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Abstract 

This essay discusses the development of urban tourism in the Swedish city of 

Växjö. It targets current development measures and possible future threats the 

tourism planners might encounter. As the concept of urban tourism is relatively 

new, there are plenty of opportunities, as well as obstacles to consider. The essay 

discusses factors that makes cities attractive to visitors and later on applies these 

factors to the case study of Växjö, alongside with an analysis of current measures 

and ideas that are taken by the management there. After this second discussion, the 

reader will have gotten a good picture of the urban tourism atmosphere in Växjö 

and can than read about the problems and limitations of such measures. This 

discussion is done through a comparison of various sources, including literature and 

scientific articles that target dealing urban tourism development in both the positive and 

the negative direction. Data and information from the Växjö Kommun and the Tourism 

Office in Växjö are also included in the discussion. The outcome of this essay includes 

hits and reasoning about improvements of the development and its limitations, so that a 

successful urban tourism market might be established. 
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1. Introduction 

 

1.1. Introducing tourism 

Tourism has become an ever growing market in Sweden and can in the near future 

be responsible for the creation of many jobs. Sweden offers a huge potential for 

large scale tourism development, with focus on both ecological and so called 

“green”, and cultural tourism. The Collins English dictionary defines tourism as the 

practice to travel for pleasure and recreation. This implies that travelers will most 

likely choose a destination they can enjoy to the fullest potential, hence enjoying 

and receiving the maximum amount of pleasure and leisure. Further, the dictionary 

states that tourism equals tourist travel and the services connected to it (Collins 

English dictionary 2003). This implies that tourism can only exist in form of the 

offered services it provides. The same rule applies to urban tourism. Law states that 

(urban) tourism is the geography of consumption outside the home area; it is about 

how and why people travel to consume. Urban tourism is concerned with the 

process whereby some cities are able to create tourism resources and a tourism 

industry (Law 1993).  Hayllar and Griffin describe urban tourism spaces as 

distinctive geographic areas within an urban area, characterized by a concentration 

of tourist-related land-uses, activities and visitations, with fairly definable 

boundaries. Such places generally possess a distinctive character by virtue of their 

mixture of activities and land-uses, such as restaurants, attractions and nightlife and 

their physical or architectural fabric (e.g. historic buildings) (Hayllar and Griffin 

2005). While this essay tries to identify and analyze the factors of services that 

make a destination attractive to tourists, it is also focusing on the other side of 

urban tourism development, which can bring forth negative effects to the urban 

area. Such effects can include the environment (both natural and urban), a market 

dependency of the city’s economy and inconveniences, disturbances or 

disadvantages for the local population. What most of the literature or sources do not 

reflect on is the negative side of urban tourism development, which shall also have 

its part in this essay. With the rise of urban tourism, other sectors and segments of a 

city can often become neglected, underrepresented and forgotten, and a sole 

dependency on the tourism market redefines the city’s economy. According to 

Selby, market competition can arise, as many businesses, organizations and 
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enterprises in the urban tourism sector suddenly start to compete, rather than 

cooperate in order to develop the urban tourism project as a whole (Selby 2004). A 

too great dependency and trust in tourism as an economic (re)generator for a city 

can be fatal and dangerous. And the question of rather or not, and to what extend a 

city should focus on urban tourism projects can and often does arise too late. The 

idea and concept of urban tourism was originally meant to re-boost the economies 

of post-industrial cities, but the result became rather different, as dependency and 

market competition of the industry increased. Spirou argues that there are a number 

of issues facing urban tourism precincts given that local authorities and investors 

attempt to ensure their continued success (Spirou 2008). Spirou continues in his 

work to address very important discussion and issues, such as how can an authentic 

culture or environment (or city) be maintained as a tourism precinct emerges and 

develops? Another issue he addresses is how urban tourism precinct can maintain 

their competitiveness as a continuously attractive entertainment option to 

consumers, while simultaneously promoting sustainability (Spirou 2008). I will 

discuss such possible limitations and current problems of urban tourism 

development in this essay. 

In order to narrow down my work, I decided to focus on a specific city-destination. 

This destination, the city of Växjö, is situated in the heart of the Småland region. In 

order to understand the momentary situation and the development that might take 

place in the future, let us take a look at the basics of Swedish tourism. 

 

1.2. The fundament of Swedish tourism 

Tourism, in general, in Sweden is a field that has potential for growth and 

development. At the same time, the industry tourism is already a large-scale 

business. It can therefore appear important to focus on a development that 

highlights sustainability, culturally, economically and ecologically. The step 

towards a harmful and destructive tourism industry can easily be made and factors 

that are existing gin our time can be of great importance for the future.  The 

potential for the realization of such goals is existing in Sweden, as several different 

factors come together and make Sweden a very attractive destination for leisure 
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visitors; countryside, nature, a rich historical base, culture. The topic of urban 

tourism in Sweden is especially interesting, as Sweden is most commonly 

associated with rural tourism. So is the concept of “green tourism” or “ecotourism”. 

Great Britain’s Green Tourism Business Scheme, which is one of the most developed 

tourism organizations globally, describes green tourism as sustainable tourism - tourism 

which takes into account the needs of the environment, local residents, businesses, and 

visitors; now and in the future. Green tourism businesses are those actively engaged in 

reducing the negative environmental and social impacts of their tourism operations. 

(www.green-tourism.co.uk). As city tourism in Sweden is developing, there is a greater 

need to adapt and to create a sustainable and balanced tourism industry within those city 

spaces. Vandermey states that urban tourism has not achieved extensive recognition 

in tourism research, policy and planning, yet its current and potential market is 

great. Improving the understanding of the importance of urban tourism requires the 

development of analysis and research related specifically to this sector (Vandermey 

1984). This is the exact aim of this work. However, the date in which Vandermay’s 

work was written, 1984, suggests that a lot of time has passed. Urban tourism in 

Sweden might still be in a phase of early development, but in the last decade, plenty 

of research has been done that focuses on the topic of urban tourism development, 

so the academic back-up is existing and available. 

During the summer months June to August, Sweden receives around two million 

foreign visitors. In 2008, the number of foreign visitors to Sweden rose by 100%, 

compared to the numbers of foreign visitors in 1991. The majority of tourists 

visited the areas in and around Stockholm, and the Southern parts of Sweden, being 

Skåne, Blekinge and Småland. Within these areas, here focusing only on the region 

Småland, the majority of foreign tourists were spending their holidays in or around 

the city of Växjö (Nutek 2008). This trend has been developed since the early 90s 

and continues to grow every year by about 8% (www.vaxjo.se). This background 

information about the potential of urban tourism in Växjö led me to this research 

attempt. Based partly on my previous studies, which also discussed tourism and 

tourism in cities, and partly on the currently given factors in Växjö, I wanted to find 

out more about the city’s tourism aims, as well as have a closer look at more 

complex and more informative research and theories about urban tourism in 

general. I use these different origins of knowledge, in order to be able to present an 

http://www.green-tourism.co.uk/
http://www.vaxjo.se/
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in-depth analysis of the city’s urban tourism development. How does it appear 

today, how will it be developed in the future, and where go the limits for such 

development? The issues are the main points of concerns of this essay, and are 

presented in the next section. 

 

1.3. The main goals of this essay 

In order to be able to analyze the urban tourism situation in Växjö, I must first try 

to gather information about the core and basics of city tourism. These factors, that 

are going to be collected with the help of the literature, will then be applied to the 

city of Växjö. Here, their relevance will be assessed and compared to what the city 

can actually offer and produce and what measures and plans are actually formulated 

by the tourism management. The concept of sustainable urban tourism or “green 

tourism” will play a fundamental role in this discussion, as it can be used as a 

helpful tool in order to redirect urban tourism development. A very important 

question then arises from these previous discussions; what can possible threats and 

problems for a city look like, as its urban tourism develops? 

These main points of discussion are formulated in the following three questions, 

which are the core of this essay: 

 What makes a city attractive? 

 How developed and sustainable is Växjö’s urban tourism? 

 What are the limitation and problems of urban tourism? 

The answers to these questions will be based on my chosen literature and various 

articles and reports of different academic sources. I will also gather material from the 

tourism department in Växjö, which I will collect from my previously written essays 

about the tourism development in Växjö. If one wants to address all these different facts 

and factors, one has to take a closer look at some of the basic theories about urban 

tourism and urban place and space. How are cities shaped, how and why do they grow 

and develop, and where comes urban tourism in to the picture? 
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1.4. Theories of urban landscape 

Urbanization is a major force, contributing to the development of towns and cities. 

They function as places where the population concentrates in a defined area, and 

economic activities locate in the same area or nearby to provide the opportunity for 

the production and consumption of goods and services in capitalist societies. 

Consequently, cities provide the context for a diverse range of social, cultural and 

economic activities in which the population engages, and where tourism leisure and 

entertainment form major service activities (Page 2002). According to 

Judd/Fainstein, there are three elements of urban tourism- the tourist, the tourism 

industry and the city itself- which interact to produce a complex ecological system. 

To appeal to tourists in these modern times, a city must create a physical  landscape 

that tourists wish to inhabit. No city can afford to stand still and the constant 

transformation of the urban landscape to accommodate tourists has become a 

permanent feature of the political economy of cities (Judd/Fainstein 1999). It 

appears therefore crucial for urban tourism planners and the industry to constantly 

develop the accommodation and service industry, as well as to keep a high standard 

of the urban destination, as tourists often urge to revisit the same destination, in 

order to experience the familiar and comfortable place all over again. When it 

comes to such behavioral pattern, Ryan, who focuses scientific research on the 

behavior of the tourists, states that the way in which people perceive leisure and 

holidays is determined by the social fabric that surrounds them, and it is no new 

thing to observe that society has changed significantly over the decades and 

centuries (Ryan 2002). This suggests that people from different countries  and/or 

different backgrounds have different viewpoints and images of how to spend their 

holidays. Their opinions might be shaped by a long period of certain political, 

cultural and social influences and factors. It is therefore important for modern urban 

tourism to meet the needs and wants of leisure tourists, and to identify those before 

they arrive to a destination. The urban city management meets here a dilemma, 

which can at the same time negatively affect the city and its citizens; it 

simultaneously has to develop a tourism industry, in order to attract more and new 

groups of tourists, and to try to keep the same high standard and image of the city, 

so that revisiting tourists are assured the same pleasant and familiar stay. The o ften 

resulting imbalance between these two approaches can create disturbances in the 
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city atmosphere, architecture and culture, and in the lives of its inhabitants. It can 

also lead to political and economic burdens, and the economic efforts that have 

been made could often have been spent more effectively elsewhere (Judd and 

Fainstein 1999). When it comes to approaches to urban tourism, Page raises the 

question of why tourists might seek urban tourism experiences. He argues that 

urban areas offer a geographical concentration of facilities and attractions 

conveniently located to meet both visitor and resident needs alike. But the diversity 

and variety among urban tourist destinations has led researchers to examine the 

extent to which they display unique and similar features. Three approaches were 

identified: 

1. The diversity of urban areas means that their size, function, location and 

history contribute to their uniqueness 

2. Towns and cities are multi-functional areas, meaning that they 

simultaneously provide various functions for different groups of users 

3. The tourist functions of towns are rarely produced or consumed solely by 

tourists, given the variety of user groups in urban areas (Page 2002) 

Page brings up a valid point here, namely that a city meets or should meet the 

demands of both residents and tourists. When it comes to a critical view upon the 

topic of urban tourism development, one should perhaps state that the priority of a 

city’s concern must lie with its local residents, and must not be shared with visiting 

tourists (Page 2002). Judd and Fainstein discuss a case in which urban tourism 

development and urban renewal resulted in heavy resistance from the local 

residents of the city. The reactions were based on the tourism department’s efforts 

to reduce the overall number of housing units in the city. The urban tourism 

friendly government had first allowed for this renewal plan of the city sights in 

order to “Manhattanize” those neighborhoods that visitors and tourists find so 

appealing. But voices from civic-minded business leaders, neighborhood 

organizations and preservationists at last managed to change the planners’ mind 

(Judd and Fainstein 1999). This example of the other side of urban tourism 

development brings forth the theory of a cautious approach towards urban renewal 

and urban tourism attraction, as well meant plans, ambitions and changes can 

quickly result in the opposite. As Judd and Fainstein continue; many local residents 
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saw urban renewal as a threat to the social fabric of communities. They also 

doubted that they would be recipients of its benefits. More affluent residents 

believed that urban renewal would destroy the historic city and i ts architectural 

heritage (Judd and Fainstein 1999). This shows clearly that urban tourism can turn 

into a great factor of concern, and it should not be neglected by the city 

management. As urban tourism mostly focuses on profit making, it can easily push 

aside social, cultural, economic and environmental factors. These are however very 

important factors when it comes to the lives of the inhabitants, and make out the 

cornerstones of people’s choice of living. The visiting tourists might contribute to 

the city’s economy in some ways, but the industry also requires a lot of resources 

for itself, from the city. Also, tourists can and will leave the city after their stay, 

inhabitants however have to stay and live with the factors on an everyday basis. 

 

1.5. The literature’s limitations 

When it comes to the chosen literature, a lot of critical and questioning point of 

views could be found from sources that were written within the last ten years. 

Before that period, literature targeting urban tourism as a phenomenon, method or 

form of urban development and economic regeneration, was mostly non-critical and 

very positive and optimistic about this field. As urban tourism developed and 

increased, so did its issues and limitations, which gave birth to new sources, raising 

a more critical voice. Fortunately then, I am able to support my critical approach 

with valid and present examples and statements, focusing on various projects and 

opinions about urban tourism and its current and future development. There are a 

lot of various examples about the conflict of interest of cities, as they face the 

problem of visitors versus local residents. I was able to find case studies that 

mirrored real events that took place and real involvement, action and reaction. The 

theory gives a lot of obvious theoretical approach, but with these case studies, I 

could include realistic scenarios in my discussion. One aspect I could not find in 

my literature was specific case studies or analyses about the city of Växjö. As it is a 

smaller town, and one of many, there is no academic research done on this city, 

which means that I have to rely on my previously written essays and the 
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information and statements that were provided by the municipality and the city’s 

tourism office. 

 

1.6. A description of the process 

The method that is used in this essay is of a comparative and applied nature. I 

extract relevant facts, factors and information that deal with urban tourism 

development, focusing on its possible benefits, as well as its possible threats and 

limitations. The literature that I use, which exists in form of books and academic 

articles, is used to compare and contrast such factors of urban tourism development. 

Afterwards, I then apply the collected information to the existing conditions that 

can be found in Växjö, in order to find similarities and differences, and in order to 

identify possible development and limitations of which. Based on my material, 

which is of a text based nature, my method is qualitative. 

I collected relevant literature that can provide the needed resources for this topic. I 

was able to identify several relevant works of different authors that all deal with 

tourism in urban areas, ranging from historical reviews, to present levels of tourism 

and possible future development projects. The literature deals and discusses all 

possible facets of tourism in cities, both positive and negative, which is of 

importance for a comparative essay. I deliberately searched for books that would 

even bring up the negative effects of urban tourism development, in order to be able 

to analyze possible threats and problems, which would contribute to the essay’s 

questioning and critical approach. I find this presentation of negative factors and 

outcomes equally interesting, as the literature dealing with tourism generally does 

not prioritize these negative aspects, but merely focus on positive tourism 

development. As this essay needs a critical approach, I find it useful to include this 

discussion, in order to cast light on both sides of the urban tourism development 

approach. Here, one book was of particular interest, namely Smith’s “Tourism, 

culture and regeneration”. In contrast to many other books and authors discussing 

tourism and urban tourism, the edited book by Smith provides a far more critical 

account of the role of tourism in urban development including relation to marketing. In 
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much of the developed world, tourism provides much of the justification for cultural 

and regeneration projects (Hall 2009). 

 

The sources of information I used in this essay were extracted from tourism related 

academic journals such as “Tourism and hospitality research”, “Tourism 

management” and “Tourist studies”. The journals provide highly relevant academic 

articles that are linked to the topic and to the literature that is used in this work. 

Another source of information, which was used in order to cast light on the existing 

factors and future plans for the city of Växjö, came from an interview which was 

held with a representative of the Växjö tourism department. The major step of my 

method was to extract the relevant information of all these sources, in order to be able to 

answer my three questions and be able to fulfil the purpose of this essay, being to apply 

and connect the given information from the theory to the actual case in Växjö, as well as 

questioning and critically assessing the case of Växjö’s urban tourism, including 

identifying possible opportunities, weaknesses and limitations. The analysis of the 

literature was the part of the essay that would show that. I decided to divide the analysis 

part into three categories, in order to make it easier for the reader to follow the structure 

of this essay. 

 

 

2. Analysis 

 

2.1. What makes a city attractive? 

In order to be able to answer this question, one should at first ask the question of 

what an attractive city could or should look like. Roland Andersson does exactly 

that in his book “Attractive cities”. He states that first and far most, it is up to the 

individual to decide what makes a city attractive. One can ask a tourist, a local 

inhabitant, an architect, an industrial manager, a politician or an environmentalist, 

they will all give different answers to such a question. Different categories of 

people will give different answers, depending on their origin, interests and 
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education. Taste and preferences can also strongly change over time, and what 

might be interesting and attractive to tourists ten years ago must not necessarily be 

interesting and attractive nowadays, or in ten years from now. In 1995, researchers 

did an international survey based on factors that make cities attractive, the target 

groups were citizens and tourists alike. The most highly ranked factors were the 

following: fresh air and clean water, low criminality, good accessibility to doctors 

and hospitals, low food prices, minor risks for natural hazards and a high standard 

of environment and ecology. This shows us that the most wanted factors of a city 

are really just basic needs of the people who live in or visit a city. People want and 

prefer security and comfort (Andersson 1998). 

Edwards gives in her article a very interesting and up-to-date introduction of urban 

tourism and what generally attracts tourists to specific cities, as well as what kinds 

of tourists visit such spaces. Edwards outlines a number of key attributes that urban 

areas possess as tourist destinations. They have naturally larger populations which in 

turn attract visiting friends and relatives. They draw tourists to their attractions because 

these are often much better developed than in other types of destinations. They are 

easily accessible through airports and scheduled services. There is a large stock of 

accommodation built to serve the business traveler and finally, urban destinations 

appeal to a number of different tourist markets as they offer the communications, 

transport, services and facilities which meet tourist needs. These markets include: a 

more educated population, which is attracted to the cultural heritage of cities and towns; 

seniors, who undertake more sightseeing and are more likely to appreciate cultural and 

historic heritage; young people, who are attracted by the excitement of 

the urban environment along with entertainment, night life and sporting events; business 

travelers; and the meetings, incentives, conventions and exhibition market (Edwards 

2008). 

 

 

We have now gotten a closer look on which factors characterize urban tourism and seen 

which tourist market segment are mostly attracted to urban spaces. Van Limburg notes 

that a city can be considered as a bundle of activities that can be chosen by a consumer, 

being either an inhabitant or a visitor. Not so much is known about the way those 

customers make a choice between city a) and city b). Are some attributes dominant in 
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certain situations? Do customers use the attributes or attribute levels when choosing a 

specific city? In this research an effort is made to obtain an insight into the process that 

leads to selecting a city by means of the “supply of assets” that a city possesses. Van 

Limburg’s research for example shows that the asset “restaurant” is the most important 

one when it comes to city visits by tourists. Clearly a good ending to a day’s visit to the 

city is going to the restaurant to have a meal (Van Limburg 1998). 

 

Recent research has argued that the operation and organization of urban tourism in 

terms of the production of tourism services and the ways in which tourists consume 

the products in relation to the locality, their reasons for consumption, what they 

consume and possible explanations of the consumption outcome as a visitor 

behavior. Tourism, on the production side of the branch, is concerned to understand 

where tourism activities develop and on what scale. It is concerned with the process 

whereby some cities are able to create tourism resources and a tourism industry 

(Page 2002). So, according to Page, what produced factors seem to be most 

attractive to leisure tourists in cities? Page here explains that among different user 

groups of cities, tourists tend to stay longer, with a strong correlation with “taking a 

day out sightseeing and visiting a museum” as the main motivation  to visit or stay. 

Nevertheless, leisure shopping was also a major “pull-factor” for recreationalists 

and tourists. Page concludes in his work that the conceptual approach to the system 

of city tourism is inspired by common features of the city environment, tourists’ 

behavior and appreciation and promotion activities (Page 2002). In order to further 

test the validity of his hypothesis, Page categorized different leisure products, in 

order to show how tourists in urban areas learn about, find their way around and 

perceive the urban tourism environment. The categories all indicate additional 

factors that can make a city attractive to leisure tourists. 
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Figure 6.2 Categorization of the leisure product (Page 2002) 

In Hall’s and Page’s book, the authors focus much more on the tourist point of 

view, casting light on the visitor’s expectations, behavior and experiences, 

regarding visits and stays in urban areas. Hall and Page turn their attention on some 

of the experiential aspects of urban tourists’ visits  and the significance of 

behavioral issues influencing visitor satisfaction. In view of the diversity of tourists 

visiting urban areas, it is useful to define the market for urban tourism (Hall and 

Page 1999). The two authors thereby manage to define factors that make cities 

attractive to leisure tourists, while directly focusing on what tourists tend to define 

as attractive when visiting cities. It now follows a list with factors that Page and 

Hall have collected in their research: 

 Weather conditions at time of visit 

 Standard and quality of accommodation available 

 Cleanliness and upkeep of the city 

 City’s aesthetic value (e.g. its setting and beauty)  

 Tourists’ personal safety from crime 

 Accessibility of attractions and points of interest in the city 
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 Extend to which local people welcome visitors in a warm manner 

 Ability of tourism employees to speak foreign languages 

 Range of cultural and artistic amenities 

 Ambience of the city environment as a place to walk around 

 Level of crowding and congestion 

 Range of nightlife and entertainment available 

 Range of restaurants and eating establishments in the city 

 Pleasurability of leisure shopping 

 Price levels of goods and services in the city 

 Level of helpfulness among local people 

 Adequacy of emergency medical care 

(Hall and Page 1999) 

Hall and Page further list up the tourists’ possible motives for visiting urban areas. 

According to their studies, the basic pull factors can be identified as follows:  

Visiting friends and relatives 

 Business visitation 

 Outdoor recreation activities 

 Entertainment and sightseeing activities 

 Personal reasons 

 Shopping 

(Hall and Page 1999) 

 

Furth on, the two authors present a broader range of motivations for visiting urban 

areas, which include: 

 Visiting friends and relatives 

 For business travel 

 Conference and exhibition attendance 

 Educational reasons 
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 Cultural and heritage tourism 

 Religious travel 

 Hallmark events attendance 

 Leisure shopping 

 Day trips 

(Hall and Page 1999) 

Martin Selby reasons in his book that place-marketing strategies which emphasize 

the quality of life of a locality tend to sit the most comfortably with the 

development of tourism. The image of a high-quality lifestyle, extensive facilities 

and a lively ambience are crucial to attract target market segments (Selby 2004). 

Also, the promotion of a city and its image can be important for its attractiveness 

for tourists. Jennifer Carlile explains in her article that a successful brand can have 

an immense power when it comes to attracting tourists to a city. In recent years, 

cities have launched diverse branding campaigns in order to put themselves on the 

map or makeover their image. In either case, branding can be crucial for cities 

competing for residents, tourists and investments. If a city, wherever it might be 

situated, has something striking to promote itself, it should do so. There are 

normally no sky high promotion costs, as the attraction or events are already taking 

place in the area. Costs should instead be directed towards the promotion process 

itself. Research has in many cases shown that the income that results from the 

promotion activities is many times higher than the costs that were needed for the 

branding (Carlile 2006). 

Moving forward to the second question of how developed Växjö’s urban tourism is, 

I will focus on factors that make the city attractive to visitors, and discuss the 

tourism management’s development ideas and plans for the future. In this  first 

question, I have discussed many different factors that can contribute to a city’s 

touristic attraction, but can these be applied to the case of Växjö? My attempt is to 

show whether or not the urban tourism in Växjö can produce such attraction factors, 

and to what extent they use or not use them. All these factors also bear a negative 

notion of urban tourism, as they can make the city extremely unattractive to local 

residents. There often goes a fine line between urban tourism success and failure, 
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how it is executed, developed, presented and experienced, by both the tourists and 

the residents. What can be mightily attractive to visitors can be utterly disturbing or 

destructive for local residents, what tourists might see as a comfort-zone, residents 

might experience as a threat or discomfort. Gregory Ashworth argues about this 

imbalance of urban tourism, stating that cities developing an urban tourism industry 

must also have explicit policies for such development. He states that most cities 

have neither consciously developed such policies nor felt any particular need to do 

so. If there have always been and will always be tourists, why bother with policies? 

In the few cases tourism policies were developed, they often followed the rule 

“everybody is happy”, which meant that they, in theory, should follow a strict path 

that would allow all parties to benefit from the urban tourism industry. This policy 

however depends on a naïve assumption of self-evident, automatic harmony 

between cities and tourism (Ashworth 2003). This view has allowed tourism 

developers to act nonchalant and develop and change a city free-spirited, without 

having to be concerned with the local population. And so while attraction and 

visitor numbers rose, the voice of the local city people became oblivious. Ashworth 

further explains that this state has over time led to the reverse of automatic 

harmony, namely automatic conflict between city and tourism. Urban tourism 

development has often been called irresponsible exploiter, polluter, irritator of the 

locals, commercializer, free-rider and so forth. Ashworth concludes that the tourist 

in the city has always been esteemed and despised, courted as opportunity and 

repelled as threat. However, urban tourism behavior is very amenable and 

responsive to local planning, marketing and management and can hence be directed 

and shaped in a more harmonizing, constructive and sustainable way that can 

perhaps meet or even co-exist with the needs and lives of the locals (Ashworth 

2003). This second question will provide the necessary information in order to 

apply all these possible factors of harmony and conflict to the case of Växjö. After 

this second part I will then move forward to the in-depth analysis of such problems 

and limitations of urban tourism. 
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2.2. How developed and sustainable is Växjö’s urban tourism? 

In this second question, focus is put on factors that reveal just how much and to 

what extend Växjö has developed an urban tourism industry. All over Europe one 

can find smaller cities such as Växjö, and it is up to the destination and tourism 

management and planners to put just their city into a position that makes the city 

stick out from the rest. An urban tourist destination needs to come up with 

something extraordinary in order to lure tourists, so that they do not choose to visit 

another city that fits their target profile. Selby argues about place image and urban 

tourist decision-making and puts focus on several different decision-making 

models. Selby discusses a tourism oriented model, in which social and personal 

determinants of travel behavior include motivation, desire, need and expectation. 

The input factors in the model include travel stimuli, the traveler’s confidence, 

previous experience and cost and time constraints (Selby 2004). From this we can 

see that one big part of a successful tourist destination indeed lies in the hand of the 

visitor and his/her experience and expectation of the particular place. It is therefore 

crucial to create an optimal place image, as it both influences the decision-making 

behavior of potential tourists and levels of satisfaction upon experiencing the 

destination. Selby further argues that because consumers have only a limited  

knowledge of the attributes of destinations they have not yet visited, the image of a 

destination has a crucial influence on decision-making (Selby 2004). A tourist city 

should therefore focus on a place image that both lures and interests visitors that 

consider traveling to a particular destination and creates a positive experience for 

the actual visiting tourist. The “Växjö Kommun” also focuses on place image and 

states that “Växjö’s urban tourism marketing focuses mostly on the image of the 

green city. Växjö is chosen Europe’s greenest city and in these modern times, focus 

on the environment, ecological lifestyle and a sustainable development are all 

factors that appear important for tourists and visitors. Beside the large green areas 

in and around the city, including forests, parks and lakes, Växjö also develops and 

improves environmental measures such as lower emission of carbon dioxide, an 

increased level of biking in the city center and the creation of modern and 

environmentally friendly housing. In 2009, the city has started a 3 year long project 

that focuses on such housing, where apartment buildings are built out of wood. 
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Four 8-floor wooden apartment buildings have already been built alongside the lake 

Trummen in the city, Växjö University is partly built out of wood and more houses 

are going to follow. 

 

Among these innovations are also buildings that will have wind power plants on 

their roofs, enabling a self-sufficient electricity supply. Such a sustainable 

orientation has led to an increased interest for business tourists (industry, 

architecture, city planners) and has given Växjö a national status in these branches 

(Trädstaden 2012). The modern architectural “attractions” of Växjö lure many 

visitors into the city. People want to see the city that focuses on the environment 

and on modern building styles, and this fact has become a tourist attraction by 

itself. Växjö thereby does not merely have a big amount of green, natural areas in 

and around the city, but also an environmental orientation that tries to focus on 

developing a sustainable city. This image is clearly appreciated and sought after by 

tourists”. (Växjö Kommun 2010). These types of “natural attractions” are a positive 

measure taking by the city, as they attract visitors without having to interfere with 

the city’s own development. This leads to what Ashworth termed urban ecological 
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approaches, meaning that integration is emphasized and the tendency to isolate 

tourism is countervailed naturally (Ashworth 2003). 

A previous interview with a representative at the tourism office revealed that “we 

(the tourism management) saw that the city of Växjö understands the importance of 

a well organized and exceptional place image” (Växjö Tourism Office 2009). 

Ahmed additionally states that successful urban tourism development is virtually 

impossible without rigorous, sensitive and periodic image research. Knowledge of 

discrepancies between consumers’ naïve images of a destination and the re-

evaluated images of actual visitors can help marketers to close the gap between the 

expected and the perceived destination (Ahmed 1991). Also, the sustainability of a 

destination depends on marketers differentiating a destination from competitors. 

This process has been represented as a transition of the destination from a 

commodity area, competing on price, to a status area, with unique and attractive 

attributes (Font 1996). Växjö has partly achieved to be such a status area, as the 

city’s environmental measures have received European acknowledgement. “Many 

tourists, especially from Germany, Great Britain and France, seek Växjö precisely 

for its cleanliness and natural appearance. Pull factors for these types of tourists 

that come from countries and areas with a high population density, increasing levels 

of pollution and decreasing green areas, are the accessibility to nature (forest, 

parks, lakes, rivers, flora and fauna), the environmental factors of Växjö, the clean 

city air and the low population density” (Växjö Tourism Office 2010). Here, one 

can clearly indentify factors that can be compromised by an increasing number of 

visitors. The stated pull factors do not only apply to the visitors, but also to the 

people who live in and move to Växjö. These factors, which are so attractive to the 

visiting tourists, can at the same time be disturbed and threatened by the tourist 

market. Growing numbers of tourists imply increased pressure on the environment, 

increased air pollution, and crowded city spaces. Urban tourism thereby negatively 

affects the exact same factors it promotes itself through. Such impacts are 

especially noticeable in a smaller city such as Växjö, where the ratio inhabitants-

tourists can get out of balance very easily. Van den Borg stresses in this regard the 

importance of the common urban tourism policy, in order to regulate the market and 

the amount and flow of tourists. As we have already discussed, a fundamental 

tourism policy is vital for every urban tourism plan, and a tourism development 
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within a city can hardly deal without it. Van den Borg argues that the policy for 

urban tourism necessarily forms an integral part of a more general urban policy. 

Accordingly, the principal objective of a city’s urban policy, namely, to promote 

and safeguard the interrelated interests of families and firms living or working 

there, is reflected in the objectives of the urban tourism as well. In other words, the 

development of urban tourism has to contribute to the well being of both the local 

population and those directly interested: the local tourist industry and the tourists. 

This underlines the importance of embedding urban tourism policy within the 

broader body of urban policies, taking into account the general criteria of 

efficiency, market orientation and continuity (Van den Borg 2000).  

We have now seen both positive and negative existing factors of Växjö’s urban 

tourism, and will now concentrate focus on the municipality’s and tourism office’s 

plans and ideas on measures that, according to them, could further increase the 

city’s attractiveness. But in order to make the city attractive, the planners will have 

to focus on both locals and tourists. The question is rather or not the tourism 

developers consider it important to raise attraction levels for both markets, and how 

they then attempt to cope with the resulting paradox of simultaneous local resident 

and tourist satisfaction. 

If we start by focusing on the actual tourism market, the tourism office states that 

“we can identify three main types of tourists that frequently visit the city during the 

year. Group one consists of business travelers, group two of cultural and heritage 

tourists and group three is made up by day trip visitors. These three groups can 

consist of both domestic and foreign tourists. Business travelers also include 

conference and exhibition attendances, as Växjö annually hosts a large amount of 

regional, national and international conferences” (Växjö Tourism Office 2010). It 

would therefore be logical for the tourist management to target these three market 

segments, by increasing attractiveness and pull factors that can meet the demands of 

the three groups. Any assessment of urban tourist activities will be influenced by 

the supply of services, attractions and facilities in each location (Hall, Page 1999). 

This is the key to successful urban tourism management and processing, identifying 

the key markets and shaping the city and everything that comes with it according to 

these markets. When focusing on existing factors in Växjö, the tourism office 
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argued that “ the tourism planners’ real challenge right now is the attempt of 

upgrading and improving those factors, in order to address future demands and 

needs of Växjö’s visitors, as well as to further increase the number of visitors that 

come to our area” (Tourism Office Växjö 2010). As the city of Växjö is increasing, 

so is the number of visitors. The tourism management has therefore a natural 

increase of its market, and can hence instead fully focus on upgrades and 

improvements. “A measure that we want to improve, which is used by many 

tourism researchers in other cities, is market surveys, meaning that tourists (leisure, 

daytrip and business) are asked about their demands, needs, preferences, 

expectations and experiences. The collected data could help us immensely when it 

comes to directing our development into certain ways” (Tourism Office 2010). This 

point is supported by the reasoning of Andersson, who states that every individual 

tourist has his/her own perspectives and priorities, deciding about the attractiveness 

of a city. And it is precisely those priorities that make every tourist a different 

target object. In order to really know about the individual’s preferences and 

impressions, how and to what degree a tourist’s prefers and thinks of a city as 

attractive, one has to know about the individual’s value assessment, and what 

values the tourist might priorities over others (Andersson 1998). 

Focus is also directed towards “green tourism”. According to the tourism office 

“the city’s tourism management has only started to work with ecological and 

sustainable tourism and will have to develop in this field immensely. One reason is 

the growing awareness of tourists who are concerned about the environment, 

another factor includes that Växjö has the potential of creating an environmentally 

friendly and close-to-nature urban tourism experience. This can add to the 

uniqueness of the destination and definitely make it more attractive and popular for 

modern urban tourists, who even seek the natural and “green” part of a city 

destination” (Tourism Office 2010). Measures that are taken include for example 

the “Carl Linnaeus Garden”. 
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“Växjö just got the license to host this attractive garden that was formerly situated 

in Gothenburg. This, alongside with our own “Carl Linnaeus Park” will increase the 

number of botanic-interested tourists (day trip tourists), which are very interested in 

such attractions. 

 

Most commonly, this type of tourist is represented by the senior-tourist. Buss tours 

offer trips to the city and are cooperating with tourist guides in the gardens.  The 

botanical planners even try to plant different species of trees, plants and flowers 

every year, in order to lure tourists to the same destination more than ones.  As these 

gardens are situated directly inside the city, such day trip visitors even go for 

shopping tours, lunch and dinner breaks or do other activities that are city related, 

which further benefits the tourism market in Växjö” (Tourism Office 2010). 

“Another unique “green urban tourism” project of Växjö is the “City Fishing”. Two 

local fishing guides have started cooperating with the tourism department and 

created a fishing experience within the city. As two popular lakes (“Växjösjön” and 
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“Södra Bergundasjön”) are situated in the city of Växjö, they had the idea of 

combining a city vacation with fishing trips. 

 

The cooperation has already shown success in the first year (2009) and has led to an 

increased income for the fishing guides, as well as bed and breakfasts, hostels and 

cottages in and around the city, which commonly host the fishing city visitors (day 

trip visitors, 1-3 days). This project has the positive side-effect of improving the 

eco-system protection of the lakes that are so close to the city, as the city 

management now lays more focus on the venues, as there is a totally different and 

new value in them” (Tourism Office 2010). Another measure of improvement that 

the tourism management right now focuses on can be found in the business tourism 

sector. The tourism office explains that “here, we try to improve factors for the 

simple reason of increasing frequency and visitor numbers in our city. More and 

more conferences and meetings of small and large companies and organizations are 

held in Växjö and we naturally have to improve the service and the capacity levels, 

in order to ensure a successful business tourist experience for all visitors, at all 

times during the whole year. Our three biggest hotels, being Elite Park Hotel, Elite 

Statt Hotel and the Best Western Hotel are fully booked throughout the year. What 

we want to improve is the facilities and services that business tourists might use 

when they do not attend their conferences, one could say to improve their spare 

time that they often spend in the afternoon or evening. Such aspects include most 

commonly restaurants and bars, recreational places, shopping areas and public 

transport. Basic improvements have been taken place here, such as business tourist 

guide brochures in many languages, as we have visitors from all around the world, 

adapted opening hours of many shopping places, cafés and bars/pubs in the city 
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(e.g. opening hours on Sundays, and longer opening hours in the evening), multi -

language information and time schedules for public transport (buss, taxi) and 

business packages for diverse spa and recreational places (such as massage places, 

gyms and swimming pools). These extra services are much appreciated by the 

international business visitors that come to the city, and also manage to lure them 

outside of the hotels and the comfort zones that exist inside of these structures, 

which in its turn also benefit the local tourism market” (Växjö Tourism Office 

2010). 

I have now listed up several different measures and plans that the tourism 

department is working on in the city and will now in depth discuss possible risks 

and negative effects of urban tourism development. 

 

2.3. What are the limitations and problems of urban tourism? 

The issue of urban tourism and the question of the level of its development have 

many facets and angles. According to the sources used in this essay, urban tourism 

can easily become a city’s burden. Also, management and planning can be carried 

out the wrong way. Paskaleva-Shapira writes about the issues of modern urban 

tourism development, and interestingly states that long-term trends in urban tourism 

can make cities and regions new engines of growth and local prosperity. At the same 

time, increasing competition between urban destinations for resources and abilities to 

support development is placing a growing emphasis on the sector as a source of 

competitive advantages; inspiration to visitors; lifelong memories; and empathy to 

place, people, culture, heritage, and language. Urban tourism now becomes a strategy 

for building quality services and products and sustainable management of the urban 

community, a means of attracting tourists, and a way of developing competitive city 

destinations that combine a comparative supply able to meet the visitor’s expectations 

with a positive contribution to the development of cities and the well-being of their 

residents (e.g., European Commission 2005; United Nations 2004; World Tourism 

Organization 2005). Curiously, however, tourist cities are lagging behind in taking 

advantage of these opportunities. In many urban destinations, this lack of awareness and 

preparedness has resulted in a policy and management vacuum that must be filled by 
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urban administrations in cooperation with the stakeholders (Paskaleva-Shapira 2007). 

We see here that despite sustainable and successful opportunities, urban tourism 

planning can easily fail its goals and turn itself into an economic and time-craving 

burden that the city municipality has to deal with. The author further states that misled 

urban tourism development often results in misled projects, over-focusing on tourism 

assets and measures that could increase the tourism activity in a city. Tourism 

management sometimes tends to choose this alternative, in order to desperately try to 

turn around an obviously failing agenda. Social and sustainable measures fall here often 

behind and an imbalance between tourism development and local residential prosperity 

and welfare is often unavoidable. The inhabitants’ reactions are often strong, as they 

feel that tourism literally threatens their living spaces and lives (Paskaleva-Shapira 

2007). Ehrlich and Dreier discuss precisely this matter and write about neighborhood 

resistance and preservation. This case was already briefly discussed in the theoretical 

framework section of this essay and I will now go into depth in order to bring forth the 

dangers of a non-carefully carried out city tourism plan. The authors explain that in their 

case study, certain parts of the city experienced both demolition and rehabilitation 

efforts. The net effect here was to reduce the overall numbers of housing units in the 

city (Ehrlich, Dreier 1991). Ehrlich and Dreier further reason that it is of extreme 

importance to keep the focus on city preservation and the management of growth.  

Without these two major points of interest, a city’s development can quickly get out of 

hand and becomes hard to repair, once certain changes have been made. In this case, the 

city planning got out of hand, which then brought with it conflicts and disagreements 

between the city management and local inhabitants. The problems that arose included 

that residents saw urban renewal and urban tourism upgrades as a threat to the social 

fabric of communities. They also doubted that they would be recipients of its benefits. 

In one example, intense urban tourism plans and changes led to major public conflicts 

over displacement, the loss of housing units and the disruption of community life 

(Ehrlich, Dreier 1991). Especially in smaller cities, such as Växjö, this threat appears 

very real, as space here is very limited and even smaller changes that compromise, 

affect or alter the social fabric of the city can easily be felt and recognized by the city’s 

inhabitants. A smaller community is naturally more vulnerable to changes, and 

conflicts, dissatisfaction and upset would be the most likely reactions to such 

development aspects (Paskaleva-Shapira 2007). 
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Another limitation of modern urban tourism that can be discovered all around the world 

is standardization. Fainstein and Judd bring up this issue and explain that the 

globalization of tourism leads to an odd paradox: whereas the appeal of tourism is the 

opportunity to see something different, cities that are made and remade to attract tourists 

seem more and more alike. Services supply follows an ever greater set model (atrium 

lobbies, formulaic restaurants and chrome and glass boutiques), providing the same kind 

of goods and merchandise. The whole-sale of tourism services (tour packagers and 

meetings organizers) also are a force for standardization. In spite of the growth of eco-

tourism and more individualized vacations, the pressure of handling large numbers of 

people and the efficiencies that can be achieved by selling a uniform product motivate 

suppliers to provide standardized services and facilities. Cities would probably gain by 

distinguishing themselves from their competitors, but their civic leaders and their 

tourism entrepreneurs either fear to break the mold that resulted in apparent success 

elsewhere or cannot envision anything different (Fainstein, Judd 1999). The city 

planners of Växjö support this exact idea of standardization, as they try to form the city 

into a more standardized and uniform space. In a documentation folder, called “Växjö’s 

demand of development”, they state that the city needs to be “more approachable and 

familiar to foreign tourists. Our tourists demand and expect a more cosmopolitan city; 

with restaurants, nightlife and attitude” (Växjö Kommun 2008). But how do you change 

a city’s attitude into a cosmopolitan state of mind? And more importantly, how and why 

should its inhabitants have to change their attitude and thereby their lifestyle? Other 

examples of Växjö’s standardizations include “the building of a World Trade Center, 

the creation of a sports arena called “Arenastaden” and the goal of reaching 100000 

inhabitants in the near future” (Växjö Kommun 2008). Many bigger cities in Sweden 

are in possession of a World Trade Center, which reflects their trading and business 

status. Whether or not smaller cities, such as Växjö or Kalmar, where a WTC was 

planned as well, are in need for such an investment, remains unanswered. A clear 

message was however given in the case of Kalmar, in which the city municipality stated 

that it wished to end cooperation with the company in charge of the WTC project. The 

main reason for a cancellation was that the area “Kvarnholmen”, which was reserved as 

the building ground for the WTC, was originally meant for new housing units for new 

local residents. The business company in charge had simply offered a bigger amount of 

money and that is why the contract was created in the first place. In the last minute, the 

city planners had changed their mind and undid the contract (Kalmar Kommun 2010). 
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This is a good example of more responsible urban approach, where the city planners 

priorities the people that live in the city over business, image and standardization. The 

WTC is a “standardized business product” that can lure business tourists to the host city, 

but planners and management must keep a realistic view on this project. 

 

Fainstein and Gladstone argue that tourism has significant impact on urban form and 

culture. When focusing on the negative aspects, one can discover that the core of a 

tourist city often becomes dominated by retail and entertainment facilities rather than 

office uses. Consequently, the city centre belongs to affluent visitors rather than to 

residents, resulting in the exclusion of working-class inhabitants from the core 

(Fainstein, Gladstone 1998). 

Dennis Judd refers to this as the creation of a “tourist bubble”. Where urban neglect 

and social problems cause tourists to regard a city as dangerous or inhospitable, the 

city government, in partnership with tourism entrepreneurs, constructs places where 

visitors can find suitable facilities and amenities, in a safe and convenient 

environment (Judd 1995). Fainstein and Gladstone further add that an extreme 

focus on city cores by the tourism developers can bring forth a staged authenticity 

that replaces the genuine of a city. At their most extreme, tourist destinations, and 

here commonly city cores, become wholly disattached from their social context, 

creating a sort of virtual reality that is very far from the actual attractions of a city 

and the city itself. Ideally, urban tourism would genuinely enlarge the mind of the 

traveler by bringing him into contact with an authentic “other” (Fainstein, 

Gladstone 1998). We can find this example of a tourist bubble in Växjö. Some parts 

of the city are socially and culturally mixed. The districts Araby and Dalbo in 

particular have a higher percentage of foreign and lower income inhabitants and 

there has been an increased segregation in the last 10 years. This segregation is 

further stimulated, or supported by the tourism developers, who lay focus entirely 

on the city center. Investors and the city municipality have been cooperating with 

the tourism planners in that matter, which has caused an even greater neglect of the 

socially and economically weaker districts of Växjö (Växjö Kommun 2008).  

 

This very impulsive focus on urban tourism development leads us to another 

limitation and problem that is very common in the city tourism field, namely the 
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realistic evaluation of the city destination. Smith writes about city tourism and 

notes that it undoubtedly raises the profile of cities and creates unique branding 

opportunities. It has also the power to strengthen and enhance social cohesion. 

Nevertheless, care must be taken to recognize the limitations of tourism 

developments, as governments and the public cannot live on symbolic benefits 

alone (Smith 2006). In addition, Smith suggests that there is an inextricable link 

between culture, creativity, economics, business and technology. Whilst the 

creation of new public museums, galleries, events and festivals can serve a useful 

social and educational function, they will only succeed if they can become 

profitable businesses too. If they are constructed in idealistic isolation and fail to 

connect with local residents or tourists, they can become disastrous “white 

elephants”. Instead, they must demonstrate enough potential to be attractive to 

businesses, and encourage investment in long-term funding and sponsorship 

opportunities. This cooperation is surely an inevitable feature of the post-modern 

urban tourism landscape (Smith 2006). We can clearly see here that mistakes are 

easily been made, especially when a city destination has natural and self-evident 

attractions that do not seem to be in the need of development. City planners here 

often rest upon such features, believing that tourists and investors will 

automatically be drawn to the city. The management in Växjö has for instance 

developed several different street festivals (e.g. “Karl Oscar Dagarna” or  

“Kulturnatten”). The tourism planners have reasoned that the festivals should be the 

pull-factors for visitors and tourists and once they are in the city, they will spend 

time and money in other facilities and for other services (food, accommodations, 

shopping, entertainment, etc.). They further reasoned that the city’s natural charm 

and attractiveness would draw the tourists to the festivals (Växjö Kommun 2010). 

Spirou reasons that one can be rather too idealistic about the benefits of tourism-led 

development and regeneration within cities (Spirou 2003). The homepage 

vaxjonytt.se argues that Växjö’s tourism planners can have acted in this matter, as 

the future of the festival is now questioned by the city. Large amounts of money, 

mostly coming from the city itself, have been spent every year, and profits for city 

and local businesses have not been generated satisfactorily. As this event is mostly 

tourist-oriented, the municipality now questions whether or not money should not 

be spent on other projects that mostly benefit the public and the city 

(www.vaxjonytt.se 2010). 

http://www.vaxjonytt.se/
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I will now go over to the discussion part of this essay, where I will assess how and 

to what extent my three essay questions were answered in the analysis part of my 

work, with the continued focus on the balance/imbalance between the development 

opportunities and limitations that Växjö is facing and which have been discussed in 

the previous chapters. 

 

3. Discussion 

Based on the literature and different sources of material that I was able to use for 

this essay, I am now able to discuss how and to what extend the city of Växjö 

develops its urban tourism industry, as well as being able to assess its way towards 

a more positive or more negative future, starting with question number one: “What 

makes a city attractive?”. This first, more general approach was needed in order to 

give more detailed background information about what city tourism is all about. 

With this first topic unwrapped, I was then able to compare and contrast the 

gathered information with the case study of Växjö. The information that I was able 

to gather was very interesting, as there are many different facets to urban tourism 

and the different factors that make one city more attractive than another. Based on 

my analysis, I can suggest that if a city wants to be attractive to a large market of 

tourists and visitors, it will have to offer many different factors that all co-exist in a 

non-disturbing, harmonic, interesting, appealing and effective way, culturally, 

socially and economically. An attractive tourist city should be able to offer visitors 

of any kind (long-or short term, leisure-or business) a memorable, fun and 

constructive stay. Page’s assessment of primary urban tourist elements makes sense 

and could in theory stimulate and satisfy both the tourist and the inhabitant 

demands simultaneously, as a colorful variety of services, facilities and developed 

cultural and social atmosphere create an attractive city destination and at the same 

time creates new industries, which bring employment, tax money and a higher 

standard of living to the city’s inhabitants. These factors stimulate in their turn 

further growth and development, and a “friendly” circle could be the result of such 

a development. 
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Or, as Fainstein and Judd put it; to appeal to tourists, a city must be consciously 

molded to create a physical landscape that tourists wish to inhabit (Fainstein, Judd 

1999). This can however be seen as an utopist view, or the perfect tourist city. In 

reality, such a place does not exist, as there are too many demands, needs and 

interest groups involved. A city is simply not only a tourist attraction, neither is it 

merely a place to live in (Page 2002). A big issue in this question seems to be for 

whom a city shall be attractive, for its residents or for its tourists? Kaczmarek 

reasons about this struggle of balance and asks whether urban tourism can be a 

blessing or a curse. She explains that tourism is a multi-dimensional complex 

mixture of economic, cultural, spatial and social activity and that it can easily 

create negative impacts on a city. Another complicated issue is the way tourism 

development is stimulated and controlled by the city authorities and space managers 

to avoid potential conflicts or to eliminate the existing ones, especially those of 

spatial or social nature. Kaczmarek further assumes that the more differentiated the 

economic profile of a city, the more differentiated the services and the wider the 

offer of the exchange space, the less a city is “dependent” on tourism and the 

smaller chances for conflicts to emerge between the local community needs and the 

requirements of the visitors (Kaczmarek 2006). This casts a completely different 

view upon the image of a city. It leads us away from urban tourism development 

and instead supports a strong, independent city economy, where tourism does play a 

minor role, but has no larger influence on city space and management.  This natural 

drawback of tourism, Kaczmarek reasons, contributes to a more natural city 

atmosphere and picture, which benefits the local residents and makes the city more 

attractive for them. At the same time, a more realistic and authentic city image is 

created, which interestingly lures tourists to the urban space. Many tourists seek the 

authentic, “untouched” city and do not feel the need to be met by a sophisticated 

and developed tourism industry (Kaczmarek 2006). Shaw and Williams agree on 

this and add that urban tourists, despite of the gospels of the tourism managers, 

often seek the destination city for exactly what it is; the city itself with its “natural” 

attractions, sights, culture, architecture, etc. A foreign or strange city does not need 

to develop artificial attractions in order to lure tourists; it has already everything 

that is demanded by tourists, being food, accommodations and activities (Shaw and 

Williams 2002). The question then arises to what extend a city should develop its 

urban tourism industry, which leads us to the second question, targeting the case 
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study of the city of Växjö: “how developed and sustainable is Växjö’s urban 

tourism?” 

It has been shown that Växjö possesses a “natural quality”, the international TV 

channel BBC gave the city the award of “Europe’s greenest city”, meaning that its 

natural location automatically offers a highly desirable product: city experience in, 

around and surrounded by nature. “The green experience” (Växjö Kommun 2010) is 

the factor that seems most appealing for a sustainable urban tourism in Växjö. The 

analysis has shown that it is a) already developed and b) a future-oriented and 

sustainable industry that benefits both tourism the local population and the visitor 

market. According to an article that addresses the green measures taken by the city, 

Växjö has managed to lure many foreign tourists from all over the world, merely by 

developing a sustainable and ecologically oriented city life. The current climate 

debate has many interested followers and people are interested to see a city that 

focuses on environmental measures. A recent example includes investments in 

renewable energy resources for the city; cold water pipelines from the city lakes 

that can cool buildings instead of air conditioners, and heating provided by the 

gassing of old forest material. This, according to the article, creates a certain 

curiosity and impression among many foreign visitors. The latest support comes 

from the EU commissions “Sustainable Energy Europe Award” that was given to 

Växjö (Törnberg 2008). These environmental measures that right now take place in 

the city attract many tourists naturally. And in combination with the city’s charm 

and local businesses and activities, Växjö automatically offers an interesting urban 

tourism experience, without the need of any artificial or additional development or 

improvement. The environmental development is something that belongs to the city 

and its inhabitants, and tourist visitors are free to visit and see the green city. But 

this factor is not something that is created merely for the tourist industry, it 

prioritizes the city population and the touristic value comes as a bonus. In this 

regard, Växjö is sustainable and developed enough to create an urban tourism that 

is attractive and functional. 

To conclude, a lot of success comes from the development of the “green city”, with 

all its different facets, ranging from the green spaces (e.g. the parks), to the 

“Trädstaden”, the environmental and energy measures, and the natural close-to-
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nature location of Växjö. All these factors give the city attraction and can stand for 

uniqueness, which is exactly what an urban tourist destination needs (Smith 2006).  

Hence, the urban tourism in Växjö does not need further development and can 

thrive on the existing factors it already possesses. If the tourism management 

however does act differently, there can be a range of issues and limitations that can 

get in the way. These were discussed in the third question; “what are possible 

limitations and problems with an urban tourism development?” I was able to 

collect relevant data and I reached the following reasoning to my question. The 

bottom line of that topic appears to be the unbalance between tourist management 

and city/inhabitant management. A city is not just a tourist destination, a place to 

visit, and neither merely a place to live and work in. It is both and all interest 

groups have to be treated in a respectful and acceptable way. The urban tourism 

process may be desirable for some stakeholders and against the interests of others, 

some of the changes that tourism produces might be predicted, others might be 

unexpected.  Developing urban tourism can therefore either lead to the exclusion of 

interest groups through the establishment of partnership arrangements, or to 

exclusion and pent-up hostility (Tyler, Guerrier 1998). Both scenarios can appear 

very easily, depending on the willingness to cooperate, both from the developers 

and entrepreneurs’ site, and the residents and local businesses. Together, they can 

form a strong, efficient and harmonic alliance that can generate large profits for the 

region. They can however also become “enemies”, who both try to “claim” the city 

for their own use. This case is very serious and often leads to dissatisfaction and 

unsuccessful results in the tourism efforts. As briefly discussed above, the 

assessment of the limit of acceptable change is more than vital for urban tourist 

planners and should always be considered when planning to change and develop a 

city for tourism purposes (Paskaleva-Shapira 2007). What this means for the tourism 

planners is that they have to accept certain boundaries and limits to their plans and 

development. The tourism management has to realize that the city is not owned by 

them, and that the city is not a product to use and development at any cost. Every 

change that can have positive benefits or outcomes for the tourism business and the 

city’s visitors can have negative effects on the local residents, socially, culturally and 

economically. It means that changes always carry with them unseen and unexpected 

effects on certain interest groups, and the “true owners” of the city, being the citizens, 
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must remain the interest group number one in a discussion like that (Paskaleva-Shapira 

2007). 

Tyler and Guerrier discuss the “ownership of space”, stating that as tourism develops in 

cities, parts of the city can become effectively “owned” by the tourists rather than the 

residents, in that their needs are considered paramount in planning the amenities in the 

area and their presence defines the character of the area. The paradox is that the impetus 

for developing tourism in the first place was often to benefit those residents who may 

feel dispossessed by it (Tyler, Guerrier 1998). This indicates how wrong tourism 

development can go, as benefits and profits are often reaching different destinations. 

Residents of a city have the right to feel comfortable and at home, and should be 

considered the primary factor of concern and care. 

Another limitation with tourism development is the ever growing appearance of 

standardized tourism products. Tourism developers, in Växjö as well as in many other 

regions, tend to go for safe choices, not daring to try anything new or unique. This 

problem concerns again the local residents, as they too are being confronted with 

strange, non-related features in their city, features that naturally do not belong to it. It 

also slows down the building process of a successful destination, as tourists will 

eventually get bored with the ever returning same features and services. They will 

simply do not see Växjö as an exciting, unique destination. 

 

4. Conclusion 

I have now reached the final part of this essay and will try to reach a summarizing 

conclusion for my research. 

Based on the literature, a lot of information has been collected that was based on 

factors that make cities attractive. As all visitors are residents somewhere in the 

world, and all residents are tourists somewhere in the world, the two markets often 

overlap each other, making it easier to determine relevant factors of attractiveness 

(Andersson 1998). 

One can nevertheless conclude that this can also be a misleading statement, because of 

the simple reason of difference. Visitors and tourists seek different experience when 
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going on vacation to another city, especially when they are living in a city themselves. It 

is therefore hard to determine whether or not people really want to meet the same 

factors in their chosen destination, as the ones they already have at home. This issue can 

on one side create a form of familiarity for the tourists, but on the other side it can also 

create boredom, frustration and sometimes even anger, as tourists that e.g. come from a 

far away country might expect to see a completely different city. Urban tourism 

management should therefore focus on the research part, even outside their own region 

or country, so that expectations, demands and opinions can be collected, analyzed and 

worked with before the tourists arrive to their destination of choice. This way, the 

development of a city can be directed and is ensured to be forwarded into the right 

direction. 

It remains crucial that the tourism planners keep the citizens and their wellbeing in 

mind, and a balanced development of both sectors is needed in order to ensure a 

successful tourist city, where both the visitors and the inhabitants feel comfortable and 

welcome. The tourism development should therefore focus on unique attractions, things 

that e.g. are directly related to the destination of Växjö, and more importantly, that are 

already accessible and developed. Local inhabitants could perhaps accept tourism 

activity on already existing sites and places more easily and can be insured that no 

changes are being inflicted upon their living space. Perhaps, local and more familiar 

resources, such as the discussed “green tourism attractions” of Växjö (e.g. the wooden 

apartment buildings and other environmentally friendly housing projects, and of course 

the wide ranging green environment in and around the city) should be used much more, 

and all interest groups would benefit from these; the tourists really experience unique 

and different holidays and trips, which would benefit the tourism planners both in terms 

of helping to direct further development and in an economic point of view, and local 

residents would still feel more related to “their” city (home) and could even contribute 

to the development, as they can support and assist in local manners that they are 

familiar with (consulting), this could even result in new jobs and a naturally growing 

tourism industry in the region (Ashworth 2003). This is a good example of Ashworth’s 

“urban ecological approach of tourism”. 

We have also discovered that business tourism is an important part of the city’s tourism 

development. And while this market segment can boost large profits for the city (e.g. 
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business hotels and conference businesses), focus must also be put, and remain on the 

other market segments of tourism (e.g. accommodations such as hostels, cottages or bad 

and breakfasts, entertainment services, such as guides (fishing, nature, culture), 

restaurants, parks and museums, shopping facilities, etc). These are the cornerstones of 

(urban) tourism in Sweden and if effectively developed, these mostly smaller businesses 

can often create a strong and efficient network that a) creates a magnificent service for 

tourists and b) also generates growing profits over time (Page 2002). This balance of the 

development of tourism market segment appears vital for a successful tourism 

destination, as all parts of the targeted market must be met, in order to ensure the best 

service and the most visitor comfort. 

The focus on business tourism does have another positive side, which strongly argues 

with the above statement about the “unique”. As we have concluded earlier, business 

tourism lures mostly business tourists to the city. As business tourists are much less in 

number and spend most of their stay inside the hotel or conference area (except for 

occasional visits to restaurants or a few collection of shopping stores), they do not 

greatly interfere in the normal city atmosphere. Local residents would therefore not 

notice them as much as leisure tourists and would not be disturbed by their presence. 

Also, business tourists normally have a greater budget than leisure tourists. 

My final conclusion of this work is therefore that it remains rather difficult to conclude 

a final, best solution for the future of Växjö’s urban tourism development. Many factors 

are correlating and playing an important role in the balance of acceptable tourism 

activity within the city. 
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