the future of Samsg.

As for most islands, ferry transport to the island was frequently addressed, both from
sources from the island and from the outside and reports were both supportive (especially
mentioning reduced prices for ferry tickets) and critical (including discussion about the
fairness of the price reduction).

Barnenes Samsg Bryllup pa Samsg Busture og guider

/ r?‘%
_\/.:

Kunst og kultur Landsbyer
Y.
2

L 1

Screenshot from visitsamsoe.dk
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Samsg - fra fer til nu Magasinet “Livet pd Samsg”

samses centrale geografiske placering | Danmark betyder, at Samse trods sin
beskedne storelse flere gang har spillet en central rolle i danmarkshistorien

Drgmmer du om at flytte til Samsg?

Mange kender Samsg. Alene navnet kalder nok uvilkarligt billeder f ' ==

frem pa nethinden af nye kartofler, vejboder fyldt med grgntsager,

hgje slanke vindmgller og solbeskinnede ferieminder. Livet pd
Samsg

For mange er Samsgs natur en af drsagerne til at mange vaelger at
flytte til Samsg. @ens smukke og forskelligartede natur er
sammen med naerhed og tryghed det, der prasger hverdagen for
os, der bor her.

Samsg inspirerer i udpraeget grad til kreativitet, idéudvikling og
nytasnkning, og det er med til at gore gen interessant og levende.

Innovative virksomheder, hgj grad af ivaerksaettertrang og
Fold alle ud virkelyst, gode arbejdspladser og et alsidigt og aktivt fritids- og
foreningsliv er noget af det, der kendetegner livet p& Samsg. Ja, og

Viki v
ingemen st ik ikke mindst det samske engagement. g
i , f i ==
ey + B Klik p3 billedet, for at se magasinet i
I magasinet - Livet pA Samsg - vil vi gerne fortzelle, hvad Samsg
Vaern mod England + ogs4 er, ndr gen er en fuldtidsoplevelse. Men som altid kan man ikke s3 det hele med, s3 vores anbefaling
“  mavaere: Kom og oplev livet p3 Samsg - og gerne pé fuld tid.
Kartoflen ankommer -
Ger dremmen om at flytte til Samsg til virkelighed.
Turisterne indtager Samso +
Download eller lzes magasinet: Livet p3 Samsg
Danmarks Vedvarende Energi-@ +
Vigtige rstal + | Senest opdateret: 29. Apr. 2015 13:18

Figure 12: Communication on Samse’s websites

6.8.2 Reflections from the Interviews

As Samsg is one of the two bigger islands in the sample, two interviews have been con-
ducted for reflections on the island’s image, communication strategy and the results of
the Infomedia analysis. The first interview was conducted with Morten Herlev (MH),
Communication Consultant at Samsg Municipality. The second interview partner was
Sgren Hermansen (SH), Director of Samso Energy Academy (Samsg Energiakademi).

The focus of Samse’s image clearly is sustainability. While the representative from the
municipality clearly related to sustainable energy and organic food production, the inter-
view partner from the Energy Academy promoted a broader understanding of Samsg as
sustainable island that includes a sustainable society that is based on participatory deci-
sion making and sense of community.

MH: “Ja, vi har jo sddan en bearedygtig profil 1 forhold til vedvarende energi. Sa vi gerne
vil markedsfare os lidt pa, at vi har sadan et tilleg som Danmarks vedvarende energi-g,
vi officielt fik i 1997, tror jeg. S4, det har i hvert fald veert et fokus punkt. Derudover, sa
har vi i de seneste ar ogsa en fokus pa fadevarer, ravarer og sadan lidt gourmet oplevel-
ser.” (1:51)

64


http://www.samsoe.dk/

SDU-&

DANISH CENTRE

Small Danish Islands — Communication strategies

SH: “Det samlede kommunikationsbillede handler om samfundets beslutningsdygtighed
og samfundets fallesskabskraft, altsa, hvad er det for et samfund, der kan tage de her
beslutninger, der kan bevage sig som vi har gjort og som totalt set kan forandre den rea-
litet og virkelighed, som vi i udgangspunktet har. [...] S&, det er mere saddan et helheds-
billede af samfundet vi betragter. [...] Vi prever herfra at lave et mere bredt billede, hvor
vi laver et helhedsbillede af en beeredygtig @, og beaeredygtig ikke kun i kilowatttimer og
produkter, men lige sa meget i samfundsharedygtighed, sa at vi prever at generere den
beslutningskraft, der til enhver tid er tilstede, det beslutningsdygtige samfund, det felles-
skabsborgende samfund.” (1:46)

Since the island’s residents have been active participants in the process of development
of the island’s strategy and image, there is broad support. However, that does not mean,
that there is always agreement among the residents. In fact, heterogeneity is considered a
strength and important for a healthy local society.

MH: ”Altsa, jeg fornemmer i hvert fald, at det ikke kun er kommunen der gerne vil, jeg
fornemmer ogsa en rimelig bred lokal opbakning omkring vedvarende energi. Nu er jeg
ikke helt inde i historikken, men jeg mener ogsa, at sadan i selve processen fra 1997 og
fremad, de er samfundet begyndte at fokusere pa det her, der var der ogsa en del lokale,
der bidrog frivilligt ved at deltage i nogle af projekterne, ogsa gkonomisk. S, der er sadan
en god lokale opbakning, vil jeg sige.” (2:45)

”Nej, der er ikke enighed. For det vi er egentlig gleede for. Det betragter vi som vores
styrke, at det er tilladt, at vaere uenig. Og det er tilladt faktisk, at tro pa, at feellesskabet
bestar af forskellighed og ikke af enighed. Og det er nogle, som nogle gange synes, at vi
skal veere have sadan en uniform made at ggr ting, men det er meget markedsfaringsfolk.
Hvis der kommer noget ud fra, der vi vil have sadan en felles brandingplatform pa Samsg,
sa far vi myrekryb, i hvert fald nogen af os, og sé far vi sadan et billede, det ikke passer,
en idylliseret virkelighed som ikke passer, eller jo, det passer ind i et markedsfaringsbil-
lede, men det passer ikke i det troveerdige billede af samfundet. [...] Det er stedigvaek
sadan, at selvstendighed betyder meget her.” (3:11)

Samsg does not have a strategic communication plan, both in terms of content, use of
communication channels or responsibilities of various actors. While a lot of communica-
tion about Samsg, both nationally and internationally, takes place, the lack a communi-
cation strategy is already identified as an area of future improvement.

MH: Vi har ikke sddan en nogen kommunikationsstrategi og —politik, endnu i hvert fald,
men det er pa vej.”

In general, the island benefits from its national and international reputation of being a
first-mover in becoming a self-sustainable place. This branding creates a lot of interest
from international media and is even an important aspect of the image and the communi-
cation about whole Denmark.
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SH: ”Der kommer nogle ret store med CBS News eller BBC eller Arte fra Frankrig/Tysk-
land og den fortzller vi historie om samfundet. S&, det er vores strategi er faktisk lidt
forkeelet. Sa vi er mere heldige, at der kommer et stort verdens medie en gang om maned
pa Samsg til at besgge os og det betyder, at vi har et enormt steerkt talergr, for vi skal ikke
ud og markedsfare os, fordi andre kommer og vil hgre vores historie og den forteller vi
sa &rlig som muligt og send folk rundt og mgder med lokale folk og de her journalister,
de mader vores folk, de laver sé historier om samfundet. [...] Sa far Samse en umiddelbart
hgjre status, fordi vi ikke er et sglle udkantssamfund, men vi er faktisk et samfund, som
betyder noget i markedsfering af hele Danmark.”

Besides international media, the municipality’s, businesses and residents’ networks play
an important role for their communication efforts. These include quite diverse actors from
the press service of the Ministry of Foreign Affairs, universities, to journalists and local
and regional media. These are used as multipliers, who spread the word and therefore
information is usually send to those, who best fit depending on the content to increase
interest and reach of the messages.

SH: “Jeg tror det er rigtig meget mund-til-mund, vi sgrger simpelthen for at sende vores
historier til de rigtige steder, altsa til pressetjenesten i Udenrigsministeriet, til diplomati-
erne rundt omkring pd ambassaderne, til universiteterne [...] Kulturbyen 2017 i Arhus er
en platform vi bruger lige nu, hvor vi har en aktiv del og en kontrakt med dem, og sa
spiller vi sammen med dem 1 deres markedsforing pa baredygtigheds omrédet, [...] S&
det er gennem vores kanaler, det eksisterende netverk plus det, der sadan lige ligger i
naste rekke, og organisationer, der arbejder inden for vores omrade.”

MH: ... ellers er der forst og fremmest de lokale medier, men ogsa regionale medier, P4
Ostjylland og TV2 Ostjylland. ”

Social media are part of Samse’s communication efforts, but neither at the municipality
nor at the Energy Academy is it yet in the focus. However, there is awareness that it will
have to play a more important role in the future.

MH: “Den spiller ikke den helt store rolle lige nu, altsa forst og fremmest har vi ikke sa
nogen egentlige strategi skrevet ned, men jeg ved, at pa sidste kommunalbestyrelsesmade
blev det besluttet at vi skulle arbejde pa en kommunal kommunikationsstrategi og farste
fokuspunkt skulle veere for at skrive nogle retningslinjer omkring sociale medier. Sa, der
kommer et eller andet og sa kan man sige, at vi tager lidt forskud pa det, med den her
kampagne. Facebook er den forste skridt.” (10:50)

SH: ”Ja, vi har en Facebookside, Energiakademiets Facebookside, og vi har en LinkedIn

side, og der karer bade pa Instagram og Twitter [...]. Det er vores kommunikations afde-
ling der serger for at de er opdateret og kerer, at de er i live, de der sidder.”
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Various actors, who focus on different target groups and themes, contribute to the com-
munication about Samsg. Communication targeted at tourists, that mainly covers com-
munication about the island’s natural beauty, tourism infrastructure, art and culture,
events and attractions and its food specialties, lies in the hands of Visit Samsg. The mu-
nicipality has set its focus on attracting new residents, while the Energy Academy is very
active in promoting Samsg as a self-sustaining island, both nationally and internationally.

MH: "Jeg sidder selvfolgelig som kommunikationskonsulent 1 kommunen, sé jeg er pa
sin vis ansvarlig for kommunens kommunikation selvfglgelig i samarbejde med borger-
mester og kommunaldirekter og hvad der ellers er. Og sa har vi selvfalgelig en rimelig
store medspillere i forhold til Samsg Energiakademi, som driver meget den lokale foran-
dring i forhold til vedvarende energi, for eksempel. S4, tror jeg ikke, vi har sd nogen
centrale spiller i forhold til at kommunikere noget ud.” (4:42)

SH: “...for hvis du nu snakker med kommunen, sa vil de snakke om visit-samsg og tu-
risme delen og den merke nattehimmel, at her er stjerneklart og cykelstier og den slags.”

While both the municipality and Visit Samsg target Danish audiences, and some interna-
tional target groups in terms of tourism, the Energy Academy clearly focusses on inter-
national audiences and therefore also mainly builds relationships to international media.

SH: “Jeg rejser jorden rundt tre gange om aret. [...] Hver gang, sd kommer der medier,
det laver et tv-indslag eller en avisartikel eller et eller andet om de her ting og det farer
til, at der kommer medier hertil.”

SH: Vi skal fortzelle historier, som giver genlyd ude i verden, vi skal ikke fortelle historier
der giver genlyd i Skive eller i Albertslund, for det behgver vi slet ikke. (9:35)

Besides the more general, meta-level communication about Samse’s image, especially
the Energy Academy uses a storytelling approach to support the image of Samsg as a
sustainable society. They communicate stories about initiatives and activities of the is-
land’s residents, that illustrate how the engagement and participation of each residents
create positive outcomes for the community.

SH: “’Der, hvor vores historier bliver ekstra interessant er nar vi kigger pa for eksempel
infrastruktur. Vi har et problem med faergelogistikken. Det er for dyrt og alle mulige andre
ting. Sa laver vi historier om vores egen indsats, der er beboergrupper, en flok almindelige
private mennesker, der ger en indsats og gir ind og keber en farge og sejler til Arhus.”
(14:08)

SH: ”...nogle gkologer, de gaet sammen i jordbrugsfond, hvor de faktisk har betalt penge
og sa har de kebt den gard. Det er nu blevet sadan at gkologerne i Danmark, landsamfun-
det, har sagt, det er sadan vi gar. Det er simpelthen en god historie.” (16:06)
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SH: ”Samse Bredband, [...] det er jo vores snak om infrastruktur igen, hvis vi tror pa at
folk skal bo her, og leve her, sa vil de ogsa have hurtigt internet, sa vi har lavet Samsg
Bredband, som er et privat borgerdrevet bredband [...] Det er ogsd en god historie, og
det er sadan nogle ting, hvor borgerne faktisk gér aktivt ind og siger, ”Det mé vi gore
noget ved, det her!” Det bliver faktisk historien om et levedygtigt samfund.” (16:25)

”Sa vi forteeller egentlig ikke historier om kommunen eller om de officielle, vi forteller
faktisk om de her udbryderhistorier, om nogen det gor noget.” (15:57)

Due to the broad understanding of ‘sustainability’, especially by the Energy Academy, it
is a goal to actively engage the island’s residents in the communication strategy and let
them tell about their understanding of the island’s image and narrate the stories that are
important to them and their own experience of life on the island.

SH: ”’Sa far vi dem til at forsta, at nar de fortaeller historien udad til, sa skal de ikke fortelle
om deres problemer, men de skal fortelle om den dagligdag de har. [...] Hvad du bliver
inspireret af, hvad du bliver udfordret af og hvad dine barrierer er i forhold til at vare pa
den her g. Ogsa forteller de nogle menneskelige historier og de elsker de her journalister.
[...] Det er meget bedre fjernsyn og meget bedre til en artikel i "New York Times’ at fa
den her rigtige historie fra det rigtige samfund. Det er faktisk vores markedsfaringsstra-
tegi. Det er lidt trene vores medborgere til at forsta, at det de siger, det har meget mere
betydning end de tror. Den historie, du fortzeller, den bliver fortalt til flere millioner men-
nesker. Sa, tage en dyb indanding og sa fortlle din egen historie sa trovaerdig som du
overhovedet kan og veere dig selv nar du ger det.” (6:16)

The municipality itself has a focus on attracting new residents to the island, especially
young people who recently finished their education. While the sustainable image of the
island also plays a big role in the communication towards this target group, there are also
practical aspects, for example lower cost of living, included in these communication ef-
forts.

MH: “Altsa, for vores bosaztningskampagne, sa er det unge mennesker, der bor i Arhus,
de er enten lige ved at feerdiggere deres lange videregaende uddannelse eller lige har fer-
diggjort, maske gar med ivaerksatter tanker, og maske gar de ogsa med tanker om at stifte
familie, men méske kan de ikke lige overskue at stifte familie i Arhus” (8:06-8:32)

MH: Men i forhold til bosatning [...] vi for eksempel laver indhold pa vores hjemmeside
tilrettet til tilflytter og vi er ogsa i gang med en bosatningskampagne nu her i det nye ér,
og der er det Klart, at det her med vedvarende energi og beredygtighed kommer til at
fylde i den markedsfering.” (3:39)

MH: ”Og sa, 1 forhold til den ny bosatningskampagne, der ved jeg ogsé, at vi kommer at
fokusere lidt pa det, og ja farst og fremmest sa er det jo billigere, hvis man sammenligner
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med Arhus eller andre starre provinsbyer, s& der er mere plads til, at man kan leve et liv
hvor man ikke skal have to fuldtidsstillinger, for at fa det hele til at kere.” (5:45-6:53)

From the perspective of the Energy Academy, their customers, i.e., companies and organ-
izations that use the Academy for seminars and workshops, are their main target group.
In addition, they also target the public authorities since the Academy is partly financed
through public funding.

SH: ”For Energiakademiet vil vi jo gerne né vores naste kunder, for vi er ogsa selvfinan-
sierende pa mange mader, vi far noget offentligt tilskud, men vi skal ogsa selv finde en
hel masse af vores penge. [...] S& det vi egentlig gor med vores markedsfering, det er at
vi tiltreekker universiteter, og borgergrupper og kommuner fra landet og EU og resten af
verden, vi har lige nu 15.000 geester om aret pa akademiet, og det er en betydelig indtaegt
for huset at vi laver kurser og workshops, sa det er klart at den her historiefortzelling er
ikke markedsfering men det er det jo indirekte. [...] Eller det kan vaere Vestas eller Novo
Nordisk, som kommer lige om lidt og skal lave nogle workshops i huset her, s& vores
indirekte markedsfaring er sadan set at fa nogle flere kunder i huset og flere samarbejdes
relationer og den anden den er, at styrke vores netveerk, i en erkendelse af at vi ikke kan
klare os alene.” [18:24]

SH: ”...det handler om at vi far Samsg til fremsta som en bedre version af os selv, overfor
ministerier og regeringen i Danmark og Energistyrelsen og Trafikstyrelsen [...]respekt i
de myndigheder som behandler vores sager, og kigger pa de ting som ligger. [21.02]

Online communication is central both for the attraction of new residents and within the
communication strategy of the Energy Academy. The municipality runs a website which
contains specific information targeted at new and potential residents, and a specific Fa-
cebook page called “Lev dreommen pa Samso”.

MH: ”Konkret har vi lige lavet en ny Facebookside, der kommer til at hedde ”Lev drom-
men pa Samse”, som bliver omdrejningspunktet for bosatningskampagnen, og ellers vil
den blive brugt til at komme ud med noget budskaber som skal markedsferes via Face-
book og kampagnen skal ogsa suppleres med noget fysisk ... plakater, postkort, noget
omdeling og noget synlighed iser i Arhus. Og ellers i forhold til vores gvrige kommuni-
kation, sa er det kommunens hjemmeside ... Vi har ogsé lokale aviser og de regionale
medier, hvis det giver mening nogle gange.” (6:58)

SH: ”Ja, vi har en Facebookside, Energiakademiets Facebookside, og vi har en LinkedIn
side, og der karer bade pa Instagram og Twitter. [...] Vi har ogsa lavet noget i Kgbenhavn,
den Grgnne Ambassade, det er en debatside, det er ogsa en Facebookside, [...] Den er
egentlig en virtuel ambassade hvor vi praver at udveksle vores idéer og netvaerke pa det
der internationale spor.

In addition to social media, a large variety of communication channels is used.
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MH: “VisitSamsg introducerer et magasin hvert ar, som kommer ret bredt ud, som i hvert
fald sidste ar blev husstandsomdelt med Jyllandsposten og Politiken [...] og ellers, s&
bruger vi den kommunale hjemmeside og til Samsgs fadevarenetveerk, der har de ogsa en
Facebookside og Instagram og jeg sidder forholdsvis med den bosetnings-Facebookside
fra kommunens side og ellers er der farst og fremmest de lokale medier, men ogsa regio-
nale medier, P4 @stjylland og TV2 @stjylland. [10:00]

The communication efforts are perceived to be successful, especially because a positive
image about Samsg has been created and the media are highly interested in reporting
about the island, especially about their sustainability strategy.

MH: ”Samsg generelt er ret god til at profilere sig som det her med vedvarende energi,
har fyldt en del og i forhold til turisme, og det her med fadevarer. Jeg fornemmer det, er
der generelt er et positivt image om Sams@.” [12:56]

MH: ”De @vrige historier, der fornemmer jeg egentlig, at de kommer lidt af for selv, at
journalisterne selv tage i kontakt i forhold til at fortelle historier om vedvarende energi
og hvad det eller kunne vare.” [14:16]

SH: Jeg synes det gér rigtig godt kommunikationsmassigt, det underbygger jeg pa den
made, at vi far stadigveek henvendelser fra store medier, og folk fglger med i hvad vi
laver. Vi far henvendelser fra mediefolk fra * the Newyorker” [...] altsé det nyhedsorgan,
der bliver laest rundt omkring pa direktionsgangene, den kendteste miljgjournalist i USA
er vi i lgbende kontakt med, hun synes vi er sjove og har skrevet store artikler om Samsg
1 hendes blad, [...] vi ligger p4 mange niveauer af opmarksomhed [... ] og det betragter
jeg so en succes.”

However, the island’s representatives are also critical. Most importantly, a lack of a long-
term strategy with a clear vision and specific communication goals is missing.

MH: “Som kommunikationsmand, s& kunne jeg jo godt tenke mig at der maske var no-
gen, en eller anden overordnet vision for hvad der var man vil pa langt sigt med kommu-
nikationen, altsd man altid har et eller andet man kunne hafte fx en pressemeddelelse op
pa, eller en kampagne. Sa pa den made, er jeg selvfalgelig ikke sa begejstret for, at det
ikke er nogen kommunikationsstrategi, pa den anden side, kan jeg ogsa se, at der er noget
der bliver arbejdet pa nu.” [12:10]

The Danish media mostly reported about Samsg regarding tourism and events, access to
the island and the attraction of new residents. Both interview partners agree that this fits
to the communication efforts made. However, some more focus on the island’s specialty
of being a sustainable island should be the goal for future communication efforts directed
towards target groups within Denmark.
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SH: ”Det er jo ogsa noget af det der bliver lagt rigtig meget veegt pa, det er jo ogsa lokale
aktarer, der laver events, altsa kommunen er ogsa en del af det, de er rigtig gode til at
markedsferer de events og koble dem med geester.” [30.03]

MH: “Alts4, i forhold til fedevarer og events og turisme, der bliver gjort en indsats og pa
den méde stemmer det ret godt overens.” [15:59]

MH: ”Jeg kunne selvfolgelig godt teenke mig, at det der med energi og baredygtighed
maske godt kunne fylde lidt mere [...] der kommer sikkert noget mere de naeste ar. Lige
nu er der projekter, der bliver skudt i gang” [16:58]

6.9 /ERD
6.9.1 Infomedia Analysis

/Erg has been mentioned 681 times in Danish media during the observation period. The
majority of these articles were focused on Arg (516).

As table 11 illustrates, the majority of the articles reports positively about the island
(61.4%). Most of the supportive communication originates from sources outside the is-
land (37.4% vs. 24%). Both inside and outside sources report positively about transport
to the island, events, and tourism. Additionally, quite diverse topics are covered ranging
from business, culture, community and political issues to infrastructure and education.

The majority of critical communication about the island also originates from outside
sources (21.9%) and mainly covers political issues, transport and community-related top-
ics. There is also a considerable amount of rather neutral communication about Arg, cov-
ering mainly business, community and political issues.
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Table 11. Communication about &rg

Origin of Communication

Communicative Tone

Inside Outside Total
Supportive 317

124 (28.3 %) 193 (44.1 %) (72.4 %)
Main narratives Transport, infrastruc- Transport (35),

ture (26), Tourism (21), tour-

Cultural event (11), ism, wedding (3),

Critical

Main narratives

Total

music event (11),
events, other (8), sport

political issues (20),
business (19),

event (5), community event, culture (14),
event (2) event(7), event, sport
policy (8), (3), event, music (3),
tourism (8), event, celebrity (3),
business, food sector event, community (2),
(6), sport (13),
art & culture (10), art & culture (13),
community (4), community (12),
sport (4), infrastructure 4)
life,  school  (3), life, personal story
music 3), (9),
nature (3), settlement (5),
health infrastructure education (3),
(2), celebrity (2)
literature (2)
8 (1.8 %) 113 (25.8 %)
Transport (5), Transport (18),
settlement (1), community (17),
business (1), political issues (21),
tourism (1) health infrastructure
(16),
police, fraud (8),
business (6),
nature (5),
tourism (3)
132 (30.1 %) 306 (69.9 %)

121 (27.6 %)

438 (100 %)
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6.9.2 Reflections from the Interview

Further insights on Are’s communication efforts have been generated during an interview
with Claus Hattesen , President of the Board of Zrg Tourism and Business Association.

The core of £Are’s brand image is the island’s maritime heritage, reflected in the slogan
"Alt er vand ved siden af Z&rg" (“Everything is water around Z&re¢”). This image includes
a unique culture and nature, that stand for themselves, i.e., there is a focus on preserving
the authenticity of the island.

Men altsa vores slogan hedder "Alt er vand ved siden af £rg". Og det vil sige, det fortzl-
ler lidt om vores maritime arv. Det fortzeller lidt om vores selvforstaelse. [...] Vi synes jo
at den kultur vi har er ret unik og fantastisk. Sa vi gar sadan meget kontra-Lalandia. Vi
har ikke brug for noget badeland. Fordi man kan sadan set bare ga ud i naturen med sine
unger, hvis det er med bgrn. Eller med hinanden. [2:38]

The image development process has mainly been driven by Arg Tourism and Business
Association, which enjoys broad support by the local community and businesses.

“Jeg tror man er meget glad for kontoret og det arbejde der bliver gjort. Altsa vi er den
turist- og erhvervsforening i landet der nok har den starste opbakning hvis vi ser pa be-
folkningstal og erhverv og kroner og erer. [...] Og der er nasten ikke nogen som ikke er
medlem, sa pa den made er vi meget bredt funderede og ja, mader jo ogsa tilfredsheden
pa den arlige generalforsamling om ikke andet. [...] Det er meget turist- og erhvervskon-
toret der laegger linjen og siger "det er den her vej vi tenker vi skal ga", som sa bliver
vendt med bestyrelsen som sa siger at det er de enige eller uenige i og sa lgber man den
vej man er enige i, som sa efterfalgende ogsa bliver bakket op af det kommunale.”

/Erg Tourism and Business Association is also the main responsible for communication
about the island, however, within the organization, there are no clear assignments of re-
sponsibilities.

”Ja, jamen det er Bjork pé kontoret, og vores turist- og erhvervschef og de sidder sadan
set tre pa kontoret, og der har vi delt det op sa den ene tager den ene del og den anden
tager sig af den anden del og den tredje sgrger for at det bliver delt pa de sociale medier
og der bliver svaret og lagt ud. ” [16:45]

To communicate the image of Arg as a place with an authentic way of life, the concept
of “Are Day” was developed, where every year all clubs and associations on the island
present themselves to visitors to provide them with an idea, of how it is to live on an
island.

Vi har meget sddan med frivillighed, vi har 150-60 foreninger, det er sadan set lige meget
om du fisker med flue eller om du samler frimarker eller om du strikkengrder du kan
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veere med i, ellers laver du typisk en selv. Og pa den made er der mange bergringsflader.
Og sa sagde man sa at nu laver vi Zrgdagen og sa kan alle som har lyst have mulighed
for at vise deres forening der, sa vi ligesom kan vise hinanden, &rgboerne, hvad det egent-
ligt er vi har af rigdom i den retning, men ogsa at vi kan vise tilflytterne at de sa kan
komme ned og kigge og sige, €j jeg har ogsa altid godt kunne teenke mig og spille teater
og sa er der faktisk tre forskellige stande hvor man kan komme til det. Jeg kan godt lide
at lave musik, jamen der er faktisk fire kor pd gen og to orkestre eller tre. Og det er
Argdagen og den er bare kaempe stor, den ligger i juni hvert ar og der kommer rigtig
mange mennesker og der er rigtig mange reprasentanter fra foreningslivet pa Arg.”
[20:14]

Vi forseger 1 hvert fald altid at f svaret pd dem hurtigt, nar vi nu snakker kritiske og
udfordringer. Men at vi ogsa tager udfordringerne som en udfordring og siger, jamen vi
ma jo gere noget ved det, hvis der er et eller andet der er galt, si ma vi forandre pa det sa
det bliver bedre.” [20:14]

One of the most important target groups of the communication efforts are potential resi-
dents. While well-educated young people and families have been the focus of these ac-
tivities for a long time, recently also older target groups are seen as relevant additions to
the local community and have become included in the communication strategy.

”0g vi vil jo gerne tiltreekke tilflyttere. Og forteelle om det gode liv. Og har nok flyttet
fokus fra for 5-7 ar siden som var de unge veluddannede familier som skulle arbejde pa
nettet som tilflytter, hvor vi nu har sagt, jamen, det man populert kalder "det gra guld"
[...] det er fordi de ligesom har noget erfaringshistorie fra folk som kgber hus nar de er
en 50-60 ar, sa nar de bliver pensioneret sa flytter de simpelthen over, og sa er de allerede
bridgeklubben og golfklubben.”

In terms of attraction of tourists to the island, is the communication activities focused on
regions in shorter distance to the island. This is seen as the most effective use of the
communication budget as most visitors live rather close to the island.

”Vores fleste turister kommer faktisk fra neeromradet. Sa vi har ligesom brugt vores krudt,
ogsa ift. sa vi tager Senderjylland og vi tager Fyn. [...] Og det er rigtig meget der vores
klientel er, i stedet for at bruge krudtet pa hele landet og sa fa en mindre effekt.”

The communication activities mainly include online and social media as well as are man-
aging the relationships to the local media. The website aeroe.dk is the main channel used
to spread all information about the island. Within social media communication, the use
of good images from the island is perceived a success factor that leads to the attraction of
a lot of visitors.
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”Jamen stort set al vores kommunikation ud gér jo via vores hjemmeside. [...] Og den
hedder Ero.dk. Og der ligger alting pa. [...] Det er ligesom vores Zregportalen, som vi
kalder den. Det er den vej man stikker tingene ud og folk kommer ind.” [22:38]

”Det er sa Facebook, Twitter, Instagram [...]. Vi har meget hurtigt veeret meget synlige
pa de sociale medier, og er meget synlige pa de sociale medier. [...] En af dem er en
fantastisk fotograf, sa det flyder bare i en lind strem af gode billeder som ogsa bliver
spredt ud med rund hand. Bla. sa er det Arg som er pa forsiden af feriekataloget i Tysk-
land i ar, det var &rg der var pa forsiden af Visitdenmark-ferieside sidste ar pa nettet, og
sa pa den made.”

Managing the relationships to the media is seen as a strategic tool and perceived necessary
to ensure a high visibility in the media without spending a lot of money on advertising.
Instead, journalists, bloggers and other people interested in writing about the island are
invited and offered a tour to provide them with an authentic experience of /rg.

”Jamen det er nok naermere en bevidsthed om at hvis vi vil veere synlige, hvis vi skal blive
synlige i blade og aviser eller et eller andet, og skal kabe os til det, sa koster det rigtig,
rigtig mange penge at blive synlig fordi annoncepladsen er dyr og det er jo lige meget om
det er et ugeblad eller om det er i dagspressen. Og derfor har vi for mange ar siden lagt
den strategi og sige, jamen vi bruger simpelthen pengene pa dem der henvender sig, altsa
ogsa journalister og folk der gerne vil skrive, ogsa bloggere, [...] et eller andet om /rg,
sa siger vi "jamen kom over og se, sa far du en tur" og det giver helt klart pote. [...] Al
den presse der viser interesse for os bliver handholdt og inviteret over, man sgrger lige-
som for at der er en billet til dem, og der er et sted at sove og sa far de en spiseseddel med
hvad vi mener der er af muligheder for at komme ud og kigge péa. Og sa hvis man har lyst
kan man fa en handholdt dagtur rundt til dem man sa plukker ud og synes er interessante.
Og det giver rigtig meget omtale.”

Press releases are additionally used for wider outreach. All residents and businesses on
the island are encouraged to inform Arg Business and Tourism Association about inter-
esting things happening on the island and these will be sent to the press agency if they are
relevant.

”Jamen der pregver vi, vi har selvfglgelig et netveerk at sende pressemeddelelser ud til og
der er sadan meget der er forskellige fora man kan gere det i [...] og nu har vi sa valgt
nogen pressemeddelelsesformidlere som mere rammer der hvor vi gerne vil ud med tin-
gene. Og sa er det ellers at sa snart vi har en historie, sa forteller vi den gerne vidt og
bredt og over det hele. Og vi prgver at have et samarbejde med den lokale presse som pa
den anden side gerne vil forholde sig en lille smule kritisk til det der kommer ogsa. [...]
Hvis du har noget sa kommer du bare ned pa kontoret og sa bliver den ekspederet videre
igennem kontoret igennem den virksomhed som formidler pressemeddelelser for os. [...]
Men altsa der tror jeg man meget bevidst om hvad man skal lave pressemeddelelser pa
og hvad skal man ikke.”
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According to Claus Hattesen, the communication strategy is a huge success. Over the last
20 years, /rg has developed from a nearly unknown place — even among the Danish
population — to a well-recognized island with a positive image, both as a tourism destina-
tion and a place to live. Attracting tourists is also seen as an effective means to attract
residents, since tourists, who have a great experience might return as new residents.

”Jeg synes, det er formidabelt. [...] Men fordi der kommer sa meget omtale at vi popper
op i folks bevidsthed. For 20 ar siden da jeg flyttede til £rg, der var Arg sadan lidt Dan-
marks bedst bevarede hemmelighed, der var rigtig mange mennesker som ikke vidste
hvor Zrg la [...] det mader jeg ikke ret ofte mere. Og det er rigtig tit at det er positive
historier, for vi er gode til at fortzelle de positive historier om os selv nar de er der. [...]
Jamen indtil vi far noget mere tilflytning til gen, jamen sa star vi med en udfordring i at
bevare den befolkning. [...] Og derefter sa skal vi have fat i, fordi turister er en rigtig god
fodekaede til tilflyttere.” [15:00]

According to Claus Hattesen, the results of the Infomedia analysis do well reflect the
island’s communication strategy as well as the residents’ own perception of the image
created through the media. While the residents would wish the communication would be
less focused on ferry transport to the island, they admit, that their own debate around this
subject, at least partly, contributed to the fact that it became an interesting topic for the
media.

Ja, jeg er lidt treet af at der er s meget snak om vores transport, men det er der jo ikke
noget at gare ved. Men det er rigtigt, og jeg genkender og jeg er meget enig i det billede
du tegner. [...]...at oprindelig der havde hver sterre by pa Zre jo deres egen fergesel-
skab, og derfor skulle man jo sejle med sin egen faerge for ligesom at holde den i drift.
Og derfor blev det jo meget "min feerge, din feerge™ og nu er de s& lagt sammen i en felles
kommunal sa man kan sige at rent driftsmaessigt er det lige gyldigt hvor man sejlede fra
eller til. Men der er séddan lidt folelser i det. Men det er sddan meget gens.”

76



SDU-&

DANISH CENTRE

Small Danish Islands — Communication strategies

7.  CONCLUSION

The study of small and medium-sized Danish islands demonstrates that a well-developed
brand identity and clear brand values are a precondition for the development of an effec-
tive communication strategy. It is further shown that, no matter if there is a communica-
tion strategy or not, many stakeholders are involved in communication about the place.
While different target groups are the source of their communication they all contribute to
the overall brand image created. Consequently, the place’s brand identity should be
shared by all stakeholders, at least at a broad level, to ensure coherent communication
about the place. The cases of Fur and Samsg demonstrate that such shared place identity
can best be achieved through a collaborative brand development process.

The study reveals that a major challenge for small rural places lies in assigning clear
responsibility for the branding communication. Potential solutions include assigning re-
sponsibilities according to target groups (e.g., local, national or international media; tour-
ists, business partners) or according to communication channels (e.g., websites, social
media, public media). Furthermore, a successful communication strategy should make
use of the inevitable communication by all stakeholders, including private persons and
businesses, and actively involve these by assigning communication tasks and create local
networks. If they use their own narratives aligning with the agreed-upon brand identity
of the place, a coherent and credible brand image can be created.

The study further indicates that the communication strategy and activities constantly
should be evaluated and revised. For example, the cases show that social media had been
somewhat neglected in the brand communication of all three islands, despite the increas-
ing importance of these media for their target groups.

Finally, the study indicates that the development of a communication strategy is highly
influenced by resources (especially human resources) and the degree of organization of
the actors and level of institutionalization. Hence, it will be necessary, especially for
small, rural regions, to identify the necessary resources for the development of a commu-
nication strategy. Furthermore, future research should be dedicated to find solutions for
the challenge of (self-organization) of the stakeholders in smaller, rural regions as a pre-
requisite for place brand development and communication.

Three main areas with great potential for improvement of communication can be identi-

fied: Clear responsibilities for communication, tailored communication to target groups
and the use of relevant communication channels.
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Table 2.1. Template for a table (as to colours)

Headline Headline Headline Headline Headline
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