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Abstract

The study of tourism marketing communication is an important aspect that
contributes to the understanding of how destinations and locals are portrayed.
Through the so-called circle of representation, images can spread from tourism
marketing to other media, such as tourism photography for example. This study
has analysed 118 brochures from northern Sweden and compared the pictures and
text contained in them to 8 previously conceptualised themes that were the result
of a web marketing study. The focus is on the portrayal of the Sami Indigenous
population. The brochures have been analysed through a content analysis and the
results show that there is correspondence between the brochures and other
marketing material portraying Sami culture, contributing to the study of tourism
marketing communication, Sami tourism and authenticity. The brochures are
mostly in Swedish, but often English versions are also available. Sami culture is
portrayed in both pictures and text in about half of the brochures. The authors of
these brochures were mostly companies, DMOs and other institutions. The results
show that meaningful information is provided to the tourists: the modernity and
fluidity of Sami culture is also shown, circulating more multifaceted information

and imagery than in more traditional marketing representations.
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Introduction

Tourists have expectations when they visit a certain destination (e.g. Olsen, 2016; Rickly-Boyd,
2012) and tourism marketing does shape such expectations (e.g. Gunnarsdottir, 2011; Hunter,
2008; Pettersson, 2006). As the digitalisation of marketing tools advances, tourists still rely on
more traditional ways of gathering information, such as guidebooks and brochures (e.g.
Andereck, 2005; Chang, Wang, & Lin, 2017; Ho et al., 2015; Zillinger, 2006). Especially in the
case of Indigenous populations, brochures and guidebooks have been relevant in the study of
representations of places and people (Condevaux, 2009; Miiller & Pettersson, 2006; Olsen,
2006, 2008; Pashkevich, & Keskitalo, 2017).

In the specific case of the Indigenous population Sami, the study of brochures has revealed
different issues on how Sami culture is presented (Miiller & Pettersson, 2006; Niskala &
Ridanpdi, 2016; Olsen, 2006; Pettersson, 1999). In fact, it has been recently argued that
Indigenous tourism marketing messages are not supporting big changes in the tourists’ decision-
making regarding the demand for Indigenous tourism (Holder & Ruhanen, 2019). Brochures
can influence other marketing materials as well as tourist photography (Jenkins, 2003; Urry &
Larsen, 2011). Images circulate from the dominant marketing channels to the tourists’ own
photographs. Tourists’ expectations are also shaped by movies and advertising (Dilley, 1986).
However, there are also studies showing a discrepancy between user-generated content and
official marketing (Larsen, 2006; Paiil i Agusti, 2018). Marketing information and Indigenous
tourism are also related to the study of authenticity. In the case of the Sami, authenticity has
meant a representation of Sami culture as frozen in time and exotic (Olsen, 2006) rather than

evolving and dynamic (Olsen, 2016).

Considering this interconnection of marketing, authenticity and Indigenous tourism, the aim of
this study is to analyse the presentation of the Sdmi in brochures available across northern
Sweden. A total of 118 brochures of different kinds were collected and analysed through a
content analysis of themes that were previously identified in a study on Sdmi marketing material
from websites of Sami tourism companies (de Bernardi, 2019b). The aim is to compare different
kinds of marketing messages and to discuss which images and descriptions are presented to the

tourists, contributing to the study of authenticity in tourism marketing.
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The Sami, Indigenous tourism, and authenticity
The Sami

The Sami are an Indigenous population residing in Europe, mostly in the Nordic countries, but
also in Russia. They have traditionally resided in a transnational area called Sapmi (Samiskt
informationscentrum, n.d.-a) and the population is estimated to be about 100 000 for the whole
of Sapmi (Samiskt informationscentrum, n.d.-b). The Sami are a very heterogenous group; there
are different Sdmi languages (Samiskt informationscentrum, n.d.-c), different occupations such
as reindeer herding, fishing (Samiskt informationscentrum, n.d.-d) and tourism. Legislation is
also different and there are dedicated Sami institutions such as the Sami Parliament (Samiskt
informationscentrum, n.d.-e). In the Nordic countries, the Sami are the only ones who are
allowed to own large herds of reindeer in Norway and Sweden, but not in Finland (Miiller &

Viken, 2017; Pettersson, 2006).

Tourism activities have been both positive and negative for the Sami (Viken, 2006). On the one
hand, it is a way to disseminate culture (Miiller & Viken, 2017) and to convey information
(Sametinget, 2010). On the other hand, some conflicts have emerged. For instance, over
marketing practices (Miiller & Kuoljok Huuva, 2009; Niskala & Ridanpdi, 2016) and issues of
representation (Keskitalo, 2017). Furthermore, tourists have been taking pictures of the Sami
during everyday activities, causing uneasiness (Pettersson & Viken, 2007). The biggest
problems with tourism have been reported to be present in Finland (e.g. Miiller & de Bernardi,
2020; Pettersson, 2006). Recently, the Finnish Sami parliament, has published guidelines for
the ethical treatment of Sami culture in tourism (Heith, 2019; Samediggi, n.d.).

Some members of the Sdmi population participate in tourism as a source of income (Leu &
Miiller, 2016), lifestyle choice and activity diversification (Leu, 2019) as well as place
attachment (Schilar & Keskitalo, 2018b). The interest of the tourists is usually on elements that
distinguish the Sami, such as the traditional Sami tent, and costumes, among others (Viken &
Miiller, 2017). Tourism marketing tends to present people as stuck in the past (e.g. Niskala &
Ridanpéd, 2016) and primitive (e.g. Bruner, 2001; Niskala & Ridanp&d, 2016). Tourists are also
interested in the everyday life of the populations they visit (Olsen et al., 2019).

An important factor is to have control over tourism activities (Sametinget, 2010), but marketing

communication is usually in the hands of DMOs (Destination Marketing Organizations) (Viken
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& Miiller, 2017). Tourism is a way to challenge stereotypes (Leu & Miiller, 2016), even though
it may yield the opposite effect (Heldt Cassel, 2019). Indigenous cultures are often linked to the
Arctic, creating a sense of authenticity (Saarinen & Varnajot, 2019). Sami tourism research has
focused on Sémi tourism and its roles and shortcomings, conflicts over development and

representations (Hagglund, Schilar, & Keskitalo, 2019). The latter are the focus of this paper.

Authenticity

As previously mentioned, research on Indigenous populations such as the Sdmi and authenticity
intersect. For instance, the discussion over what should be authentic or not in the context of
indigeneity (Keskitalo et al., 2019; Keskitalo & Schilar, 2016) and how storytelling is involved
in authenticity (Schilar & Keskitalo, 2018b; Aikis & Spangen, 2016). Authenticity is also seen
as the result of a negotiation between Indigenous populations and tourists (Lane & Waitt, 2010)
and is related to locality and souvenirs (Schilar & Keskitalo, 2018a). Indigenous populations

portrayed in brochures can be seen as representing authenticity (Chang, Wall, & Tsai, 2005).

As shown by Wang’s (1999) analysis, authenticity has developed in different directions in
tourism research. Authenticity has been related to interactions (Knudsen & Waade, 2010) and
the tourists’ perceptions as well as experiences (Fu et al.,, 2018; Rickly-Boyd, 2012).
Authenticity is also related to performance (Zhu, 2012), especially in guided tours (Overend,
2012; Williams, 2013). Existential authenticity is an approach connected to subjective
experiences (Steiner & Reisinger, 2006; Wang, 1999), that has been connected to place (Rickly-
Boyd, 2013), photography (Cederholm, 2004) and the locals’ experiences (Hsu & Nilep, 2015).
Authenticity can be a way to escape alienation (Knudsen, Rickly, & Vidon, 2016) and this is
related to postmodern authenticity, which can support the tourists’ experience of heritage sites

(Yiet al., 2018).

Authenticity has also been conceptualised in terms of different dimensions, such as indexical,
iconic and symbolic (Thomsen & Vester, 2016). Authentication implies an objective and a
subjective aspect of authenticity (e.g. Cohen & Cohen, 2012; Cohen & Cohen, 2019). Lau
(2010) outlines a realist approach to authenticity, based on ontological reality, as well as
discourses and subjective interpretations. Chhabra (2008) argued for combining objective and
existential authenticity, which is also the approach adopted here. Wilson (2014) postulated that

authenticity is a compromise between some degree of historical accuracy as well as subjective

250
de Bernardi: Authenticity as a compromise: a critical realist perspective on Sami tourism labels



interpretations. This perspective is based on critical realism (CR), which is a realist approach.
This implies that there is one single reality, but the different views on it are very important
(Danermark et al., 2002). Authenticity as a compromise in the case of Sami culture is a then
conceptualised as middle way between representing culture based on tradition and historical
aspects, but to also incorporate subjective aspects to the marketing materials (de Bernardi,
2019a). Authenticity as a compromise can facilitate a reconciliation between being tourism
entrepreneurs, reindeer herders and the different opinions on the Sami participation in tourism

(e.g. Leu & Miiller, 2016; Pettersson & Viken, 2007).

The study of brochures

Brochures are a kind of promotional material, which can perpetuate discourse and power
relations (Scarles, 2004). Brochures can influence the tourists’ decision-making (Wicks &
Schuett, 1991), especially early in the process (Dann, 2004), even though this is not always the
case (Molina & Esteban, 2006). Perceived authenticity can be influenced by brochures, so
education should be a focus of promotional strategies in aboriginal contexts (Chang, Wang, &
Lin, 2017). Tourists may also be sceptical about the information conveyed by brochures

(Rozier-Rich & Santos, 2011).

The study of brochures is often based on a division in certain categories mostly based on
pictures (Hassan, 2014; Hunter, 2008; Nicoletta & Servidio, 2012; Pritchard & Morgan, 1995),
but also language (Kelly-Holmes & Pietikédinen, 2016; Yan, 2019). Brochures have been found
to present stereotypical images of women (Sirakaya & Sonmez, 2000; Sun, & Luo, 2016;
Vanolo & Cattan, 2017) and of homosexuality (Coon, 2012). Brochures can be used as a
legitimisation (Bratt, 2018) as well as unification tool (Prokkola, 2007). This kind of marketing
material can also reinforce interpretations (Guedes & Jimenez, 2016), narratives (Avraham &
Daugherty, 2012) and representations of places (Buzinde et al., 2010; Desmond, 2016;
Gunnarsdottir, 2011; Hoffman & Kearns, 2016; Hunter, 2010). Brochures can promote interest
in the local community (Andereck, 2005) and include narratives corresponding to other

marketing channels (Hunter, 2016).

As previously mentioned, brochures can perpetuate power relations and domination, and this is
especially relevant in the context of Indigenous tourism (Burton & Klemm, 2011; Buzinde,
Santos, & Smith, 2006; Tresidder, 2010). In the specific case of the Sami, brochures are a way

to maintain political discourses and media representations (Niskala & Ridanpéi, 2016).
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Brochures can also be a way in which Indigenous culture is adapted to western values (Buzinde,
Choi, & Wang, 2012). The places where Indigenous peoples live can be described as remote
(Hsu & Nilep, 2015), while integrating Indigenous views in brochures can enhance the

experience of the visitors (Zeppel, & Muloin, 2008).

Materials and methods

This study is based on a content analysis of 118 brochures that were collected in May of 2019
in the Jokkmokk and Kiruna areas in northern Sweden. The brochures were gathered mainly
from museums and tourist information offices, but also from other places. A few items are not
‘brochures’ in the strict sense of the term but are catalogues or magazines. To facilitate the
terminology, all of the material will be defined as ‘brochures’ since this was the most prominent
kind of material. Brochures can be available in several versions, but only the Swedish ones
were analysed, and the presence of another language was recorded and checked to discuss if a
brochure is meant for a wider public or only for the domestic visitors. Different versions of the
same brochures were not analysed to avoid doubling the results. This does not mean the
message will be identical, but the focus here is on manifest content (Shelley & Krippendorff,
2004) of both texts and pictures (Francesconi, 2011). In one case the brochure was only
available in German, so the analysis has been completed by looking at the pictures and the
keyword ‘Sami’. This was the only case in which a brochure was only available in a language

which the author only understands superficially.

The approach is a direct content analysis, which is guided by previous studies or research (Hsieh
& Shannon, 2005). The analysis is based on two critical realist research approaches: abduction
and retroduction (Danermark et al., 2002), which imply an open dialogue between theory and
empirical data as well as using the results to appraise the theories that exist on a phenomenon.
Coding was open but based on a coding matrix. The study of the brochures was based on 8
categories from previous study on Sadmi tourism websites (de Bernardi, 2019a).

The categories are shown in Table 1:

Table 1 Categories used for coding adapted from de Bernardi (2019a)

Theme 1: Connection to nature/harmony with nature/peacefulness
Theme 2: Connection to reindeer

Theme 3: Connection to the past

Theme 4: The use of friendly language

Theme 5: ‘Authenticity’ as a noun or adjective

Theme 6: The Sami costume; the Sdmi hut; the yoik; handicrafts; food
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Theme 7: Joining the Sami
Theme 8: Modernity and useful information for tourists

The two categories listed in italics have been added from an interview study with tourism
stakeholders that is forthcoming. The brochures have been categorised according to nine main
characteristics which are detailed in Figure 1. Notes on other characteristics that were not

present in the themes were also recorded.

Type of Presence of Provenance Language Main Issuing  Number Picture  Authenticity discourse coding
brochure  Sami culture attraction  actor  of pages
advertised
English
and Several

Swedish  The trail of institutio theme 3 (text); theme (text);
Leaflet Yes text  Padjelanta  versions Padjelanta nal actors 6 None  theme 8 (text); very good info on respecting the Sami
Many
different
Swedish activities in Several
and the  whole institutio
Map Yes, text Muttus English  region nal actors 2 None theme 8 (text) very good info on respecting the Sami

Figure 1 Example of coding process

The number of pages was relevant related to how many themes can be identified in one single
brochure. There was no annotation if the producer would be Sami or not since in some cases
this cannot be determined. The presence of pictures is annotated and other information that may

be relevant.

Results

The analysed brochures contain between 1 and 190 pages. As shown in Table 2, the brochures
that contained both English and Swedish were 13, the ones with two different versions for each
language were 23. Some of the brochures were in one language, but a second version may have
existed but not available during data collection. There were 15 brochures that were only in
English, 42 were only in Swedish. A Sami language was present in 4 brochures, but one was
just a summary. Other languages used are German and Finnish. In order to summarise the
available languages, each of the language combinations were first counted separately in order
to make sure that each brochure had been included. Once this phase was completed, the three
languages that were recorded the least (Sdmi, German and Finnish) were summarised and

therefore sometimes overlap.

Table 2 The summary of the languages

Swedish 42 ‘ 35.5% ‘
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English and Swedish versions available 23 19.5%
English 13 11%
Both English and Swedish 13 11%
Swedish (probably English version available) | 9 7.5%
English (probably Swedish version available) | 6 5%
Containing German 5 (overlap) | 4%
Containing Sami 4 (overlap) | 3%
Containing Finnish 3 (overlap) | 2.5%
Swedish, partly in English 1 0.8%

The presence of Sami culture is summarised in Table 3. The references to Sami culture were
assessed based on the themes presented in Table 1, with an open coding. The clear mention of
‘Sami’ in text was also a guiding indication. This characteristic has been recorded depending
on its presence, its absence and if present, if it is in text or picture. All of the brochures were
analysed and the ones in which Sami culture was not present are 64. The ones in which Sami
culture was recorded are divided according to how Sami culture was included: with both picture
and text (39 brochures), only in text (12 brochures) or only in picture (3 brochures). In one case

Sami culture was shown as a drawing (Table 3).

Table 3 Summary of the presence of Sami culture

No Sami culture 64 | 54%

Sami text and picture | 39 | 33%

Sami culture in text 12 | 10%

Sami culture in picture | 3 2.5%

In text and a drawing | 1 0.8%

As shown in Table 4, the most prominent actors which produce brochures are companies,
institutions managing parks and other places as well as DMOs and tourist offices. Sami culture
is present in about 32% of company brochures, 53% of managing institutions brochures and
71% of DMO brochures. A few brochures are produced by partnerships of different institutions
such as museums together with DMOs and then there were also brochures produced by a mix

of private and public actors, municipalities, one magazine and the advertising for a film.
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Camping and tourism associations are less common. In three cases it was not possible to

ascertain which actor was producing the brochures.

Table 4 Issuing actors and presence of Sami culture

Issuing actor Total | Presence of Sami culture
Company 37 12
Managing institution 30 16
DMO 14 10
Tourist office 15 5
Several institutional actors | 8 5
Association 5 2
Unclear 3 1
Many different actors 2 2
Municipality 2 1
Magazine 1 0
Production company 1 1

The themes presented in Table 1 are presented in Table 5 as applied to the study of brochures.
Theme 4 has been excluded since it implied a more detailed analysis of language, as in a
discourse analysis. The focus in this context is on manifest language references explicitly

mentioning Sami culture, as well as pictures with the same purpose.

Indigenous populations are often connected to the reindeer, to nature, to the past and to tangible
and intangible aspects of heritage, as presented in other studies on, for instance, brochures
(Niskala & Ridanpad, 2016; Olsen, 2006), but also in other contexts (Hagglund, Schilar, &
Keskitalo, 2019; Saarinen, 1999). The presence of these themes in the analysed brochures is as

follows (Table 5):

Table 5 The different themes and their presence in the brochures

Theme Brochures
Theme 1: Connection to nature/harmony 11 times
with nature/peacefulness 8 text
e Connection to untouched nature 3 picture
Theme 2: Connection to reindeer 50 times
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28 text
1 drawing
21 picture
Theme 3: Connection to the past 27 times
23 text
4 picture
Theme 5: ‘Authenticity’ as a noun or 5 times
adjective 4 text
1 picture
Theme 6: 40 times
e The Sami costume 21 picture
e Sami huts or tents 19 text
e Traditional singing connected to
indigenous populations or the
traditional Sami yoik chant
e Handicrafts
Theme 7: Joining the Sami 4 times
4 text
Theme 8: Modernity and useful information | 28 times
for tourists 14 picture
14 text

As shown in Table 5, the theme that is the most prevalent is the connection to the reindeer
followed by the connection to different cultural artefacts and then by modernity and useful
information and by the connection to the past. Each of the themes were counted only one per
brochure so if a theme was present several times was noted in the space for extra information,

but it was not counted several times for the same brochure.

There is a connection to the reindeer almost equally in the text as in pictures. The same can be
argued about the connection to tangible and intangible elements of Sami culture. The
connection to modernity and useful information is present in the same amount in text and
picture while the past is more prevalent in written form rather than in pictures. Authenticity is
often not spelled out. In regard to this aspect, Gilmore and Pine (2007, p. 133) argue that most
of the time companies do not declare to be authentic. It is something that is shown instead.
Authenticity can instead be found in a picture’s caption, which was common in the analysed
brochures. There are a few references to a possibility to join the Sami in everyday activities,
while the connection to nature is only mentioned in 12 brochures and mostly in text rather than

in pictures.
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Discussion

The data collected in this study shows how Sami culture is presented in brochures produced in
northern Sweden. The majority of the brochures does not contain Sami culture, but the numbers
are almost half and half (Table 3). Considering that Sdmi companies in Sweden were estimated
to be about 100 in total in 2010 (Sametinget, 2010) and in 2012 the combination of the northern
regions of Sweden would account for about 2000 tourism companies (Sjoberg & Arvidsson,

2012), almost half of the brochures is a high number.

The majority of the brochures are produced by companies, institutions and DMOs (Table 4). In
previous studies it has been shown that brochures can be produced by Indigenous tour operators
as in the case of the Maori (Olsen, 2008), by the state (Sirakaya & Sonmez, 2000), tourism
boards (Tresidder, 2010) and travel agencies (Echtner & Prasad, 2003). Most of the pictures
displaying Sami culture can be found in the brochures produced by DMOs, which have been
considered to be holding power over how destinations are represented (Keskitalo & Schilar,
2016) and which control tourism development in the areas where the Sami operate (Viken &
Miiller, 2017). When it comes to managing institutions, there are power structures, such as in
the situation with the World Heritage natural area Laponia. The Sdmi were reprimanded for
using mobile phones in the area as this does not fit with an exotic image (Green, 2009). When
it comes to companies, the high number of brochures in which Sami culture is presented can
also be affected by the presence of a high number of brochures produced by Sami companies
in the area in which the brochures were collected. The majority of the brochures are in Swedish,
which implies that most of the material that is produced is for the domestic market, which is
also the biggest in Sweden, but not the biggest in the northern areas (Tillvaxtverket, 2018). This

can be problematic in terms of conveying information properly.

Theme 1, the connection to nature, is common in this study as it was in the study on Sami
tourism websites (de Bernardi, 2019a). Landscape elements have been shown to be very
common as an attractive element in brochures (Brito & Pratas, 2015). One explanation could
be that nature is part of the outdoor recreation philosophy from the Nordic countries and the
fact that there is the right of public access to nature (Gelter, 2000; Kaltenborn, Haaland, &
Sandell, 2001). On the other hand, it can be argued that nature is not an uncommon theme in
the analysed brochures, but it is not often associated to aspects of Sdmi culture. Connecting

Indigenous populations with nature bears the risk to associate them to wilderness and especially
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the element of the ‘untouched’ (Heldt Cassel, 2019; Keskitalo et al., 2019; Pashkevich &
Keskitalo, 2017). Since Sami culture is domestic, it has not been that attractive to the Swedish
market, even though interest has been growing (Miiller & Kuoljok Huuva, 2009) and the foreign
market in the northern regions has been prominent and growing (Tillvéixtverket, 2018). The
connection to the reindeer is a very common theme both in written and pictorial form and can
also be often found in Sami marketing (de Bernardi, 2019a; Vladimirova, 2011). However, not
all of the Sami are reindeer herders (Leu & Miiller, 2016). The reindeer was also prominent in
an earlier study on brochures from the same areas as well as other themes identified in this
research (Pettersson, 1999) and is an important part of the image of the northern areas (Miiller

& Pettersson, 2001).

Brochures also provide meaningful information to the tourists about the modern life of the Sami
and about reindeer herding (Theme 8 in Table 5). Many of the brochures indicate that
precautions should be taken in order to not disturb the reindeer and reindeer herding. The longer
brochures produced by one of the DMOs provide much information about the Sami, which can
educate the visitors such as information about different certification schemes, Sami language
and about respecting the reindeer. Sami languages can be a way to enhance the sense of an

authentic experience of Sami culture (Kelly-Holmes & Pietikdinen, 2014).

The brochures also contain a series of interviews with Sami designers, as well as the Sami are
presented wearing modern clothing and designs as well as traditional clothing. Indigenous
approaches have been highlighted as important for sustainable development in tourism (Holmes
et al., 2016). Theme 6 includes representations of tangible and intangible manifestations of
Sami culture, which are very common. Indigenous populations in traditional costumes are often
depicted in tourism brochures (Hassan, 2014; Jenkins, 2003), which is also what happens in the
case of the Sami (Niskala & Ridanpéd, 2016). This is considered a way to keep Indigenous
populations stuck in the past (Condevaux, 2009; Koot, 2016), even though it is an important
cultural element so this is also a potential reason for why it is shown in the brochures. The
presentation of the modern Sami designers and the interviews of the Sami entrepreneurs provide
information that will inform the tourists about contemporary Sami culture. This also connects
to Theme 3, which mostly in the texts link the Sami to a traditional past. It can also be positive
for the tourists’ experiences (Zeppel, & Muloin, 2008). This is a characterisation that is often
used in the context of Sami tourism (de Bernardi, 2019a; Keskitalo et al., 2019) and other

Indigenous tourism activities (Condevaux, 2009; Olsen, 2008). The word authenticity or
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synonyms (Theme 5) was not mentioned in many of the brochures, it was more common in
websites (de Bernardi, 2019a). As previously mentioned, not writing the term openly does not

mean that authenticity is not something that the actors aspire to (Gilmore & Pine, 2007, p. 133).

Conclusions

This analysis of brochures available in northern Sweden shows some differences as well as
commonalities with previously examined marketing of Sami tourism (de Bernardi, 2019a).
Recent studies about Sami culture connected to the representation of places have described this
kind of promotional information, connected to authenticity, as potentially ambiguous and
potentially supporting dominant discourses of colonialism and stereotypes (Heldt Cassel,
2019). In this study, this kind of marketing is instead seen as a challenge of dominant discourses.
A previous study on tourism web marketing produced by Sami tourism entrepreneurs showed
that the Sami were using certain elements that are common in the tourism marketing discourse
(de Bernardi, 2019a). Nevertheless, several elements of modernity were meant to show to
potential visitors that Sami culture is contemporary, fluid and constantly evolving (de Bernardi,

2019a).

The analysed brochures include information on important elements of Sami culture in the
tourism context, such as contemporary Sami culture and fashion, while also highlighting
important traditional activities that are still carried out and important nowadays. This
exemplifies authenticity as a compromise, which is a balance between elements that are seen
as important, or even constitutive, to Sami culture as well as different subjective interpretations
(de Bernardi, 2019b). Sami entrepreneurs and artists were involved in the brochures through
interviews, stories and recommendations. As previously mentioned, images and representations
can circulate to from marketing and through tourist photography in the so-called circle of
representation (Jenkins, 2003). If this information spreads, the potential is to change the
expectations of the tourists as well as positively benefit their experience (Chang, Wang, & Lin,
2017; Chhabra, 2008). This also implies an effort to expand language availability based on the
local markets. The brochures still show a prominent connection to the reindeer and to the past,
but Sami participation and multifaceted information could gradually change the tourists’
expectations. For instance, it has been argued that the tourists look for difference when
travelling to see Indigenous cultures (Miiller & Viken, 2017), but their interest is shifting to

interest in everyday lives (Olsen et al., 2019), which is a positive change.

259
de Bernardi: Authenticity as a compromise: a critical realist perspective on Sami tourism labels



References:

Andereck, K. L. (2005). Evaluation of a Tourist Brochure. Journal of Travel & Tourism
Marketing, 18(2), 1-13. https://doi.org/10.1300/J073v18n02_01

Avraham, E., & Daugherty, D. (2012). “Step into the Real Texas”: Associating and claiming
state narrative in advertising and tourism brochures. Tourism Management, 33(6),
1385-1397. https://doi.org/10.1016/j.tourman.2011.12.022

Bratt, J. (2018). Return to the east: Tourism promotion as legitimation in Qiandongnan,
China. Tourist Studies, 18(1), 21-40. https://doi.org/10.1177/1468797617711575

Brinkmann, S., & Kvale, S. (2015). Interviews: Learning the craft of qualitative research
interviewing (Vol. 3). Sage.

Brito, P. Q., & Pratas, J. (2015). Tourism brochures: Linking message strategies, tactics and
brand destination attributes. Tourism Management, 48, 123-138.
https://doi.org/10.1016/j.tourman.2014.10.013

Bruner, E. (2001). The Maasai and the Lion King: Authenticity, nationalism, and
globalization in African tourism. American Ethnologist, 28(4), 881-908.
https://doi.org/DOI 10.1525/ae.2001.28.4.881

Burton, D., & Klemm, M. (2011). Whiteness, ethnic minorities and advertising in travel
brochures. The Service Industries Journal, 31(5), 679-693.
https://doi.org/10.1080/02642060902822083

Buzinde, C. N., Santos, C. A., & Smith, S. L. (2006). Ethnic representations: Destination
imagery. Annals of tourism research, 33(3), 707-728.
https://doi.org/10.1016/j.annals.2006.03.008

Buzinde, C. N., Manuel-Navarrete, D., Kerstetter, D., & Redclift, M. (2010). Representations
and adaptation to climate change. Annals of Tourism Research, 37(3), 581-603.
https://doi.org/10.1016/j.annals.2009.10.018

Buzinde, C., Choi, Y., & Wang, A. Y. (2012). Tourism representations of Chinese
cosmology: The case of Feng Shui tourism. Annals of Tourism Research, 39(2), 975-
996.

Cederholm, E. A. (2004). The use of photo-elicitation in tourism research—framing the
backpacker experience. Scandinavian Journal of Hospitality and Tourism, 4(3), 225-
241. https://doi.org/10.1016/j.annals.2011.11.015

Chang, J., Wall, G., & Tsai, C. T. (2005). Endorsement advertising in aboriginal tourism: an
experiment in Taiwan. International journal of tourism research, 7(6), 347-356.
https://doi.org/10.1002/jtr.541

Chang, J., Wang, Y. C., & Lin, T. L. (2017). The Impact of Travel Brochures on Perceptions
of Authenticity at Aboriginal Tourist Sites. Tourism Analysis, 22(4), 551-562.
10.3727/108354217X15023805452130

Chhabra, D. (2008). Positioning museums on an authenticity continuum. Annals of Tourism

Research, 35(2), 427—447. https://doi.org/10.1016/j.annals.2007.12.001
Cohen, E., & Cohen, S. A. (2012). Authentication: Hot and cool. Annals of Tourism

Research, 39(3), 1295-1314. https://doi.org/10.1016/j.annals.2012.03.004

Cohen, S. A., & Cohen, E. (2019). New directions in the sociology of tourism. Current Issues
in Tourism, 22(2), 153—172. https://doi.org/10.1080/13683500.2017.1347151

Condevaux, A. (2009). Maori Culture on Stage: Authenticity and Identity in Tourist
Interactions. Anthropological Forum, 19(2), 143-161.
https://doi.org/10.1080/00664670902980389

Coon, D. R. (2012). Sun, sand, and citizenship: the marketing of gay tourism. Journal of
Homosexuality, 59(4), 511-534. https://doi.org/10.1080/00918369.2012.648883

260
de Bernardi: Authenticity as a compromise: a critical realist perspective on Sami tourism labels



Danermark, B., Ekstrom, M., Jakobsen, L., & Karlsson, J. C. (2002). Explaining society :
critical realism in the social sciences. Routledge.

Dann, G. M. (2004). Tourism imagery research in Norway: classification, evaluation and
projection. Scandinavian Journal of Hospitality and Tourism, 4(3), 191-207.
https://doi.org/10.1080/15022250410003825

de Bernardi, C. (2019a). Authenticity as a compromise: a critical discourse analysis of Sami

tourism websites. Journal of Heritage Tourism, 14(3), 249-262.
de Bernardi, C. (2019b). A critical realist appraisal of authenticity in tourism: the case of the
Sami. Journal of Critical Realism, 18(4), 437-452.

Desmond, J. C. (2016). Afterword: Ambivalence, Ambiguity and the ‘Wicked Problem’of
Pacific Tourist Studies. In K. Alexeyeff & J. Taylor (Eds.), Touring Pacific cultures
(pp- 439-450). ANU Press

Dilley, R. S. (1986). Tourist brochures and tourist images. Canadian Geographer/Le
Géographe canadien, 30(1), 59-65. 10.1111/1.1541-0064.1986.tb01026.x

Echtner, C. M., & Prasad, P. (2003). The context of third world tourism marketing. Annals of
Tourism Research, 30(3), 660—682. https://doi.org/10.1016/S0160-7383(03)00045-8

Francesconi, S. (2011). Images and writing in tourist brochures. Journal of Tourism and
cultural Change, 9(4), 341-356. https://doi.org/10.1080/14766825.2011.634914

Fu, Y., Liu, X., Wang, Y., & Chao, R. F. (2018). How experiential consumption moderates
the effects of souvenir authenticity on behavioral intention through perceived value.
Tourism Management, 69(January), 356-367.
https://doi.org/10.1016/j.tourman.2018.06.023

Gelter, H. (2000). Friluftsliv: The Scandinavian philosophy of outdoor life. Canadian Journal
of Environmental Education (CJEE), 5(1), 77-92.

Gilmore, J. H., & Pine, B. J. (2007). Authenticity: What consumers really want. Business
Press.

Green, C. (2009). Managing Laponia: a world heritage site as arena for Sami ethno-politics in
Sweden [Doctoral dissertation, Acta Universitatis Upsaliensis]. DiVA.
http://www.diva-portal.org/smash/get/diva2:275592/FULLTEXTO1.pdf. Accessed on
June 6, 2020.

Guedes, A. S., & Jimenez, M. 1. M. (2016). Conceptualizing Portugal as a tourist destination
through the textual content of travel brochures. Tourism Management Perspectives,
20, 181-194. https://doi.org/10.1016/j.tmp.2016.08.002

Gunnarsdottir, G. T. (2011). Reflecting Images. The Front Page of Icelandic Tourism
Brochures, dans Iceland and Images of the North, sous la dir. de Isleifsson, Sumarlidi
R. et Chartier, Daniel. Québec, Presses de 1'Université du Québec, coll. «Droit au pole
», pp- 531-551.

Hassan, H. (2014). The representation of Malaysian cultures in tourism brochures. Procedia-
Social and Behavioral Sciences, 118, 140-151. In. S. Behroozizada, R. Nambiar, & Z.
Amir, Z. (Ed.), SoLLs. INTEC. 13: International Conference on Knowledge-
Innovation-Excellence: Synergy in Language Research and Practice. Procedia-Social
and Behavioral Sciences, 118 (pp. 68-75). Elsevier.

Heith, A. (2019). Nordic place branding from an Indigenous perspective. In C. Cassinger, A.
Lucarelli, & S. Gyiméthy, (Eds.), The Nordic wave in place branding: Poetics,
Practices, Politics. (pp. 221-226). Edward Elgar Publishing.

Heldt Cassel, S. (2019). Branding Sami tourism: practices of Indigenous participation and
place-making. In C. Cassinger, A. Lucarelli, & S. Gyimoéthy, (Eds.), The Nordic wave
in place branding: Poetics, Practices, Politics. (pp. 139-152). Edward Elgar
Publishing.

261
de Bernardi: Authenticity as a compromise: a critical realist perspective on Sami tourism labels



Ho, C., Yuan, Y., Lin, Y., & Chen, M. (2015). Re-visiting tourism information search
process: from smartphone users’ perspective. E-Review of Tourism Research, 6, 1-5.

Hoffman, L., & Kearns, R. (2016). A necessary glamorisation? Resident perspectives on
promotional literature and images on Great Barrier Island, New Zealand. In J-A Lester
& C. Scarles (Eds.), Mediating the Tourist Experience: From Brochures to Virtual
Encounters (pp. 57-74). Routledge.

Holder, A., & Ruhanen, L. (2019). Exploring the market appeal of Indigenous tourism: A
netnographic perspective. Journal of Vacation Marketing, 25(2), 149-161.
https://doi.org/10.1177/1356766717750423

Holmes, A. P., Grimwood, B. S., King, L. J., & Lutsel K'e Dene First Nation. (2016).
Creating an Indigenized visitor code of conduct: The development of Denesoline self-
determination for sustainable tourism. Journal of Sustainable Tourism, 24(8-9), 1177-
1183. https://doi.org/10.1080/09669582.2016.1158828

Hsieh, H.-F., & Shannon, S. E. (2005). Three approaches to qualitative content analysis.
Qualitative Health Research, 15(9), 1277-1288.
https://doi.org/10.1177/1049732305276687

Hsu, P. H., & Nilep, C. (2015). Authenticity in Indigenous tourism. International Journal of
Critical Indigenous Studies, 8(2), 16-28. https://doi.org/10.5204

Hunter, W. C. (2008). A typology of photographic representations for tourism: Depictions of
groomed spaces. Tourism management, 29(2), 354-365.
https://doi.org/10.1016/j.tourman.2007.03.008

Hunter, W. C. (2010). Groomed spaces on Jeju Island: A typology of photographic
representations for tourism. International Journal of Tourism Research, 12(6), 680-
695. https://doi.org/10.1002/jtr.783

Hunter, W. C. (2016). The social construction of tourism online destination image: A
comparative semiotic analysis of the visual representation of Seoul. Tourism
Management, 54, 221-229. https://doi.org/10.1016/j.tourman.2015.11.012

Hégglund, M., Schilar, H., & Keskitalo, E. C. H. (2019). How is ‘Sami tourism’ represented
in the English-language scholarly literature? Polar Geography, 42(1), 58—68.
https://doi.org/10.1080/1088937X.2018.1547327

Kaltenborn, B. P., Haaland, H., & Sandell, K. (2001). The public right of access—some
challenges to sustainable tourism development in Scandinavia. Journal of Sustainable
Tourism, 9(5), 417-433. https://doi.org/10.1080/09669580108667412

Kelly-Holmes, H., & Pietikdinen, S. (2014). Commodifying Sadmi culture in an Indigenous
tourism site. Journal of Sociolinguistics, 18(4), 518-538.
https://doi.org/10.1111/josl.12092

Kelly-Holmes, H., & Pietikéinen, S. (2016). Language: A challenging resource in a museum
of Sami culture. Scandinavian Journal of Hospitality and Tourism, 16(1), 24-41.
https://doi.org/10.1080/15022250.2015.1058186

Keskitalo, E. C. H., & Schilar, H. (2016). Co-constructing “northern” tourism representations
among tourism companies, DMOs and tourists. An example from Jukkasjérvi,
Sweden. Scandinavian Journal of Hospitality and Tourism, 0(0), 1-17.
https://doi.org/10.1080/15022250.2016.1230517

Keskitalo, E. C. H., Schilar, H., Heldt Cassel, S., & Pashkevich, A. (2019). Deconstructing
the Indigenous in tourism. The production of indigeneity in tourism-oriented labelling
and handicraft/souvenir development in Northern Europe. Current Issues in Tourism,
1-17. 10.1080/13683500.2019.1696285

Keskitalo, E. C. H. (2017). Images of the Northern and “Arctic” in Tourism and Regional
Literature. In A. Viken & D. K. Miiller (Eds.), Tourism and Indigeneity in the Arctic
(pp- 36—49). Channel View Publications.

262
de Bernardi: Authenticity as a compromise: a critical realist perspective on Sami tourism labels



Knudsen, D. C., Rickly, J. M., & Vidon, E. S. (2016). The fantasy of authenticity: Touring
with Lacan. Annals of Tourism Research, 58, 33—45.
https://doi.org/10.1016/j.annals.2016.02.003

Knudsen, B. T., & Waade, A. M. (2010). Performative authenticity in tourism and spatial
experience: Rethinking the relation between travel, place and emotion in the context of
cultural economy and emotional geography. In B. Timm Knudsen & A. M, Waade
(Eds.), Re-investing Authenticity: Tourism, Place and Emotions (pp. 1-19). Channel
View Publications.

Koot, S. P. (2016). Contradictions of capitalism in the South African Kalahari: Indigenous
Bushmen, their brand and baasskap in tourism. Journal of Sustainable Tourism, 24(8—
9), 1211-1226. https://doi.org/10.1080/09669582.2016.1158825

Larsen, J. (2006). Picturing Bornholm: Producing and consuming a tourist place through
picturing practices. Scandinavian Journal of Hospitality and Tourism, 6(2), 75-94.
https://doi.org/10.1080/15022250600658853

Lau, R. W. K. (2010). Revisiting authenticity: A social realist approach. Annals of Tourism
Research, 37(2), 478-498. https://doi.org/10.1016/j.annals.2009.11.002

Leu, T. C. (2019). Tourism as a livelihood diversification strategy among Sami Indigenous
people in northern Sweden. Acta Borealia, 36(1), 75-92.
https://doi.org/10.1080/08003831.2019.1603009

Leu, T. C., & Miiller, D. K. (2016). Maintaining inherited occupations in changing times: the
role of tourism among reindeer herders in northern Sweden. Polar Geography, 39(1),
40-57. https://doi.org/10.1080/1088937X.2016.1148794

Molina, A., & Esteban, A. (2006). Tourism brochures: Usefulness and image. Annals of
tourism research, 33(4), 1036-1056. https://doi.org/10.1016/j.annals.2006.05.003

Miiller, D. K., & de Bernardi, C. (2020). Reflections on culturally sensitive tourism - The case
of Sweden — ARCTISEN National Report. Lapin yliopisto.
https://lauda.ulapland.fi/handle/10024/64256

Miiller, D. K., & Hoppstadius, F. (2017). Sami tourism at the crossroads: Globalization as a
challenge for business, environment and culture in Swedish Sapmi. In A. Viken & D.
K. Miiller (Eds.), Tourism and Indigeneity in the Arctic (pp. 71-86). Channel View
Publications.

Miiller, D. K., & Kuoljok Huuva, S. (2009). Limits to Sami tourism development: the case of
Jokkmokk, Sweden. Journal of Ecotourism, 8(2), 115-127.
https://doi.org/10.1080/14724040802696015

Miiller, D. K., & Pettersson, R. (2001). Access to Sami Tourism in Northern Sweden.
Scandinavian Journal of Hospitality and Tourism, 1(1), pp. 5-18.
https://doi.org/10.1080/15022250127793

Miiller, D. K., & Pettersson, R. (2006). Sami Heritage at the Winter Festival in Jokkmokk,
Sweden. Scandinavian Journal of Hospitality and Tourism, 6(1), 54—69.
https://doi.org/10.1080/15022250600560489

Miiller, D. K., & Viken, A. (2017). Indigenous tourism in the Arctic. In A. Viken & D. K.
Miiller (Eds.), Tourism and Indigeneiry in the Arctic (pp. 3—15). Channel View
Publications.

Nicoletta, R., & Servidio, R. (2012). Tourists' opinions and their selection of tourism
destination images: An affective and motivational evaluation. Tourism Management
Perspectives, 4, 19-27. https://doi.org/10.1016/].tmp.2012.04.004

Niskala, M., & Ridanpii, J. (2016). Ethnic representations and social exclusion: Saminess in
Finnish Lapland tourism promotion. Scandinavian Journal of Hospitality and
Tourism, 16(4), 375-394. https://doi.org/10.1080/15022250.2015.1108862

263
de Bernardi: Authenticity as a compromise: a critical realist perspective on Sami tourism labels



Olsen, K. (2006). Making Differences in a Changing World: The Norwegian Sami in the
Tourist Industry. Scandinavian Journal of Hospitality and Tourism, 6(1), 37-53.
https://doi.org/10.1080/15022250600560570

Olsen, K. (2008). The Maori of Tourist Brochures Representing Indigenousness. Journal of
Tourism and Cultural Change, 6(3), 161-184.
https://doi.org/10.1080/14766820802553152

Olsen, K. O., Avildgaard, M. S., Brattland, C., Chimirri, D., De Bernardi, C., Edmonds, J., . . .
Institute, M. T. (2019). Looking at Arctic tourism through the lens of cultural
sensitivity: ARCTISEN — a transnational baseline report. Lapin yliopisto.
https://lauda.ulapland.fi/bitstream/handle/10024/64069/Arctisen%20-
%?20a%20transnational%20baseline%20report.pdf?sequence=1&isAllowed=y

Olsen, L. S. (2016). Sami tourism in destination development: conflict and collaboration.
Polar Geography, 39(3), 179-195. https://doi.org/10.1080/1088937X.2016.1201870

Overend, D. (2012). Performing Sites: Illusion and Authenticity in the Spatial Stories of the
Guided Tour. Scandinavian Journal of Hospitality and Tourism, 12(1), 44-54.
https://doi.org/10.1080/15022250.2012.678070

Pashkevich, A., & Keskitalo, E. C. H. (2017). Representations and uses of Indigenous areas in
tourism experiences in the Russian Arctic. Polar Geography, 40(2), 85-101.
https://doi.org/10.1080/1088937X.2017.1303753

Paiil i Agusti, D. (2018). Characterizing the location of tourist images in cities. Differences in
user-generated images (Instagram), official tourist brochures and travel guides. Annals
of Tourism Research, 73, 103-115. 10.1016/j.annals.2018.09.001

Pettersson, R. (1999). Turism i Sameland: dagens och morgondagens turism kopplad till
samer i svenska Lappland. ETOUR Working Paper 1999:24. Ostersund: ETOUR

Pettersson, R. (2006). Ecotourism and Indigenous People: Positive and Negative Impacts of
Sami Tourism. In S. Gossling & J. Hultman (Eds.), Ecotourism in Scandinavia:
Lessons in Theory and Practice (pp. 166-177). CABI.

Pettersson, R., & Viken, A. (2007). Sami perspectives on Indigenous Tourism in Northern
Europe: commerce or cultural development? In R. Butler & T. Hinch (Eds.), Tourism
and Indigenous Peoples: Issues and Implications (pp. 176—187). Routledge.

Pritchard, A., & Morgan, N. (1995). Evaluating vacation destination brochure images: The
case of local authorities in Wales. Journal of Vacation Marketing, 2(1), 23-38.
https://doi.org/10.1177/135676679500200103

Prokkola, E. K. (2007). Cross-border regionalization and tourism development at the
Swedish-Finnish border: “Destination arctic circle”. Scandinavian Journal of
Hospitality and Tourism, 7(2), 120-138. https://doi.org/10.1080/15022250701226022

Rickly-Boyd, J. M. (2012). 'Through the magic of authentic reproduction’: tourists’
perceptions of authenticity in a pioneer village. Journal of Heritage Tourism, 7(2),
127-144. https://doi.org/10.1080/1743873X.2011.636448

Rickly-Boyd, J. M. (2013). Existential Authenticity: Place Matters. Tourism Geographies,
15(4), 680—686. https://doi.org/10.1080/14616688.2012.762691

Rozier-Rich, S., & Santos, C. A. (2011). Processing promotional travel narratives. Tourism
Management, 32(2), 394-405. https://doi.org/10.1016/j.tourman.2010.03.009

Saarinen, J., & Varnajot, A. (2019). The Arctic in tourism: complementing and contesting
perspectives on tourism in the Arctic. Polar Geography, 42(2), 109—124.
https://doi.org/10.1080/1088937X.2019.1578287

Sametinget. (2010). Samisk upplevelseturism - Definition, kartldggning och forutsdttningar
for utveckling av samisk turism. Sametinget.
https://www.sametinget.se/46705?file_id=1

264
de Bernardi: Authenticity as a compromise: a critical realist perspective on Sami tourism labels



Samiskt informationscentrum. (n.d.-a). Sapmi. Retrieved from http://samer.se/1002. Accessed
on June 6, 2020.

Samiskt informationscentrum. (n.d.-b). Samerna i siffror. Retrieved from
http://www.samer.se/1536. Accessed on June 6, 2020.

Samiskt informationscentrum. (n.d.-c). Sprak, dialekt eller varietet? Retrieved from
http://samer.se/1186. Accessed on June 6, 2020.

Samiskt informationscentrum. (n.d.-d). Néringar. Retrieved from http://samer.se/naringar.
Accessed on June 6, 2020.

Samiskt informationscentrum. (n.d.-¢). Samerna organiserar sig. Retrieved from
http://samer.se/4369. Accessed on June 6, 2020.

Samediggi. (n.d.). Culturally Responsible Sami Tourism. Retrieved from
https://www.samediggi.fi/ongoing-projects/culturally-responsible-sami-
tourism/?lang=en

Scarles, C. (2004). Mediating landscapes: The processes and practices of image construction
in tourist brochures of Scotland. Tourist Studies, 4(1), 43-67.
https://doi.org/10.1177/1468797604053078

Schilar, H., & Keskitalo, E. C. (2018a). Ethnic boundaries and boundary-making in
handicrafts: examples from northern Norway, Sweden and Finland. Acta Borealia,
35(1), 29-48. https://doi.org/10.1080/08003831.2018.1456073

Schilar, H., & Keskitalo, E. C. H. (2018b). Tourism activity as an expression of place
attachment—place perceptions among tourism actors in the Jukkasjérvi area of northern
Sweden. Scandinavian Journal of Hospitality and Tourism, 18(supl), S42—S59.
https://doi.org/10.1080/15022250.2017.1389123

Shelley, M., & Krippendorff, K. (2004). Content Analysis: An Introduction to its
Methodology. Journal of the American Statistical Association (Vol. 79).
https://doi.org/10.2307/2288384

Sirakaya, E., & Sonmez, S. (2000). Gender images in state tourism brochures: An overlooked
area in socially responsible tourism marketing. Journal of Travel Research, 38(4),
353-362. https://doi.org/10.1177/004728750003800403

Sjoberg, S. & Arvidsson, B. (2012). Turistnaringens Foretagarindex 2012 — Hur ser
utvecklingen ut for svenska turistforetagare? Skane & Blekinge. Rapport tagit fram av
RTS, Rese- och Turistnédringen i Sverige.
https://www.yumpu.com/sv/document/read/2002951 6/turistnaringens-foretagarindex-
2012-sydsverigepdf-tripse. Accessed on June 6, 2020.

Steiner, C. J., & Reisinger, Y. (2006). Understanding existential authenticity. Annals of
Tourism Research, 33(2), 299-318. https://doi.org/10.1016/j.annals.2005.08.002

Sun, Z., & Luo, W. (2016). Gendered construction of Macau casino: a social semiotic analysis
of tourism brochures. Leisure Studies, 35(5), 509-533.
https://doi.org/10.1080/02614367.2015.1009847

Thomsen, R. C., & Vester, S. P. (2016). Towards a Semiotics-Based Typology of
Authenticities in Heritage Tourism: Authenticities at Nottingham Castle, UK, and
Nuuk Colonial Harbour, Greenland. Scandinavian Journal of Hospitality and Tourism,
16(3), 254-273. https://doi.org/10.1080/15022250.2015.1084148

Tiberghien, G., & Xie, P. F. (2018). The life cycle of authenticity: neo-nomadic tourism
culture in Kazakhstan. Journal of Tourism and Cultural Change, 16(3), 234-247.
https://doi.org/10.1080/14766825.2016.1258408

Tillvaxtverket. (2018). Fakta om svensk turism 2018.
https://tillvaxtverket.se/download/18.53523d5d16b52ebd19¢39¢22/1560803478084/R
apport_Fakta%200m%?20svensk%?20turism_2018.pdf. Accessed on June 6, 2020.

265
de Bernardi: Authenticity as a compromise: a critical realist perspective on Sami tourism labels





