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ABSTRACT 
The purpose of this paper was to study how sustainable development occurs in a smaller Swedish city 
through tourism. This study was designed as a qualitative single case study of a smaller city (Östersund) 
situated in the northern part of central Sweden. Data were collected from semi-structured interviews 
with regional destination management organisations (DMOs), infrastructure managers, and real estate 
managers for shopping areas, as well as growth and development managers for the municipality and 
business entrepreneurs. Data were also collected from secondary sources such as the internet and 
publications. The results of the study show that different stakeholders play various roles in sustainable 
development for Östersund. Such development is highly dependent on tourism, mainly summer tourism 
and events. The famous events have been important in building the brand of the city, and tourists know 
the area because of them. The conclusions are that sustainable city development needs stakeholders 
who collaborate or even cooperate across sectors, and particularly those who see their potential cross-
sectorally. It is not just the tourism industry that contributes to tourism development; shopping and 
creative business entrepreneurs are vital for the city as well. Sustainable development is also important 
not just for the tourists but also for the inhabitants of the city. The inhabitants’ pride and satisfaction in 
their city and their word-of-mouth recommendations are the key drivers for the brand of the city, which 
contributes to its sustainable development. 
Keywords:  sustainable city development, smaller city, branding, events, cross-sectoral collaboration. 

1  INTRODUCTION 
Many cities have cross-sectoral development [1], wherein one sector is the tourism industry. 
Tourism development in smaller cities situated in peripheral areas plays a significant role in 
their sustainable development [2], [3]. City tourism in Europe is booming [4]. Particularly 
big cities benefit, or may even suffer, from this phenomenon (London, Barcelona, Prague, 
Venice or Dubrovnik – just to mention a few) [4]. At the same time, and relevant for this 
study, many smaller European cities are driving forces in sustainable development [5]. 
Moreover, smaller cities situated in peripheral areas have to deal with several challenges to 
become and remain competitive [6]. These cities search for the right development mainly 
with the help of the tourism industry [7]. The World Tourism Organization UNWTO [8] 
clearly exemplified that “tourism is a key driver for socio-economic progress”. Particularly, 
the Scandinavian countries Norway, Sweden, and Denmark are fashionable in the 
international tourism market [9]. 
     More interest has been growing towards non-touristic industries that contribute to tourism 
development in smaller cities situated in peripheral areas [1]. In this context, research has not 
been conducted to any large extent on cross-sectoral industries and their contribution to 
tourism development in smaller cities situated in these areas. Due to the large global 
competition of cities, it is essential to have an overall image, a so-called “city branding” that 
leads to success [10]. Shopping and food tourism, architecture, and culture are popular parts 
of city tourism. At the same time, the city’s branding should “create a community where 
people will want to live and that will be attractive for the visitors” [10]. In this phenomenon, 
several industries, in addition to the tourism industry, clearly contribute to city development.  
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     Fyall et al. [11] stated that, significantly, many studies on destination development have 
arisen recently, and it is obvious that much attention has been given to the “destination 
system”, especially in the context of market environment competitiveness. On the other hand, 
there has been less concentration on the importance of collaboration to improve destination 
competitiveness and to contribute to broader sustainable destination development aims [11]. 
For instance, Sweden’s government [12] has set the political objective to mobilise all actors 
in the tourism-related system on different territorial entities. The practical side says “in 
tourism we have to work commonly together to achieve a strong delivery in services” [13], 
and this point was metaphorically re-confirmed by academic authors: “it would be difficult 
to extend our co-operation as we are competitors” [14]. Accurately this in [14] mentioned 
quote mirrors the complexity of the collaboration within a destination, which wants to 
develop itself with the help of tourism via various involved industries.  
     Hjalager [15] mentions that various gaps “in the existing literature, including innovation 
processes in companies and organisations, and the interplay between these processes and the 
wider governance contexts in which they take place” are important to identify within the 
complexity of collaborations at a destination [16]. Especially, the interplay between these 
processes and the wider governance contexts are interesting to examine, since these seem to 
be connected to delivering services to tourists. The relationship between a tourist destination 
and an innovation is connected to difficulties in creating synergies between tourism 
development strategies and potential entrepreneurs [17]. This shows the complexity of the 
tourism system, but particularly the complexity of the less examined cross-sectoral industries 
of smaller cities in peripheral areas.  
     In general, the question of “why” concerning the implementation of new ideas of service 
providers is often neglected, or even seen as a necessary evil [18]. The purpose of this 
qualitative study is to identify how tourism is included in the sustainable development of a 
smaller European city cross-sectorally. In addition, it will clarify the role of the brand in the 
sustainable development of the city, as well as examining how various stakeholders are 
involved in the sustainable development process. 
     The following research questions are raised:  

RQ 1: How is tourism included in the sustainable development of a smaller city?  
RQ 2: What role does the brand of a smaller city play in sustainable development? 
RQ 3: How are different stakeholders involved in the process of sustainable  
 development of a city? 

2  SUSTAINABLE DEVELOPMENT OF A SMALLER CITY 
Sustainable development is a buzzword for the overlapping of a destination’s social/cultural, 
economic, and environmental development [19]. Since the focus of this paper is on a smaller 
city, it was important to define what constitutes one in a European context. Research was 
conducted on the definition of sustainable city development, the definition of cross-sectoral 
industries, big events, the brand’s role and those of the various stakeholders involved. 

2.1  Sustainable city development and cross-sectoral industries 

The literature varies in the context of the definition of towns and cities, as well as of the 
division of small, medium-sized, and large cities. Famighetti [20] and Hartshorn [21] 
mentioned that in Scandinavia a town begins with a minimum population of 200 inhabitants 
if the place has non-governmental entities. At the same time, Scandinavian places could be 
cities if they have a minimum of 200 inhabitants and governmental entities. Due to the variety 
in the global literature on the topic, it also must be kept in mind that a medium-sized city in 
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a European context might be a small city in an Asian context. Giffinger et al. [22] define 
smaller European cities as under 100,000, medium-sized cities as between 100,000 and 
500,000, and large cities as having more than 500,000 inhabitants. This division makes sense, 
since the focus in this study is on the northern European territory. Moreover, the name “city” 
is not only used by an administrative unit; it also denotes a certain population density [23]. 
With 10,000 to 50,000 inhabitants, one speaks of “towns”, and those above 50,000 are called 
“cities”, but this also cannot be generalised; for instance, in the more peripheral areas of 
Scandinavia a village with more than 200 inhabitants can count as a town or even as a city if 
it has governmental entities on-site. The current case is a city with a bit more than 50,000 
inhabitants and its own governmental entities on-site. 
     First of all, sustainable city development requires interdisciplinary approaches [24], [25]. 
Focus has been given by academic authors to the sustainable development of larger cities or 
metropolises, but not to small cities [26].  
     In connection to the sustainable development of smaller cities, the research sees the basis 
of creativity and its contribution towards destination development reflected in Richard 
Florida’s creative class theory, which says that destinations have much more potential in 
being successful when having a remarkable number of creative people involved [27] and 
connected. This viewpoint might indicate a connection to the cross-sectoral industries.  
     “Cross-sectoral industries” simply means in this case that various industries are involved 
in the development of a city. These industries, which are not just the tourism industry itself, 
foster tourism development [28]. Meanwhile, research for sustainable development has been 
conducted on tourism firms that cooperate with other firms in the productive sectors, 
particularly in cultural activities [28], but it has rarely focused on smaller cities as a whole. 
This reality outlines the significance of cross-sectoral collaboration and cooperation in 
achieving tourism supply, and in offering high-quality experiences to tourists, both of which 
contribute to a city’s sustainability (e.g. [29]–[31]). 

2.2  The role of a brand for a smaller city’s development 

City branding is mainly defined as an effort by tourism-oriented groups and authorities to 
market tourist sites [32]. Although it is related to product and service branding, about which 
much is known, destination branding remains complex, and, hence challenging. Only a few 
destination brands can be regarded as being really successful [33]. Much research has been 
conducted on corporate branding theory to build up an understanding of how to brand 
destinations [34], but corporate branding (e.g. how a city should represent itself) does not 
provide a solution to many of the difficulties connected to destination branding. A main 
difficulty is that a city brand represents not only intangible goods and services but also 
particular places, people and their ideologies (particularly locals, but even tourists) – all of 
which cannot be simply packaged and sold to tourists [35].  
     In light of the aforementioned social/cultural difficulty, the perceived identity of residents 
within a brand representation is a critical issue [36]. This aspect can be simply explained by 
assuming that the brand projects not just the city to the outside world, but also its inhabitants. 
Hence, it can influence associated perceptions, such as stereotypes [37]. It seems obvious 
therefore that the perceived congruity between the residents’ personal and suggested brand 
identity might create positive attitudes and behaviour toward the city’s brand [38]. In 
consumer marketing, this phenomenon is called “self-congruence” and is widely used, but in 
the context of locals’ attitudes towards the city brand it is seldom employed. Thereby, the 
locals and residents are very important mediators between the city and the tourists, and it is 
important to identify how residents and small trade operators see the city’s branding [39]. 
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Research shows that city branding with regard to residents is the major unresolved problem 
in theory and practise [40]. 
     Schroeder [41] looked beyond the mainstream of destination/resident studies by relating 
local support for tourism development to the possibility of using locals as ambassadors for 
their destination of North Dakota. However, this study was more concerned with the 
destination image than with the brand itself. Henderson [42] made a study of residents’ and 
tourists’ awareness of the Singaporean “New Asia” destination brand. The conclusion clearly 
stated that it is crucial to consult and involve residents in the destination branding process. 
Unfortunately, no real empirical follow-up has been done in the literature.  
     The goal of successful inclusive destination branding is to enlist residents’ support so that 
they bring their associations, emotions and creativity to the development of the brand and to 
a sustainable city development.  

2.3  Events’ role in sustainable city development 

Events are a driving force towards tourism development, and they also seem to contribute to 
a city’s development. In particular, large sporting events are used to promote a city as a tourist 
destination and as a business location [43], as well as such as concerts or various other 
cultural events.  
     Even though some big events have been famous and have recurred in the corresponding 
city for decades, they are still far away from being decommissioned. The question is why? 
This is not simple to answer, but one thing seems obvious: events are a positive motor in 
cities, but the contemporary trend in shifting established events from place to place within a 
city can create tensions between different stakeholders on-site [44]. Moreover, big recurring 
events are a visitor magnet to a city, since they have been increased in size and intensity, 
which is a pull-factor towards tourists and visitors [45]. Also in this connection is the 
competition between cities more than ever increasingly high [45], which means that creativity 
and innovations play a crucial role in keeping events and making them even more attractive 
[46]. Also in the context of big events, research has shown that creating social conditions to 
improve locals’ well-being is of high importance, which is a newer determinant [47]. 

2.4  The role of stakeholders in the sustainable development of a city 

In the past, planning processes in destinations often relied on an ambiguous simplification of 
stakeholder theory: they were based on the assumption that all actors and stakeholders pursue 
the same solutions, with simultaneous engagement and common action, and with the same 
level of interest in the same problems [48]. Moreover, competitiveness is important, but more 
crucial is the delivery of the tourism product through correct and successful common work 
[11]. Beritelli et al.’s study [48] underlines not focusing on all actors, but on those who really 
commonly contribute towards long-term-oriented development. Organisations that operate 
within destinations need to change their strategies from “competitive advantage” to 
“collaborative advantage” [49]. Previous research has focused on the role of destination 
management organisations (DMOs), but not specifically on the diverse possibilities wherein 
collaboration can occur at one destination or between destinations, often simultaneously [11]. 
     In outlining various dimensions of destination collaboration in their study, Fyall et al. [11] 
identified three major categorisations: “organic”, “mediated intra-destination” and “mediated 
intra- and inter-destination”. If the collaboration in a destination is organic, then it is 
independent from a DMO. This stipulation is valid for both cases: organic collaboration 
within one destination and between two or more destinations. Mediated intra-destination 
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means that collaboration within one destination is facilitated by a DMO, whereas mediated 
intra- and inter-destination means both collaborations in one destination, and between several 
destinations, are facilitated by a common DMO. It is crucial to differentiate if a DMO is 
integrated or not. Beritelli et al. [48] even argue that the benefit and role of DMOs toward 
sustainable stakeholder collaboration is questionable worldwide. This would be shown by 
longitudinal studies at various levels of territorial entities [50]. 
     One of the main interest groups of a smaller city should be the citizens living there [51]. 
Not being entirely satisfied with their city is one of the most counterproductive issues for 
development, particularly for smaller cities [51], since word-of-mouth for the city as well as 
their creative contribution to its development are crucial [52], [53].  
     From the Nordic case studies’ perspective, it was seen that “the public sector is often a 
key stakeholder and co-driver in tourism innovation systems” [15]. Behrens [54], for 
instance, says that the public sector as a key stakeholder should be transferred to an effective 
stakeholder collaboration as a public–private partnership (PPP). Thereby, various locations 
also imply different cultural aspects [55], [56]. In general, opinions differ about innovative 
tourism firms. According to Kohl and Partner [57], for instance, local tourism companies are 
not real innovation drivers. Often novelties are just copied. Only in the technical sector have 
innovation impulses been set [57].  

3  METHODOLOGY 
For this single case study, one smaller city in central Sweden with its own governmental 
entities was chosen. It is a qualitative study with an abductive approach [58]. This pilot study 
was conducted between March and August 2018, and from June to August 2019. It employed 
12 semi-structured interviews with civil servants from the municipality, destination 
marketing organisations (DMOs), infrastructure companies, tourism companies, and 
entrepreneurs from agribusiness, with related employees from universities, merchandisers, 
and the Swedish church. Secondary data were also collected from websites and publications 
diaries. Data were examined using interpretative analysis involving the construction of 
themes. The analysis is based on five themes (as described in the second paragraph); namely, 
reasons for sustainable development of smaller European cities: cross-sectoral industries (1), 
the role of the brand (2), big events (3), the role of various stakeholders (4), and creativity 
(5).  
     The case concerns Östersund, a Swedish university city with ca. 51,000 inhabitants. In 
this study, the classification of a small[er] city is used, since Östersund’s population is far 
below 100,000 inhabitants, yet has its own governmental entities. The entire municipality 
consists of ca. 63,500 inhabitants and an entire district surface of 2,517 km2 [59]. It is the 
capital of the county Jämtland and is situated in the northern part of central Sweden. It is 
situated by Sweden’s fifth largest lake (Lake Storsjön). Östersund is famous as the “Winter 
City”, with several events, such as the biathlon sprint or, in summer, the “Storsjöyran”, 
Sweden’s oldest music festival. The city was founded in 1786 by King Gustav III. Jämtland 
County borders Norway in the west and the counties of Dalarna in the south, Västerbotten in 
the north, Gävleborg in the south-east and Västernorrland in the east. Jämtland covers 12% 
of Sweden’s area, but only 1.5% of Sweden’s inhabitants live there. With the exception of 
Gotland, Jämtland County is the least industrialised county in Sweden, with only 15% of the 
population actively working in industry. Fig. 1 gives an overview of Jämtland and the 
location of its capital Östersund. 
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Figure 1:    Location of Östersund in Sweden. (Source: http://reregions.blogspot.com/2009/ 
10/jamtland-conty-council-sweden.html.) 

4  FINDINGS AND DISCUSSION 

4.1  Sustainable development of Östersund in a cross-sectoral context 

Östersund is a touristic city but it is also different from mass tourism spots in the region, such 
as the ski resorts of Åre and Vemdalen, where tourism is the major source of socioeconomic 
income. Östersund is also a growing city. The tourists comprise various segments: some 
come to enjoy nature, while others are Norwegian shoppers. Shoppers come from Norway to 
buy things cheaper than at home, and to enjoy the regional food. Furthermore, conferences 
and events are a big part of Östersund’s tourism services. Therefore, tourism in the city 
develops in several ways, which is to say that the city has driving forces from several 
directions related to tourism and commercial life, not just from one traditional tourism 
direction.  
     From a sustainable development perspective, tourism drives Östersund and the region’s 
development. While experiencing Östersund, it is possible for tourists to come to the 
decision: “I want to live here more frequently or even move here”. This is a reason for 
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attracting tourists, to awake these emotions and wishes. Indirectly, it is also possible and 
necessary to attract companies to move or to establish and settle their businesses in a region 
that is highly related to the experience industry. Life quality is a key factor that attracts 
tourists, but also locals. Of course, tourists contribute to socio-economic development by 
leaving money and feedback at smaller companies and the food industry (e.g. local cuisine). 
Moreover, it is important not only to focus on the economic side, but also on the social side: 
attracting people to drive to Östersund is very important and desirable. Nevertheless, it is 
important that the locals stay and new people move to the city because of its attractiveness. 
     Östersund has been nominated as Sweden’s best merchandising city in both 2018 and 
2019 [60]. Lillänge Köpcentrum is also a shopping area in Östersund. This large 
merchandising area on the outskirts of the city opened in 2004. Lillänge is not a competitor 
of the city core, but rather a supplement. It is a shopping motivation for Norwegians and 
people from the entire county of Jämtland. Merchandising is very important for tourism in 
Östersund, and the city has a broad field of commercial life. For instance, several local service 
companies have business contacts with Stockholm and the Mälardalen region, but there are 
also several locals who live in Östersund but work in the Stockholm region. They are 
potential mediators between their colleagues and business contacts to talk about Östersund. 
Moreover, people also come from the Stockholm environs to Östersund to visit friends or 
family members there. Also, communication with real estate companies is necessary to build 
new flats and/or to provide updated ones to new residents to their satisfaction. In addition, it 
is necessary to communicate how more people can be attracted to move to Östersund.  
     Concerning industrial companies, it is important to say that Östersund was a military city 
previously. Related to this, there are still large industrial companies there. Concrete 
collaboration with these companies onsite has not taken place, since they have their own 
business contacts with the Stockholm region. The DMO Destination Östersund AB (DOAB) 
could make an analysis of the visitors for those companies to examine to what extent they 
might need support in relation to touristic activities for their visitors.  
     There are many facets that lead to tourism development. Developing tourism is called a 
foundation economy from the city’s political side. Hereby the direction is multi-partisan and 
clear, which is a good goal to set towards sustainable development via tourism. The entire 
municipality took it as its task to take this direction cross-sectorally into its agenda 
considerations. The city development project is a part of the long-term oriented goals that are 
financed by the municipality. For instance, the DOAB, founded in 2014, is financially 
supported by the municipality in order to achieve development of the city’s core and its 
commercial life. It consists of 110 shareholders and partners with the goal of developing the 
city for tourists and for locals. Therefore, the DMO consists of three major pillars: 1. The 
city of Östersund, which cares about events and merchandising; 2. The Östersund Convention 
Bureau, which is responsible for meetings and congresses; and 3. Visit Östersund, which is 
responsible for tourism [61]. 
     Since 2017, there have been seasonal direct EasyJet flights from Östersund to London 
Gatwick and Copenhagen Kastrup Airport, and since 2018 even to Bristol. The airport, 
DOAB, and Jämtland Härjedalen Turism (JHT) worked with this issue – and they are more 
actively involved in practical operations. Nevertheless, the municipality communicates with 
the airport in the context of developing the infrastructure of these new flights, since buses are 
currently only connected to flights on Scandinavian Airlines (SAS) and Braathens Regional 
Airlines (BRA). The train traffic could be improved, particularly the night train connections 
(Stockholm–Östersund v.v.) with the connecting trains from Östersund to Åre. The 
municipality tries to contribute to a solution for this problem by communicating to 
“Trafikverket” (the Swedish Transport Administration) and other authorities. On the other 
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hand, the municipality works very well together with the “Inlandsbanan” train company, 
which provides adventurous train packages from Mora in Dalarna to Jokkmokk in 
Västerbotten [62]. In terms of environmental sustainability, some city buses were tested to 
drive electrically. In future, it might be possible to drive entirely with electric buses in 
Östersund and its outskirts. Last but not least, it is important to have a good connection to the 
world from Frösön Island, where Östersund’s airport is situated. From the tourism 
perspective, it is worthwhile to have a quick connection, since people no longer want to sit 
and travel the whole time. Concretely, tourists also want to get somewhere quickly without 
being in transit too long. This is because today everyone has limited time. Moreover, a train 
needs more time than an airplane, and this can be a challenge. Without this airport, it would 
not be possible to have this amount of visitors around the year, or even to have a big event 
there. As mentioned, EasyJet has recently explored heading to Scandinavia. It is very 
rewarding for the region that English tourists explore the winter destination Åre, but also visit 
Östersund. The same is valid for the Danish. From a future long-term perspective, it makes 
sense to analyse if these air routes also contribute towards an increase of German or Dutch 
tourists, for instance, but especially which new possibilities result in these new air routes. In 
addition, it is an option to extend the local traffic buses “Stadsbussarna” from the city to the 
airport such as happens in larger cities. It is useful to think a bit bigger in order to fulfil the 
picture/function of a city in total. For people it is extremely important to have an easy and 
comfortable infrastructure in the city after landing and travelling. It is a fact that within the 
last eight years (from 2010 to 2018) passengers have increased almost 60% (from 340,000 to 
540,000) [63], [64]. This success is a result of the airlines opening up this process, but also 
in the context of simpler accessibility and cheaper prices.  

4.2  The role of the brand for sustainable development of the city 

Östersund is famous for its snowflake heart, which goes back to the winter season 2007/2008, 
where the first World Championship biathlon took place. For this event, the city wanted one 
common logotype for itself. After introducing the snowflake heart, research was done on the 
effects of this brand. It transpired that this snowflake heart has become a positive and famous 
sign for the city nationally and internationally. Earlier it was the rainbow heart, and during 
the UNESCO gastronomy conference in 2010 it was the gourmet heart with cutlery. In 
general, the city keeps the heart as a foundation, and marketers optimise the foundation by 
transferring it into up-to-date events. Also for the region it is complementary for winter 
tourism, since Östersund has a larger number of summer tourists who want to visit the city 
and its surrounded region. The process concerning the snowflake heart during 2017–2018 
involved more than 800 inhabitants. The snowflake heart stands for winter tourism, and the 
discussion was that the city is also a summer city.  

4.3  Events in Östersund 

Several larger events also take place in the city of Östersund. The most famous ones are 
presented here, but several others also exist. The Storsjöcupen [65] is a large, annual sport 
eventing for teenagers that has taken place in week 27 for more than 40 years. Its slogan is 
“proximity, well-being, friendship, good food, equal conditions for girls and boys, and of 
course a lot of soccer” [65]. It wants to provide teenagers “an international soccer match in a 
high quality environment of soccer as well as surrounding activities” [65]. For years, the Big 
Lake Cup (Storsjöcupen) has been so internationally popular that nowadays teenagers from 
19 other countries than Sweden come with their relatives. The largest international group 
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comes from Norway. These observations confirm that every year during week 27 ~40% of 
Norwegians are driving cars within the city of Östersund. It is not just the event itself that is 
affected by the soccer cup: car service companies are also fully booked during this week. The 
cup affects many other sectors than just the tourism for hotels, camping, restaurants and 
shopping.  
     Another famous big event is the Storsjöyran, Sweden’s oldest music festival, which has 
occurred at the end of July every year since 1983 [66]. The number of visitors remains high, 
but in 2009 Storsjöyran had the most visitors ever on Saturday evening, due to the attraction 
of singing star Lady Gaga. 
     The yearly biathlon tempts many Swedish and international tourists to Östersund [67]. In 
2019 was the second World Championship in Åre and Östersund, and the first in Östersund 
in 2008 [67]. 
     Moreover, when the temperature is cold enough, the public Vinterparken (Winter Park) 
has opened at the Big Lake since 1996 [67], [68]. Here the municipality builds a snow 
sculpture on the frozen lake, as well as a fireplace with chairs. There are also cross-country 
and skating tracks on the ice.  
     Events are therefore a major driving force in visitors’ rise of Östersund. Those are a 
proportion of the airport and infrastructural development. In general, events, dedicative 
entrepreneurs, tourism, activities, and the reputations of the region, city and villages’ are a 
driving force for this region in relation to this increase in passengers, who prefer easy 
connections, accessibility, and lower prices. This phenomenon leads to the question: which 
events do we want to have in the city? For instance, which of these events can contribute to 
strengthening local merchandising? The municipality wants to strengthen sports events, but 
not just ones related to ÖFK soccer club or the biathlon. The focus must be on getting people 
into the city centre in order to be economically beneficial for hotels, restaurants and pubs. It 
is also thought that it might make sense for merchandisers to prolong their opening hours and 
make special offers to drive visitors to the city core.  

4.4  The role of stakeholders in the sustainable development process in Östersund 

In Östersund’s sustainable development, several stakeholders are involved in making the city 
creative and attractive for tourists. A major role is played by the citizens of Östersund. Most 
of them are proud of their city, and this is primarily thanks to successful work, mainly inside 
but also across the corresponding industries. However, it was mentioned from the 
entrepreneurial side that the municipality might be even more open to creativity and 
innovation. At this point it must be considered that not every single stakeholder can be 
pleased with all of the facets, but the municipality has a collaborative network among various 
industries. Östersund has been nominated as the “Student City 2018/2019” of Sweden [69], 
which seems to be a result of cross-sectoral collaboration between Mid Sweden University, 
the municipality, the merchandisers, the cultural events, and the creativity of various 
stakeholders on-site. 
     Since Östersund is a part of the UNESCO creative city network and was nominated as the 
food capital, one specific item pulling tourists to the city is gastronomy [70]. Three 
restaurants in the city centre were nominated for “White Guide” awards for best 
restaurant/café in Sweden [71]. Just around the corner are in the county of Jämtland, local 
products and beverages of potential interest are processed to nourishments for local 
customers. This offer makes civils satisfied and are even good sellers to visitors and tourists 
in the county’s capital. This market makes local entrepreneurs creative. One of many good 
examples is the association of local producers founded in 2018 around Östersund, who come 
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every Thursday evening for 30 minutes to the city’s market square to sell their products after 
receiving orders on the association’s Facebook site, “Reko-Ring Östersund” [72]. Every 
member of these associated entrepreneurs can post weekly what they will sell, and the 
customers within this closed group can order on the corresponding page.  
     In this context, the level of knowledge of various stakeholders involved plays a role in 
sustainable development. Clearly and simply said, variety in knowledge is of utmost 
important in Östersund’s sustainable development; for instance, it is crucial that the 
stakeholders involved understand the contents at the same level. The interrelation between 
tourism and merchandising, the city core and its relation to tourism, and how tourism 
influences the city core – all of these interrelated questions are of potential interest to the 
city’s development policy, whereas the experiences in the interrelations mentioned are 
anchored and conversations are crucial for achieving sustainable socio-economic success. 
The variety in these interrelations between different stakeholders related to tourism is high: 
the city has retailers that contribute to a large extent to the commercial development in the 
city core. Moreover, the municipality owns various properties, which would be very 
important concerning strategic questions such as development planning. Proper 
communication and understanding between the municipality and the private owners of 
properties is necessary when it comes to historic/cultural issues. Also, communications with 
the “Länsstyrelsen” (county council) are important for such issues, as well as the involvement 
of private property owners. The branch network is very big, whereas the municipality is a 
key stakeholder. 
     It is clear that the municipality is a key stakeholder in the interrelationship PPP. On the 
other hand, theirs is also a difficult task, since the municipality itself does not create economic 
development: businesses, people, and locals do. Therefore, it is critical for the municipality 
to be a communicator in the context of questions such as “what can the municipality do” and 
“what can businesses and locals do?” Since the municipality as an authority is part of politics, 
it is vital to collaborate with politicians. It is true that this collaboration generally works well. 
Since environmental issues are a high priority in Östersund’s sustainability policy, it is 
important to be aware of the natural resources and attractiveness of the municipality. It seems 
that the latter and the county council function as stakeholders, but this also depends on having 
the function to observe over-development and keep sustainability as a whole as a 
consideration.  

5  CONCLUSION 
The study shows that tourism has a significant contribution towards the sustainable 
development of a smaller European city. Using the example of Östersund, it clearly outlined 
that not just the tourism industry itself, but also various other industries contribute to tourism 
development in such a city. This is evidenced, for instance, by merchandising, which shows 
Norwegians to be the largest foreign tourist group. In short, Östersund’s main socio-
economic functions are events, merchandising, and city development, which are all related 
to tourism. They are different functions, but in collaboration, they are a good symbiosis. 
     The brand of a smaller city plays a crucial role in its sustainable development, especially 
in the context of the locals and their satisfaction with their own place of living. It seems 
obvious that smaller creative entrepreneurs, firms, and organisations/institutions that are not 
touristic firms should be given more consideration in brand and identity strategies towards 
the sustainable development of smaller cities, since they mirror their relation to the place 
with their own brand. Of course, smaller cities should not lose sight of the main contributors, 
but they should see the bigger picture of innovative creativity on-site. The brand seems to be 
a driver for development, since Östersund has been mainly a summer city; but with its brand 
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introduction as the Winter City, it has become famous in this season as well. This case study 
has also realised that brands should be renewed after a while, but not arbitrarily. 
     Big and recurring events play a large role in a smaller city’s development, since they are 
visitor and tourist attractions. This phenomenon is exemplified, for instance, in Östersund’s 
Storsjöyran, which is Sweden’s largest and most famous city music festival. The visitor 
figures have been remained high or even increased, but in 2009 it had the most visitors, due 
to the attraction of superstar Lady Gaga. This also proves that cities with recurring events 
cope with creativity and innovation, which Lady Gaga seemed to be at this time. 
     This qualitative, single case study of Östersund has highlighted the connection between 
the various industries involved and their stakeholders, but also the role of brands, and 
creativity towards tourism development as a part of a smaller city’s sustainable development. 
The study shows that various stakeholders involved across sectors are crucial in such 
development, since they communicate with different channels to their visitors/tourists and 
they seem to create tourism as much as touristic firms. As stated, satisfied locals are crucial 
in a smaller city’s sustainable development, since they mirror knowledge of their city in a 
specific and authentic way, which counts for tourists. Moreover, local products and 
gastronomy as well as their innovative marketing to guests seem to be an increasing and 
interesting factor in the sustainable development of cities in more peripheral areas. 
     Since this paper outlined corresponding connections cross-sectorally, it is desirable to 
obtain more measurable relations from a prospective quantitative or mixed-method study of 
a sustainable smaller city’s development. As a first step, it is recommended to have a further 
comparative single case study with the major components of local products and gastronomy 
in relation to brand and identity towards tourism development in a smaller city situated in a 
rural area in another part of Europe. 
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