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Destination Management: Sweden
Introduction
Sweden is an extremely popular tourist destination. It is the third largest country in the European Union and is abundant in natural beauty, cultural diversity, and historical significance. It offers a variety of outdoor sports such as skiing, snowboarding, hiking, and paddling, as more than fifty percent of the country is covered in woods. The country is home to numerous stunning lakes, rivers, and large forests, making it a fantastic vacation for nature enthusiasts. Sweden is also an excellent spot to experience the country's culture and history (Cottrell and Cutumisu, 2006). Numerous museums, galleries, and historical places can be discovered in Sweden's attractive cities, such as Stockholm and Gothenburg. Throughout the year, there are also numerous festivals, concerts, and other cultural events. It also offers a wide variety of hotels and rooms for travellers. From five-star resorts to hostels on a budget, there are a variety of hotels to select from. Additionally, the country has a well-developed public transit system, making it easier to travel and see the many locations. With its great selection of activities and accommodations, Sweden is a leading tourist destination for visitors from all around the world. This report seeks to analyze the different principles of sustainable tourism employed by Sweden to ensure that it remains a leading tourist destination in the world.
Principles of Sustainable tourism
Sweden has prioritized sustainable tourism for many years, and it has made steady progress in this area. In order to save the environment, encourage social responsibility, and spur economic progress, the Swedish government has developed a variety of sustainable tourism principles. These guidelines are intended to make sure that Sweden's tourism sector has a favorable effect on the environment and the local economy (Gössling et al., 2016).
Environmental Protection 
Protection of the environment is a central tenet of sustainable tourism in Sweden. This idea focuses on conserving the nation's natural resources and ecosystems to foster sustainability. The Swedish government has initiated a variety of efforts towards this end. These approaches include establishing national parks and nature reserves, enforcing tight hunting laws, and promoting ecotourism. Establishing national parks and nature reserves is essential for conserving Sweden's natural beauty and biodiversity. These places are designated for the protection and conservation of the country's natural habitats and wildlife and are frequently open for recreational use. This allows visitors to explore Sweden's natural beauty while also respecting and preserving the environment (Bausch et al., 2021).
Another significant priority of the Swedish government is the enforcement of severe hunting rules. Hunting is a popular pastime in Sweden; however, it is essential that the wildlife population remains healthy and is not overharvested. In order to safeguard wildlife and regulate hunting in the country, the government has enacted rigorous regulations. Lastly, the promotion of ecotourism is a crucial aspect of sustainable tourism in Sweden. Ecotourism is a type of tourism that emphasizes ethical and environmentally-conscious travel to natural regions and places. This style of tourism encourages visitors to participate in activities that benefit local communities, conserve local ecosystems, and respect the environment. Ecotourism is gaining popularity in Sweden because it is an efficient means of promoting sustainable tourism (Ferns et al., 2022).
Economic Pillar
The economic pillar of sustainable tourism in Sweden has contributed in numerous ways to the promotion of sustainable tourism. This pillar emphasizes the significance of the financial sustainability of tourist activities and ensuring that the tourism industry generates long-term benefits for all stakeholders. In order to do this, the Swedish government has implemented a variety of efforts to encourage the economic growth of the tourism industry, including the implementation of a tourism tax and the creation of a special tourism fund (Yachin and Loannides, 2020).
The Swedish tourism tax was implemented in 2011 and is calculated as a percentage of the entire cost of a visit. This tax contributes to the financial sustainability of the tourism industry, as the revenue generated is reinvested into the industry, providing a consistent source of income, and supporting economic growth. The purpose of the tourism fund is to subsidize initiatives that promote sustainable tourism in Sweden. This includes support for projects cantered on the protection of natural habitats, the development of sustainable tourism destinations, and the upgrading of visitor infrastructure and services (Leick, 2021).
These efforts have contributed to the promotion of sustainable tourism in Sweden by incentivizing tourism operators to adopt sustainable practices financially. The tourism tax, for instance, has encouraged operators to invest in energy-efficient technologies, while the tourism fund has permitted the development of projects that contribute to the preservation of the nation's distinctive natural and cultural assets. In addition, the efforts have aided in the creation of jobs and the generation of additional revenue for communities involved in the tourism industry, allowing them to benefit from the economic growth that tourism may provide (Durán-Román, 2021).
Socio-Cultural Pillar 
In Sweden, the socio-cultural pillar of sustainable tourism is an integral aspect of the industry. This pillar focuses on the interactions between tourists and locals, as well as tourists and the environment, and how these might be managed and enhanced for the advantage of all parties (Dizdarević, 2022).
Sweden has made significant progress in expanding its sustainable tourism initiatives, with a particular emphasis on the socio-cultural pillar and how it may be utilized to enhance the tourist experience. Promotion of cultural awareness among tourists is one of the primary activities. The Swedish Tourist Board has produced resources and promoted cultural learning activities for tourists, which promote a deeper understanding of the Swedish people and culture. This has allowed travelers to obtain a deeper understanding of the country, thereby enhancing their experience (Shepherd and Loannides, 2020).
The promotion of cultural exchange between tourists and residents has been an additional. This has been accomplished by creating several programs geared to increase interaction between locals and tourists. Included in these programs have been art and music festivals, cultural tours, and traditional feasts. By offering these possibilities for cultural exchange, tourists have gained a greater awareness of Swedish culture, while Swedes have gained a better understanding of the tourists who visit their country (Lindström, 2020).
Sweden has finally made attempts to preserve its cultural legacy. Various measures, including the establishment of protected areas, the promotion of sustainable tourism practices, and the protection of cultural assets, have contributed to this result. These measures have allowed Sweden to retain its unique culture and legacy while also educating tourists about the nation’s history and culture (Kronenberg and Fuchs, 2021). The socio-cultural pillar of sustainable tourism has had an overall favorable impact on the Swedish tourism industry. By developing cultural awareness, facilitating cultural interaction, and safeguarding cultural treasures, Sweden has been able to improve the visitor experience while preserving its culture.
Tourism industry practices, regulations, and implementation of the regulations
Industry Practices
Numerous practices have been implemented in Sweden to ensure that the country can attract and keep tourists. Marketing is a practice utilized in the Swedish tourism business. In order to promote the country as a tourist destination, destination management in Sweden use several marketing strategies and techniques. This encompasses the use of digital, print, and broadcast media in addition to a robust social media presence. Sweden can reach potential tourists and promote a favorable image of the country as a tourist destination through these marketing initiatives (von Friedrichs Grängsjö and Gummesson, 2006).
Product innovation is an additional practice utilized by the Swedish tourism business. This entails the development of new visitor-appealing attractions, experiences, and services. For example, Sweden has lately established several new attractions such as the Gothenburg Aquarium, the Viking Museum, and the Stockholm Zoo. These new attractions enable Sweden to attract more tourists and enhance its tourism business (Maráková and Medveďová, 2016).
Finally, destination management in Sweden also incorporates the practice of stakeholder interaction. This involves involving tourism-related stakeholders such as local businesses, tour operators, and the government in decision-making processes. This enables for the formulation of more effective plans for the tourism business, as well as the ability to respond swiftly to changes in the market. Sweden can ensure that its tourism business is well-managed and successful through including stakeholders (Andersson and Getz, 2008).
Regulations and their implementation
The Swedish government has enacted a variety of rules and regulations in order to regulate the tourism industry. The Travel and Tourism Act, which establishes standards for the development and promotion of the tourism industry, is the first of these. This act also specifies the licensing, certification, and other requirements for enterprises operating in the tourism industry. The Swedish government has also adopted several environmental protection legislations. The Environmental Protection Act and the Nature Conservation Act are included in these regulations. These laws are intended to prevent the tourism industry from causing severe environmental damage. The Accommodation Act regulates hotels and other lodgings by establishing requirements for hygiene, security, and usability. The Food Act, which governs the handling, production, and serving of food, applies to food and beverage enterprises (Vogel, 2008).
The Swedish tourism industry is governed by several organizations. The Swedish Tourist Association (STA) have full oversight and execution of the regulations in partnership with the Swedish Agency for Economic and Regional Growth, the Swedish National Board of Tourism and Convention Bureau (SNBT), and the Swedish government in general. The STA is charged with overseeing the expansion of tourism in Sweden and ensuring that the industry is managed ethically and sustainably. The STA is responsible for enforcing legislation regarding business licensing, taxation, and service standards, as well as providing educational opportunities for industry professionals. In addition, they oversee the development of new tourism products and services in the country, as well as tourism-related educational and research programs. The institutions also examine the effects of tourism on the country's ecology and culture. The STA is also accountable for implementing the Swedish Tourism Act (TUR), which establishes the country's legislative structure for the tourism industry. This Act establishes the basic concepts for the growth and promotion of tourism and the obligations of various tourism sector stakeholders, including operators, local authorities, and investors (Nordin and Svensson, 2007).
Relationship between the travelling aspect of the Swedish tourism industry and its growth
The relationship between the travel portion of the Swedish tourism business and its overall growth and development is close. Travel is integral to the tourism experience, and the success of the Swedish tourism industry is strongly reliant on the availability of easy and economical travel choices. The nation's well-developed transport system, together with a diverse selection of lodgings and other travel-related products and facilities, has been a major contributor to the expansion of the Swedish tourist industry. This network makes it simple for travelers to navigate throughout Sweden and experience all its attractions (Müller and Pettersson, 2001).
Development of the Swedish Tourism Industry
Butler's life cycle model 
As per Butler's life cycle model, Sweden tourism has passed through the exploration and involvement phases and is now in the development phase, that is marked by a surge in visitor demand, investments in infrastructure, and the emergence of a robust tourism industry. The World Tourism Organization (UNWTO) reports that Sweden received over 7.44 million international tourists in 2018, an increase from 7.05 the previous year. This is evidence of the country's growing popularity as a tourism destination. To accommodate this growing demand, the Swedish government has made substantial investments in infrastructure and amenities. This includes the repair and building of new hotels, the growth of airports, and the development of public transportation networks. Simultaneously, the Swedish tourism business has become increasingly sophisticated. Strong emphasis is placed on promoting the country as a tourist destination through a variety of marketing efforts and the creation of new tourist sites and activities. This has resulted in a robust and diverse tourism business, with a choice of lodging and transportation options, as well as a spectrum of attractions and activities (Butler, 2006).
The tourism industry in Sweden has been expanding steadily. In 1995, tourism revenues totaled $4.39 billion USD, or around 1.6% of the gross domestic product. This equated to approximately 2.31 million tourists at the time and approximately $1,900 each person. Within the past 23 years, the nation's reliance on tourism has expanded significantly. Before the start of the Covid-19 pandemic, sales accounted for $14.93 trillion, or 2.7% of the gross domestic output. Thus, each tourist in Sweden spent an average of $2,006 throughout their holiday. As the accompanying graph demonstrates, however, revenue has decreased with the onset of Covid-19 (Worlddata.info, 2020).
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Figure 1: Development of the tourism sector in Sweden from 1995 to 2020
Doxey's Irridex model
Doxey's Irridex model depicts the stages of tourist growth, beginning with the first attraction of tourists to a country and ending with the potential repercussions of tourism on the local environment, culture, and economy. Five stages comprise the model: honeymoon, annoyance, exploitation, conservation, and integration (Mason, 2012).
As a tourism destination, Sweden is now in the period of integration. This indicates that the country is beginning to realize the benefits of tourism while taking measures to maintain its environment, culture, and economy. The country is reaping big as the number of tourists is growing increasingly as shown in the below curve (Worlddata.info, 2020). 
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Figure 2: The number of tourist arrivals registered in Sweden each year
 	At this point, the nation has enacted measures to assure sustainability, including the Swedish Tourism Sustainable Development Strategy, which establishes goals for lowering emissions and promoting responsible tourism. In addition, Sweden has invested in tourism-supporting infrastructure, such as upgraded transit, lodging, and attractions. Sweden has participated extensively in worldwide tourism development and marketing projects.
Recommendations for the future development of the Swedish tourist Industry
One key area to focus on is reducing the environmental impact of tourism.  This can be accomplished by motivating visitors to use sustainable transportation alternatives, like public transit or bike renting, rather than driving their own cars. This might potentially lower the amount of traffic congestion and pollution. In addition, increasing the reuse of water bottles and establishing efficient waste disposal and recycling facilities could aid in reducing waste and pollution (Budeanu, 2007).
Additionally, it is essential to evaluate the effects of tourism on local populations. This could involve collaborating with local organizations to promote sustainable tourist activities that boost the community economy and promote conservation efforts. For instance, encouraging firms to utilize local suppliers and supporting local charities and environmental protection organizations.
Finally, it's necessary to invest in digital technologies that can increase the efficiency and sustainability of the tourism business. This might include the creation of smartphone applications that provide travelers with information about sights, restaurants, and other services, as well as the ability to engage with locals in order to better understand their culture.
 












References
Andersson, T.D. and Getz, D., 2008, September. Stakeholder management strategies of festivals. In Journal of Convention & Event Tourism (Vol. 9, No. 3, pp. 199-220). Taylor & Francis Group.
Bausch, T., Schröder, T., Tauber, V. And Lane, B., 2021. Sustainable tourism: The elephant in the room. Sustainability, 13(15), p.8376.
Budeanu, A., 2007. Sustainable tourist behaviour–a discussion of opportunities for change. International journal of consumer studies, 31(5), pp.499-508.
Cottrell, S.P. and Cutumisu, N., 2006. Sustainable tourism development strategy in WWF Pan Parks: Case of a Swedish and Romanian national park. Scandinavian Journal of Hospitality and Tourism, 6(2), pp.150-167.
Demerol, O.C., Lundmark, L. and Strömgren, M., 2019. Development of downhill skiing tourism in Sweden: past, present, and future. In Winter tourism: Trends and challenges (pp. 305-323). Wallingford UK: CABI.
Ferns, B., Campbell, B. and Veríssimo, D., 2022. Emerging contradictions in the enforcement of bird hunting regulations in Malta. Conservation Science and Practice, 4(4), p.e12655.
Gössling, S., Ring, A., Dwyer, L., Andersson, A.C. and Hall, C.M., 2016. Optimizing or maximizing growth? A challenge for sustainable tourism. Journal of Sustainable Tourism, 24(4), pp.527-548.
Kronenberg, K. and Fuchs, M., 2021. Aligning tourism's socio-economic impact with the United Nations' sustainable development goals. Tourism Management Perspectives, 39, p.100831.
Larsson, L. and Müller, D.K., 2019. Coping with second home tourism: responses and strategies of private and public service providers in western Sweden. Current Issues in Tourism, 22(16), pp.1958-1974.
Leick, B., Schewe, T. and Kivedal, B.K., 2021. Tourism development and border asymmetries: An exploratory analysis of market-driven cross-border shopping tourism. Tourism Planning & Development, 18(6), pp.673-698.
Leu, T.C., Eriksson, and Müller, D.K., 2018. More than just a job: exploring the meanings of tourism work among Indigenous Sámi tourist entrepreneurs. Journal of Sustainable Tourism, 26(8), pp.1468-1482.
Lindström, K.N., 2020. Ambivalence in the evolution of a community-based tourism sharing concept: a public governance approach. Scandinavian Journal of Hospitality and Tourism, 20(3), pp.302-315.
Maráková, V. and Medveďová, M., 2016, March. Applicaton of innovations in tourism destinations. In Forum Scientiae Oeconomia (Vol. 4, No. 1, pp. 33-43).
Müller, D.K. and Pettersson, R., 2001. Access to Sami tourism in northern Sweden. Scandinavian Journal of Hospitality and Tourism, 1(1), pp.5-18.
Shepherd, J. and Loannides, D., 2020. Useful funds, disappointing framework: tourism stakeholder experiences of INTERREG. Scandinavian Journal of Hospitality and Tourism, 20(5), pp.485-502.
Vogel, D., 2008. Private global business regulation. ANNUAL REVIEW OF POLITICAL SCIENCE-PALO ALTO-, 11, p.261.
Von Friedrichs Grängsjö, Y. and Gummesson, E., 2006. Hotel networks and social capital in destination marketing. International Journal of Service Industry Management.
Yachin, J.M. and Ioannides, D., 2020. “Making do” in rural tourism: the resourcing behaviour of tourism micro-firms. Journal of Sustainable Tourism, 28(7), pp.1003-1021.
Nordin, S. and Svensson, B., 2007. Innovative destination governance: The Swedish ski resort of Åre. The International Journal of Entrepreneurship and Innovation, 8(1), pp.53-66.
Zapata Campos, M.J., Hall, C.M. and Backlund, S., 2018. Can MNCs promote more inclusive tourism? Apollo tour operator's sustainability work. Tourism Geographies, 20(4), pp.630-652.
Appendix
[image: ]
Figure 3: Data for Sweden Tourist Development 
Available at: https://www.worlddata.info/europe/sweden/tourism.php.
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vear Number of tourists Receipts % of GNP Receipts per tourist
2020 1s6m

2019 7.62m

2015 7.44m 149360 27% 2,008 %
2017 7.05m 14.17bns 2.6% 2,000 %
2015 578m 1276bns 2.5% 1882 %
2015 s43m 131bns 22% 17448
2014 10.52m 1L8sbns 2.0% 11265
2013 10.58m 10.85bns 19% 89 %
2012 12.37m 10.10bns 18% 517
2011 157 m 102160 18% 3%
2010 s18m 10.67bns 22% 2,059 %
2009 450m 877bns 22% 19045
2008 456m 1173bns 23% 25768
2007 s22m 118sbns 24% 22788
2005 473m s71bns 23% 20548
2005 488 m 7.63bns 19% 1562 %
2004 a65m 7.69bns 2.0% 1644 %
2003 427m 655bns 2.0% 15345
2002 428m s67bns 21% 13285
2001 411m 5.20bns 21% 12885
2000 383m 483bns 18% 12805
1999 260m 4s4bns 18% 15055
1995 257m 5.00bns 18% 18428
1907 238m 403bns 15% 1,688 %
1996 238m 453bns 16% 15085
1995 231m 439bns 16% 1,908




