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’Skier days’ 



Innovation: 

”The effort to create 

purposeful, focused change 

in an enterprise’s or a 

destination’s economic or 

social potential” 
(adapted Peter Drucker, Harvard Business Review 1998 

Nov-Des) 



Can a destination  

be run as  

a business enterprise? 



A Destination  

business/structure model 





Winter sports 

destinations are found 

on a continuum between 

the Community model  

and the Corporate 

model 

Direction of organisational change 

Typical European Resort                                      Typical American Resort                       

A Destination Business Model 
The ”Community Model” and The ”Corporate Model” 

of Winter Sports Destinations  



Four 

Destinations/Resorts 

in Scandinavia: 

 

Åre (S) 

Sälen (S) 

Vemdalen (S) 

Hemsedal (N) 



 

Sälen (S) 

800 000 skier days 

 

Vertical drop: 300 m 

 

96% occupancy in 

winter 

WHY? 

 



Skistar                                                                                           

– the most profitable corporation in the ski business? 

 

Skistar CDA Vail Intrawest 

Skierdays 3 13 6 8 
Equity/debt 

ratio  % 
52 38 32 8 

Return on 

equity % 
36 11 Neg. 8 

Return on 

investment 

% 

4.2 2.9 -- 0.6 

Sources: Annual Reports 2004 



SkiStar At Stockholm Stock Exchange 

Index 

SkiStar 



The Swedish investors go to mountain 



Financial 

investors move 

in at the top 12 

Swedish   

winter resorts. 



Swedish 

investors: 

Ski business needs 

strong financial 

muscles 

Ski business is on 

it’s way to become 

a professional 

business activity. 

Skistar on top 



Åre (S) 

 

20 000 beds 

 

95% of the business is 

winter- but shall be 

turned into year 

round  

 



Holiday Club(SF) 

at 

Åre 

85 mill Euro 

 

Total investment 

in facilities at Åre 

up to 2007 

400 mill Euro 



Holiday  

Club 

Åre 



Critical size investments 

  

•  

 

•  

Scuol SPA 



Romme Alpin, Sweden  

Any more efficient ski resort in the 

business? 
 



Romme Alpin, Sweden  

Small is beautiful! 
200 000 skier days 

Food & beverage service: 700 chairs 

Rental:    1 set of equipment every 3.6 seconds during 2 hours 

   every morning in 100 days                            
Snowproduction:  1 meter in 10 days on all slopes 

 

 



Nordic innovation 



”The Ice Hotel” (S) 

The most spectacular winter 

innovation in the nordic countries 



 

”Nordic Innovation”? 



”Nordic  

Innovation” 

? 



”Nordic Potential 

for Innovation ? 



      

”NORDIC 

  FITNESS” 

= 
THE NEW 

NORDIC 

SKI 

BRAND 

?? 

 

”Nordic potential for 

innovation”? 



”Nordic  

potential  

for  

innovation” 

 

It’s  

the experience 

that counts 



The end 



Winter destinations as 

Innovation systems  

for curing  sasonality 



Innovation system; the key focus  
(Freeman 1987,1994, Lundvall 1992) 

 

• The key focus: Knowledge 

 

• Knowledge is the most important 
resource in the economy 

 

• Learning is the most important process 

 



Innovation system; the basic components 
(Freeman 1987,1994, Lundvall 1992)  

• Individual businesses 

• Institutions within R&D 

• Educational institutions 

• Public authorities related to development 

• The customers 

• The ”Winter brand” 



Figure 1: Destination as an innovation system for non-winter tourism 
(adapted NSM WP No xx Flagestad 2003) 

 

Enterprise 

Destination brand equity  
Non-winter tourism capitalise on  

brand equity devloped by  

winter tourism 

Enterprise 

Elements creating the innovation dynamics of the non-winter season 

EXTERNAL RESOURCES 

contributing 

Finance, process support,  

Knowledge (university, etc) 

Market for non-winter tourism 

DESTINATION 

Non-winter brand building 

adding value to destination 

brand equity 

Local government 

 policies 

Non-winter brand building 

adding value to destination 

brand equity 

Knowledge 

support 

The core innovation system non-winter 

Antecedents to  

innovation in a destination 

Vision 
Critical mass 

Organisational 
Structure/ 

Ownership/ 
Leadershp/ 

Entrepreneurs/ 
Competition 

 

Externalities 

 

 

 

Complementarities 

Cluster 
Alliances 

Co-operation 

Culture/ 

Traditions 

 

Nature 

 

Other industries 

The model demonstrates the main elements and their logical relation within an innovation system for 

non-winter tourism in a destination (place) with a dominant winte season .  

The main elements creating the innovation dynamic for non-winter tourism are 1) the core innovation  

system consisting of enterprises, knowledge support and the local government, 2) the antecedent  

to innovation in a destination, and 3) external resources contributing to the innovation process.  

Furthermore the model suggests that the innovation  system emphasise capaitalising on  

winter season brand equity in developing non-winter season. The model suggests that non-winter  

tourism add value to the destination brand equity. 



Activites expected to be 

important in SI (1) (Edquist 2004) 

• R&D creating new knowledge 

• Competence building -  educational system 

• Formation of new product markets 

• Articulation of quality requirements from the 

demand side 

• Creating/changing organisations for 

development 

 



Activites expected to be 

important in SI (2) (Edquist 2004) 

• Networking through markets 

• Creating and changing institutions (laws 

etc) 

• Incubating activities 

• Financing of innovation processes 

• Provision of consultancy services of 

relevance for innovation process 

 



Innovation system; critical to the 

functioning of the system (Freeman 1987,1994, Lundvall 1992) 

• Relations as such between the components 

• Characteristics of components and relations 

ability to create interaction supporting collective 
performance 

– Competition 

– Transaction (trade) 

– Networking (co-operation) 

• Critical Mass; the system being sufficiently 

complete to create manifold, synergies and 
complementarity 

 



Some considerations on SI 

application on tourism destinations   
• SI emphasising manufacturing and their supporting 

network of universities, laboratories and governmental 

institutions which are drivers of innovation 

 

• Relations with customers and suppliers more 

important for  innovation in the service sector 

 

• Obstacles to dissemination of knowledge in the tourism 

sector 

–                                                           (Fussing Jensen et al 2001)  



Obstacles to dissemination of 

knowledge in the tourism sector 

 • Low degree of professionalism, 

• Domination of small – medium sized firms 

• High mortality and start-up rates 

• People and capital move: Complicating 
transfer of knowledge 

• Seasonality 

• Lack of competence within managerial and 
human resource personel 

•                                                                            (Fussing Jensen 2001, Hjalager 2003) 

 



The importance of  

a strong and anchored  

vision 



Whistler’s vision: 

”Whistler is our Future” 

 



Whistler’s vision: 

”Whistler is our 

Future” 

 



Whistler’s vision: 

”Whistler is our Future” 

 



The End 


