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Abstract  
Sweden is a country with a lot of tourism that is dependent on nature as a touristic resource. 

Nature itself is a complex concept with different interpretations. In this thesis, the social 

construction of the Swedish nature as a touristic attraction is scrutinized. A total of 671 visual 

images with belonging descriptive texts has been collected from an online image bank where 

information about Sweden is available for foreign marketers. The material was analysed in 

order to answer questions about how the Swedish nature and the touristic approach to it are 

presented, how nature features are assigned to it and how the relationship between nature and 

humans is presented. The composition and portraiture of the images and prominent themes and 

patterns in the textual descriptions have been identified as well. The theoretical framework is 

based on discourse theory, while the methodological framework is based on inspiration from 

both discourse analysis and content analysis. The result revealed that Swedish nature is 

presented as part of the rural Sweden with mountains, forests and littoral areas as the main 

elements. Swedish nature is foremost portrayed as wild and authentic, but also as sublime and 

pristine to a lesser extent. It is also portrayed as a place for touristic activities with a focus on 

the outdoors and physical activity. The relation between nature and humans differ, but the 

Swedish people are portrayed as more connected to nature than tourists.  

Keywords: Nature - culture relations, Sweden, Text analysis, Tourism, Visual analysis.  

1. Introduction 
Nature is an important component of the Swedish tourism (Fredman and Tyrväinen, 2010; 

Sahlberg, 2004), and for tourism in general (Lundmark, et al. 2011; Urry, 1995). It has even 

become the reason for the emergence of a form of tourism that focuses especially on nature. 

This type of tourism is called nature-based tourism, or nature tourism (Wilson, 1992) and is 

currently one of the fastest growing forms of tourism (Matilainen and Lähdesmäki, 2014). As 

the name indicates, this type of tourism is dependent on nature and focuses on nature experi-

ences (Fredman et al., 2012; Lundberg and Fredman, 2012).  

Tourism is a complex concept (Cooper and Hall, 2008; Holden, 2005; Lundmark et al., 2011; 

Syssner, 2011), and so is the concept of nature (Williams, 1985). Within the tourism industry, 

nature is presented to be separated from the human world (Hultman and Andersson Cederholm, 

2006). It is a concept with a lot of different connected approaches (Nordström and Saltzman, 

2014), and its’ complexity has even given it the title of the most complex word in the language 

(Williams, 1985). Its’ complexity raises questions about what nature really is. A common 

approach is that nature is everything that exists, which not is a product of human activity 

(Robbins et al., 2014) and is viewed as the opposite to humans (Bennett and Chaloupka, 1993). 

In this thesis, nature is not approached from a natural scientific approach, which is very 

common (Nordström and Saltzman, 2014), this thesis applies a social scientific approach. Here, 

nature is understood as a social construction that is influenced by the social society and vice 

versa.    

Sweden is frequently associated with nature and natural components (Fredman et al., 2006; 

Pitkänen and Vepsäläinen, 2006) such as forests, mountains, lakes, snowy winters (Pitkänen 

and Vepsäläinen, 2006), and wild moose (Fredman et al., 2006). Tourists often associate nature 

with scenic landscapes (Lundmark et al., 2011) and travel to destinations with the intention to 

explore the sights that they have seen in marketing materials. In general, landscapes with 

dramatic topography and a variety of colours are considered to be scenic. Examples of land-

scapes that are important for the Swedish tourism are the ocean, the forests, the mountain areas 

and nature close to urban areas (Lundmark et al., 2011). If the tourists’ expectations are not 
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met, the satisfaction of the journey will not be confirmed (Oravec, 1996). The Swedish 

archipelago for example, is often marketed with visual images of bays, cliffs, red cottages, 

boats, piers and boathouses (Heldt Cassel, 2011), which the tourists expect so see when they 

visit the archipelago.  

Tourism marketers construct, market and sell images of destinations through the creation of 

demand and expectation. The marketer with the most power gets the opportunity to dominate 

and decide what image of Sweden that is communicated to potential tourists (Aronsson, 2011). 

An efficient way to communicate different messages to tourists is by the use of visual images 

(Davison, 2014), which can invite them to a destination and bring forth an interest (Özdemir, 

2010) or a personal connection to the destination (Hunter, 2016; Ye and Tussyadiah, 2011). 

Previous research about tourism and visual images has foremost focused on images produced 

by tourists themselves, and not on images produced and used to market tourism destinations 

(Hsu and Song, 2014). This master thesis, on the other hand, focuses on visual images that are 

produced and used by tourism marketers in order to attract tourists to Sweden through the 

presentation and marketing of the Swedish nature.  

1.1 Aim and research questions  
The aim of this thesis is to scrutinize the social construction of the Swedish nature as a touristic 

attraction, which leads to the following research questions: 

- How is the Swedish nature presented in the images and how are the images composed? 

- How is the Swedish nature presented in the textual descriptions of the material and what 

themes and patterns appear? 

- How are the features of the wild, the sublime, the authentic and the pristine assigned to 

the Swedish nature in the material? 

- How is the relation between nature and humans presented in the material, and what place 

or role do different humans have in the Swedish nature? 

- How is the touristic approach to the Swedish nature presented? 

The reason why the Swedish nature was chosen is because Sweden is a country where nature is 

an important tourism attraction (e.g. Fredman and Tyrväinen, 2010; Fredman et al., 2012). A 

more detailed description of Sweden, the Swedish nature and tourism can be found under the 

heading Nature and Swedish tourism in chapter 3, Previous research. 
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2. Previous research 
This chapter presents previous research about Swedish nature and its relation to tourism, but 

also research about nature as a social construction and different features of nature.  

2.1 Nature and Swedish tourism 
Nature is an important tourism attraction for Swedish tourism (Fredman and Tyrväinen, 2010; 

Fredman et al., 2012), and a central element for its future development (Sahlberg, 2004). The 

forests, rocky landscapes, lakes and the white winter have become symbols of Sweden and the 

rest of the Nordic countries (Pitkänen and Vepsäläinen, 2006). Another important element is 

The Right of Public Access1 (Hultman and Andersson Cederholm, 2006; Sahlberg, 2004), 

which has become a symbol for democracy in Sweden (Hultman and Andersson Cederholm, 

2006). Other examples are the opportunities to go fishing and hunting (Lundmark et al., 2011; 

Sahlberg, 2004) or natural assets such as the Swedish archipelago, the woodlands and the wild 

fauna. All these have an important touristic attractiveness (Sahlberg, 2004). Two examples of 

political and cultural symbols that are connected to nature and constitute an essential part of the 

Swedish tourism identity are the Dala horse2 and the moose. Both are part of discourses of 

Swedishness and refer to nature. The Dala horse represents the rural heritage and a romanticized 

view of pre-modern Sweden while the moose embodies the representation of Swedish wilder-

ness (Fredman et al., 2006). The Swedish moose is an attraction itself for foreign tourists and a 

valued sight (Bohlin, 2011).  

Water is a highlighted element for the Swedish tourism. The hydrology in Sweden is massive 

and consists of lakes, watercourses and coastlines. Several touristic activities are dependent on 

water, which makes water an important part of the Swedish tourism (Bohlin, 2011). The Swe-

dish archipelago is an important component that often is associated with words such as freedom, 

tradition, summer, relaxation, idyll, clean and natural. It has become a haven for people who 

want to escape the stressful urban life or anxiety regarding environmental problems (Saltzman, 

2007). It is approached as part of the Swedish countryside, where a lot of Swedes travel during 

the summers in order to spend their holiday. The archipelago of Stockholm is such a popular 

touristic destination, that the population is doubled during the summer in relation to the winter 

months (Heldt Cassel, 2011).  

Norrland, the northern part of Sweden, is described by Sahlberg (2001) as a geographic area 

with internationally competitive components. The mountain region in Norrland offers outdoor 

recreation opportunities all year round (Fredman and Lindberg, 2006) and is essential for the 

Swedish tourism (Bodén, 2011; Fredman and Lindberg, 2006). Two internationally competitive 

components are the polar circle and the Sami culture. The polar circle is described as a host of 

exotic landscapes, northern lights and the midnight sun. It is also the home for the Sami people. 

The Sami culture is part of the touristic attraction of the polar circle, and people from all over 

the world are interested in touristic experiences which offer a visit in the Sami environment 

(Sahlberg, 2001). Local people and nature can be seen as socially constructed touristic attrac-

tions. Local people is often portrayed in tourism material as part of nature and described as 

sublime and awe-inspiring (Hultman and Andersson Cederholm, 2006). This has led to a tour-

istic image of local cultures and nature as pre-modern, fragile and mysterious (Hultman and 

Andersson Cederholm, 2006). The Sami tourism is affecting the Sami people, both negatively 

and positively. It can generate new job opportunities and is at the same time spreading 

knowledge about the Sami culture. However, a risk with this form of tourism is that the Sami 

culture can be over commercialized and that the Sami people can be portrayed as nothing more 

                                                           
1 The Right of Public Access provides everybody who are in Sweden the right to roam the Swedish countryside 

(Swedish Environmental Protection Agency 2016).  
2 A Dala hourse is a carved wooden horse, painted in cheerful colours (Fredman et al. 2006). 
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than a touristic attraction. Staged attractions and experiences of Sami culture can lead to nega-

tive consequences and create a synthetic image of how Sami culture “shall be” (Pettersson, 

2006). A common touristic idea of how the Sami culture shall be is as part of the wilderness, 

where the Sami culture is included into the tourists’ perception of what wilderness is (Wall-

Reinius, 2012). 

In some regions, nature is portrayed as exotic in order to attract tourists to Sweden. Entrepre-

neurs develop new ways to turn natural resources into touristic resources. An example of such 

place is Jukkasjärvi. It is an old Sami marketplace located next to the river of Torne älv in the 

north of Sweden. Touristic journeys to Jukkasjärvi are culturally characterized with natural 

influences. Tourists travel there in order to get “back to nature” and experience the original 

culture that the contemporary human is distanced from. The greatest attractiveness is the hotel 

made of ice – the Icehotel, which is a touristic icon for Sweden (Sahlberg, 2004). The founder 

of the Icehotel turned the exotic nature elements of snow, ice, coldness and northern lights into 

an attractive touristic concept (Bohlin, 2011; Strömberg, 2011).  

2.2 Perspectives on the concept of nature 
Nature is a complex concept with a range of approaches (Nordström and Saltzman, 2014). 

According to Williams (1985), nature is the most complex word in the language. Its’ definition 

has changed over time and varied between different cultures (Rehling, 2002). Nature is some-

times viewed as the opposite and contrast to humans, something that has been done for a long 

time (Bennett and Chaloupka, 1993). This view describes the natural world as separated from 

humans, something that Robbins et al. (2014) problematize; 

“The natural world, everything that exists that is not a product of human activity; often put in 

quotes to designate that it is difficult if not impossible to divvy up the entire world into discrete 

natural and human components” (Robbins et al., 2014, p 121).  

Even though nature is socially separated from culture in some contexts, it is present in many 

peoples’ lives (Rehling, 2002). People who work with agriculture, fishing, hunting or herding 

are reminded of this on a daily basis while people from the cities often approach nature as 

something remotely (Andersson and Cocq, 2014). Humans are connected to nature culturally, 

and many people involve nature into their life. Nature has a cultural meaning for people and 

functions as a cultural heritage (Nordström and Saltzman, 2014). Another way in which nature 

is present for humans is in the media and popular culture where it is mediated through photo-

graphs, films, written texts and oral communication (Wilson, 1992). Nature components have 

a central part in the popular culture and are widely used as adornment objects in things such as 

peoples´ homes, calendars and greeting cards. In greeting cards, for example, the images of 

nature are selective and idealized. This shapes how humans approach nature, but also the human 

world. When selective and idealized images are used, it contributes to the preservation of these 

approaches. This process reinforces the contrast between nature and culture (Rehling, 2002). 

According to Chaloupka and Cawley (1993), nature is an artefact of language, exactly like all 

other topics that humans talk about. Wilson (1992) problematizes how nature is talked about, 

copied, lived and worked with in the contemporary society. He approaches nature as socially 

constructed and that people’s perceptions of nature are affected by rhetorical constructions that 

present nature, for example, photographs or advertisements. It can also be shaped by different 

institutions such as tourism, educations or religions. Cronon (1996) describes the human per-

ception and relation to nature as follows: 

“What we see in nature and what we say about it reveal as much about who we think we are as 

about what we think nature is” (Cronon, 1996, p 219).  
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Robbins et al. (2014) describe how nature is socially constructed and that peoples’ perceptions 

of nature are influenced by other people. Information and interpretations of nature are ex-

changed between different people and affect how nature is understood. This information creates 

images, assumptions and ideas about how nature is. These perceptions are socially constructed 

and are products of social beliefs, processes, ideologies and history. According to Macnaghten 

and Urry (1998) and Williams (1985), there is no singular nature but rather a variety of different 

natures, which are constituted socially, geographically and historically. Peoples’ ideas of nature 

are not implemented into their brains when they are born but are rather products of culture, 

media, education and similar which have developed and transformed through history 

(Carbaugh, 1996).  

Japp and Japp (2002) describe how nature is related to the “good life” of humans. The contem-

porary good life is influenced by the ownership of commodities, and the use of nature as a 

relaxation escape from the urban cities and their fast pace. The ownership of many commodities 

is considered to play an important role in the contemporary consumption society, and natural 

resources are essential for the production and consumption of these commodities. Nature as a 

relaxation escape is a spiritual and psychological resource which can be consumed, but in an-

other way than the commodity centred approach. Nature itself becomes a commodity that can 

be owned and used. Nature areas are turned into recreation retreats, which humans can travel 

to and escape the stressfulness of the modern urban life (Japp and Japp, 2002). However, this 

approach is simplified since there are more relations between humans and nature than these 

provided by Japp and Japp (2002). In their approach, there is no place for the authentic and 

sublime approaches to nature, where nature is seen as something highly great, authentic, 

inaccessible and praised. Nor is there place for interpretations and merges between the two 

lifestyles. When nature is communicated as a provider of resources which can be turned into 

commodities, or function as a retreat for urban people, several aspects are missing. Following 

paragraphs will present other approaches, and broaden the perspective of Japp and Japp (2002).  

2.3 Nature features 
The research about discourses, nature relations, and nature features has grown strongly in Swe-

den during the recent decades. A few examples of Swedish researchers who have conducted 

studies are Anshelm (e.g. 2000; 2004; 2012), Hedrén (e.g. Hedren 1994), Nordlund (e.g. Mårald 

and Nordlund, 2010), Mårald (e.g. Mårald, 2008; Mårald and Nordlund, 2010), Saltzman (e.g. 

Andersson and Cocq, 2014; Nordström and Saltzman, 2014; Saltzman, 2014; Saltzman, 

Sjöholm, and Gunnarsson, 2016) Svensson (e.g. 2011), and Sörlin (e.g. Jørgensen and Sörlin, 

2014). Four features of nature will be described in the following paragraphs, where nature is 

given different functions. These four functions will later be used in this thesis in order to analyse 

and discuss the material. 

2.3.1 The authentic  

Nature is often understood as the good, the original and the authentic (Bennett and Chaloupka, 

1993; Phelan, 1993). If something is natural, it is automatically considered as right while some-

thing described as unnatural is considered as wrong (Schnack, 2009). Authenticity is a concept 

which is of major importance for contemporary people (Zhou et al., 2015) and is associated 

with components such as reliability, trustworthiness, originality, realness, genuine and true in 

substance (Ram et al., 2016).  

In relation to nature, one topic concerns the authentic value of natural landscapes or ecosystems, 

and whether they can be authentic or not if humans have interacted with them. According to 

Dudley (2011), all ecosystems in the world have been modified by humans and there are no 

untouched ecosystems left. He argues that even ecosystems which humans have interacted with 
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shall be considered as natural and authentic, even though this is against the common under-

standing of the topic. Brook (2006) describes a similar approach, where damaged landscapes 

that have been restored by humans are considered as inauthentic, even if the restoration has 

turned the landscapes into replicas of how they looked earlier. She identifies problems with this 

approach and explains that humans are part of nature and that human interaction with for 

example landscapes should not make the landscape lose value. A similar discussion is brought 

by Dizard (1993), who questions the idea of prohibiting human activity in areas which shall 

remain “natural”. He discusses that if human activity is banned, that must indicate that humans 

are considered as unnatural, by humans themselves.  

Hultman and Andersson Cederholm (2006) write about three aspects of authentic experiences 

in relation to touristic experiences; the origin, the unique and the existential. According to 

Andersson Cederholm (1999), the concept of origin is connected to the notion of the preser-

vation of cultures or natures in their original form. Hultman and Andersson Cederholm (2006) 

give an example of how this is implemented within the Swedish ecotourism sector, where local 

guides are understood as more authentic and trustworthy than well-trained non-local guides. 

The expectations on a local guide are connected to knowledge about nature and traditional 

culture, but there are also expectations on the guide to be inherent, mysterious and essentialist. 

They are seen as more origin that non-local guides. The concept of uniqueness is more related 

to the relation between the tourist and the tourism industry than the relation between the tourist 

and the destination. Tourists seek unique experiences with influences of nature and culture, 

rather than nature and culture which are connected to a specific geographical destination. The 

experience can take place anywhere, but has to create a sense of place and tradition.  

Within the marketing of ecotourism, nature is used as a medium for the reach of such experi-

ence. Words such as calmness, freedom and silence are used to describe experiences far away 

from the everyday stress that the contemporary society is influenced by. The tourists are prom-

ised experiences in the healing and mystical presence of nature. This aspect of authenticity is 

not connected to the visit of a specific natural landscape, but rather a certain experience which 

generates a way of feeling and thinking. Nature per se is not as important for this aspect of 

authenticity as it is for the origin aspect. The important component is the experiences of nature. 

What is experienced as authentic and unique or not is individual, and determined by the person 

who experiences (Hultman and Andersson Cederholm, 2006).  

2.3.2 The sublime 

A concept that is connected to the authenticity of nature is sublimity, a concept associated with 

what is natural, and the authentic value and originality of it (Oravec, 1996). The sublime con-

cept is a romantic and aesthetic description of nature (Canniford and Shankar, 2013; Civitarese, 

2014; Cochrane, 2012) characterized by words such as greatness, pleasure, attraction, and 

admiration. The social construction of sublimity is used by humans to evoke emotional 

responses towards nature. The sublime description has been used for different purposes. It has 

for example been used to attract tourists to specific places and has long been a central compo-

nent of how humans perceive, experience and talk about nature (Oravec, 1996).  

The importance of the human experience of the sublime is highlighted by Cochrane (2012). An 

essential part of this experience is the feeling of fear (Cochrane, 2012; Colley, 2010). It is not 

pure fear, but a feeling of both fear and attraction described as “a feeling of self-negation” 

(Cochrane, 2012). It is a mix of delight and fear, which the natural grandeur can reanimate 

among people (Colley, 2010). Mountains, oceans, storms and starry skies are examples of 

natural components which are seen as sublime phenomena (Cochrane, 2012). Sublime nature 

is a common icon in advertisements, where nature is presented as pristine, noble and admired. 

Advertisements usually portray the ideal image, rather than the reality. Visual images that are 
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used to present sublime nature usually have a wild setting with little human presence. The 

images are often taken from a higher and distant perspective and make the observer feel both 

within the image and outside of it (Corbett, 2002). 

Cronon (1996) describes how important the concept of sublime nature was in the United States 

during the nineteenth-century. The site of sublime nature was important since the United States 

was considered to be the only nation with sublime, pristine and untouched nature. The sublime 

became a cultural symbol for the nation, and places such as the Niagara Falls became a repre-

sentation of the sublime nature. The falls even became such an important representation, that 

during the twentieth century, the water flow of the falls was manipulated. This manoeuvre was 

done in order to make sure that the falls stayed a natural beauty sight that could continue to 

amaze tourists. Massive amounts of time, energy and money were spent on the manipulation of 

the water in order to establish the ideal form of natural wonder.  

2.3.3 The pristine  

As demonstrated in the two last subparagraphs, the concept of the pristine is connected to the 

concept of the sublime. The word is used to describe nature of high value, which is untouched 

by humans (Brook, 2006; Brunbjerg et al., 2016). For example, Schnitzler (2014) describes 

how pristine forest areas in Europe are rare and that those areas only can be found in Eastern 

and Northern Europe. Hennessy and McCleary (2011) write about the Galápagos Islands and 

how the islands are portrayed as pristine nature. They analyse the concept of pristine nature and 

describe how they see nature as something not separated from culture and the society, but rather 

a social construction highly connected to the society. The Galápagos Islands are often described 

as a natural paradise, but Hennessy and McCleary (2011) argue that this is not true. They 

describe how the nature on the Galápagos Islands is a social production rather than a natural 

and historically accurate place.  

Corbett (2002) gives examples of how pristine nature are presented in advertisement images. It 

can be pristine white sand beaches, mountain peaks covered by snow with pine trees in the 

foreground, a meadow with flowers, a clear creek which streams through the landscape or 

whales and glaciers under a sunny sky (Corbett, 2002).  

2.3.4 The wild 

Wilderness is a social construction (Cronon, 1995; Robbins et al., 2014; Saarinen, 2016), which 

has been changed and shaped over time (Saarinen, 2005). The contemporary approach to 

wilderness is influenced by authority. Wilderness is prized, mapped out and protected through 

reserves. It is often associated with high latitudes (Sæthórsdóttir et al., 2011) and natural areas 

that are interpreted as wild, remote, open and unrestricted (Saarinen, 2016). It is considered as 

important, desirable and at the same time a touristic destination. An approach with contrast to 

this comprehension of wilderness can be found in material from the eighteenth century. Back 

then, landscapes which were considered to be wilderness were described by words such as 

savage, deserted, desolate and barren (Cronon, 1995). The comprehension of wilderness is 

deeply connected to individual and collective practices (Saarinen, 2016).  

A wild place is considered to be dangerous and unpredictable, separated from a “normal” 

everyday place (Chaloupka and Cawley, 1993). The natural world is often seen as something 

wild. Its earthquakes and volcanos, storms, floods, hurricanes, avalanches, and droughts are a 

few examples of nature phenomena which justify how wild nature can be (Chaloupka and 

Cawley, 1993). Areas considered to be wilderness are often portrayed as distanced from humans 

(Robbins et al., 2014; Øian, 2013) and in need for that distance. However, tourists have been 

considered to be the only viable users of these areas (Saarinen, 2016). This separation between 

nature and culture has been challenged. Cronon (1995) and Saarinen (2016) are critical to how 

nature is separated from culture and how the concept of wilderness is formed. Saarinen (2016) 
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requests a new approach to the question of the relation between culture and nature. According 

to him, approaches with a sustainability focus are needed, where not only ecological integrity 

is taken into consideration, but also social equity and economic empowerment.  

An example of an area that is considered to be wilderness is the boreal forest in Sweden. It is 

part of the circumpolar boreal region and is often considered as pure wilderness even though 

humans have had an impact on the forest since the last ice age (Johnson and Miyanishi, 2012). 

The majority of the forests in Sweden are cultivated and continuously harvested. Despite this, 

many tourists from Southern Europe approach the Swedish forests as wild and dangerous 

(Bohlin, 2011). Tourists consider wilderness to be an area with wild animals, pristine nature 

and low human interaction (Wall-Reinius, 2012). The presence of animals is a central part of 

the concept of wilderness, and animals can in some cases be interpreted as icons of wilderness. 

When larger carnivores such as wolves, bears, lynx or wolverines live in an area, their presence 

contributes to the credibility of labelling that area as wilderness (Øian, 2013). 
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3. Theoretical framework  
This chapter presents the theoretical framework of this thesis, the discourse theory.  

3.1 Discourse theory 
Discourse as a concept has been used both within the social sciences and humanities since the 

1970’s (Wodak et al., 2009). It has been implemented in various ways by researchers, which 

has caused an understanding of discourse as an abstract concept (Winther Jørgensen and 

Phillips, 2000). A discourse can be seen as a process of social and cognitive components 

(Strauss 2014), a way of talking about and understanding the world (Winther Jørgensen and 

Phillips, 2000). Hajer (1997) uses the term ‘mode of talking’ in his brief description of discourse 

as a concept. A more detailed description of him is presented in the quotation below;  

“Discourse is here defined as a specific ensemble of ideas, concepts, and categorizations that 

are produced, reproduced and transformed in a particular set of practices and through which 

meaning is given to physical and social realities. As such, physics is an example of a discourse, 

but the radical environmentalists have their own discourse too. The former is proceed, repro-

duced, and transformed through practices like academic teaching, laboratory experiments, and 

peer-reviewed journals. The latter is produced through the actual practising of an alternative 

lifestyle, independent protest meeting (instead lobbying), reference to Walden or the noble 

savage, a specific myth about the nature of nature, and the negation of a culture of 

commercialism and consumption” (Hajer, 1997, p 44).  

The definition of discourse in this thesis relies on the definition above by Hajer (1997), while 

the theoretical framework focuses on a mix of two different discursive approaches. This mix is 

a combination of approaches by Fairclough (e.g. Fairclough, 1992; Fairclough, 1995; 

Fairclough, 2001) and Foucault (e.g. Foucault, 1972; Foucault, 1979; Foucault, 1993). The per-

spective of Foucault focuses on discursive practices as constitutive of knowledge and the 

conditions of transformation of knowledge (Fairclough, 1992). He uses the concept of discourse 

as a phrase to collect all written or uttered expressions, divided into different practices which 

produce a certain kind of opinions (Foucault, 1993). His aim is to clarify structures in society 

and to identify what is considered as true or false (Winther Jørgensen and Phillips, 2000). He 

focuses on how discourses operate and are transformed (Hedren, 1994). Fairclough, on the other 

hand, identifies his own use of the concept of discourse as more narrow than other social 

scientists in general. According to him, discourse is a practice that represents, signifies, consti-

tutes and constructs the world in meaning. It is a mode of action and a mode of representation, 

constrained by social structures (Fairclough, 1992; Fairclough, 1995). 

Discourses have been, and are, constructed by humans during different times and at different 

places (Robbins et al., 2014) According to Foucault (1993), the subjects of humans are some-

thing that is socially produced, and not innate. Historically, the discourses have been shaped 

and maintained by social institutions which at that time were considered to be important. 

Contemporary examples of such institutions are universities, laboratories, hospitals or govern-

ments. These institutions communicate understandings of what is true or false. The understand-

ings are then implemented into the society, and intercepted by the human citizens of the society 

(Robbins et al., 2014). Foucault (1993) describes that the production of discourses is controlled, 

organized and distributed through different procedures, which are highly influenced by power 

relations and threats in society. One example of such procedure is the inclusion and exclusion 

procedure. There are social rules and norms about what is acceptable to talk about or not and 

when to talk about it. Restrictions about who are allowed to talk about certain topics are also 

present. The exclusion procedure excludes topics, occasions and people depending on what is 

socially acceptable or not.  
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Discourses are productive and powerful, which human actions are produced through. The con-

cept of power is an essential component of the discursive approach of Foucault. He describes 

the power in society as present everywhere, just like discourses. Foucault is certainly interested 

in how the power of institutions and technologies in relation to discourses occurs and functions 

(Foucault, 1979). Dominant discourses which arise within powerful institutions are dominant 

due to their connection to the institutions, but also due to the fact that these discourses are 

claimed to be the absolute truth (Rose, 2012). This creates a connection between the concepts 

of power and knowledge, two concepts that cannot exist without each other (Foucault, 1977).  

According to Fairclough (2001) language is an important component for the concepts of dis-

course and should be seen as a form of social structure. The ways in which people communicate 

with each other are influenced by social institutions and their structures and forces. However, 

Fairclough (1992) points out that the relationship between discourse and social structure needs 

to be considered as dialectic, which according to him means that it is socially shaped, but at the 

same time, it is also socially shaping (Fairclough, 1995). Hedren (1994) describes how peoples’ 

language is connected to their perceptions and affects how they understand things, but that it 

also is connected to how people describe and interpret their operating environment. The 

language can be understood as a medium for the production of reality and meaning. Discourses, 

ways of speaking about the world, are giving meaning to the world but are also affecting the 

self-understanding of humans. According to Fairclough (1995), any language use consists of 

discursive effects in the form of social identities, social relations and systems of knowledge and 

belief, which are reproduced, maintained and transformed by the use of language and vice versa 

(Fairclough, 1992). Fairclough uses the word ‘text’ when he describes the produced products 

but further explains that he uses that word as an umbrella term. The produced product can be a 

text, but it can also be a visual image or a speech for example. (Fairclough, 1992; Fairclough, 

1995).  

Components of Foucault’s approach that are implemented into this thesis are structures of 

power relations and the production of knowledge, but also the exclusion and inclusion proce-

dure. According to Rose (2012), the discursive work of Foucault has had an important influence 

on studies about the visual culture. This makes it important to involve the approach of Foucault 

into this thesis. Components of Fairclough’s approach that are implemented into this thesis are 

his approach to language use as consisting of discursive effects, language as a social structure 

and the relationship between social structures and discourses as dialectic.  
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4. Materials and methods 
This chapter presents the methodological framework of this thesis. The used method has been 

designed with inspiration from the discourse analysis and content analysis but is not a pure 

product of none of them. The following chapter gives a description of the implementation of 

the two methodological frameworks, a clarification of the used method, and ethical 

considerations. 

4.1 The mix of content analysis and discourse analysis 
According to Berg and Lune (2014) and Hajer (1997), it is possible to combine a content anal-

ysis with a discourse analysis since the content analysis is examining discourses by considering 

the language used in different communications (Berg and Lune, 2014). It can be relevant to 

specify the content of the material in a discourse analysis because that analysis could be parable 

to an ensemble of ideas, concepts and categorizations (Hajer, 1997). A content analysis can be 

applied to examine artefacts of social communication (Berg & Lune 2014) or describe aspects 

of how for example images represent procedures, people, occasions and interrelations between 

these aspects (Bell 2001). The method is empirical and has become widely used in Media 

Studies and has been an important provider of evidence for several decades (Bell 2001). 

Different disciplines such as the psychology, sociology, criminology, political science, educa-

tion, journalism, business, and art have also used this type of method widely (Berg & Lune 

2014). The method is of systematic and observational character. For example, it could analyse 

the representation of events, situations or humans in visual images (Bell 2001). Content analysis 

is an objective (Bell 2001; Rose 2012; Berg & Lune 2014) method  that can be used to quanti-

tatively generalize visual representations (Bell 2001).  

The method of discourse analysis was introduced by Foucault (Winther Jørgensen and Phillips, 

2000) and is a method with a diverse study area (Fairclough, 1992). It is used by researchers 

(Fairclough, 1995) such as social theorists or analysts (e.g. Foucault, 1972), linguists (e.g. van 

Dijk, 1997) and political scientists (e.g. Hajer, 1997). A discourse analysis is used to analyse 

the patterns and social contexts, which are part of one or several discourses (Winther Jørgensen 

and Phillips, 2000). The focus in a discourse analysis is directed towards the social contexts 

and effects within discourses (Fairclough, 1992). When the method is used to analyse different 

materials, questions about how and why the material is designed or formed in a certain way are 

asked, but also if the material could have been designed or formulated in another way (Berglez, 

2010; Fairclough, 1995). The representations, differences and social merges of meanings in the 

material are of interest to analyse in a discourse analysis (Hajer, 1997). 

Different researchers approach the concept of discourse in various ways (Fairclough, 1992). 

This together with the broad variety of projects where discourse analysis is used as a method 

makes it difficult to identify a particular correct way to conduct a discourse analysis. As 

described in the theoretical framework chapter, this thesis focuses on a mix of discursive 

approaches by Fairclough (e.g. 1992) and Foucault (e.g. 1993). Discourse analysis is 

appropriate to use not only when analysing texts, but also other symbolic forms, such as visual 

images (Fairclough, 1992; Fairclough, 1995), a speech or a TV-show. The production of these 

different objects has been influenced by cognitive, social, cultural, economic and political qual-

ifications. These qualifications need to be found and understood in order to conduct an analysis 

and understand the object’s stand in society. A text could be for or against different agendas in 

society. In order to understand this, underlying and hidden aspects have to be identified. This 

can be done with a discourse analysis, which pursues the reasons to why for example a text is 

designed the way it is. It strives for the identification of the unconscious sociocultural processes 

behind the text (Berglez, 2010). 
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4.2 Collection and organization of material 
The material of this thesis was collected from an image bank called Image Bank Sweden, con-

nected to the website of www.sweden.se, which is a website that provides facts about Sweden. 

The Swedish Institute, Business Sweden, VisitSweden, the Swedish Government Offices (in-

cluding the Ministry of Foreign Affairs, the Ministry of Culture and the Ministry of Enterprise, 

Energy and Communications) are responsible for the website which is publicly funded 

(Sweden.se, 2016). The images in the database are free of charge for actors who wish to present 

and market Sweden abroad (Image Bank Sweden, 2016c). The image bank is administered by 

the Swedish Institute and VisitSweden, supported by the Swedish Government Offices, the 

Swedish Trade Council and Invest Sweden (Sweden.se, 2016). Before any images were 

collected from the image bank, contact was taken with the Swedish Institute with a request to 

use and publish the images in this master thesis. The request was approved, as long as screen 

shots of the images were used if any images were about to be published.  

In the image bank, there are available filters which enable the user to delimit the search accord-

ing to different categories. As illustrated in Table 1, nature is one of the area filters. That filter 

was used for the collection of images to this thesis. A total of 671 images with belonging 

metadata were collected between the dates of February 11th and February 12th 2016. What they 

had in common was that they belonged to the area filter of nature. As part of the organization 

of the material, a mapping of the filters and tags of the collected images was conducted in order 

to map out how the images were categorized. The result from that mapping can be found in 

Table 13, in Appendix 1. 

Table 1. All existing filters in the Image Bank Sweden 

Area Filter Style Filter Time Filter Region Filter 
Accommodation Scenery Day Stockholm 

Activities Close up Night Göteborg 

Culture Outdoor Winter Malmö 

Design Indoor Spring Northern Sweden 

Education and Research People Summer Central Sweden 

Food and Drink No People Autumn Southern Sweden 

Nature Action   

Society and Lifestyle Big File Format +40 

MB 

  

Symbols and Traditions    

The determination of material is crucial and has to correspond with the aim and research ques-

tions (Fairclough, 1992; Rose, 2012). Images can efficiently be used to communicate different 

agendas or messages (Davison, 2014). The image bank was chosen as the provider of material 

since it communicates information about Sweden, administered with the intention to market 

Sweden abroad. Images chosen by marketers are probably directed by several components, such 

as economic and political interests. The publication of visual images is often hardly regulated 

(Hunter, 2016), and images which do not work with the rest of the concept are excluded 

(Hultman, 2007). Therefore, it is of interest to analyse what images that are available in the 

image bank and what they portray. It is also of interest to analyse the belonging descriptive 

texts to the images since they also communicate information about Sweden, with marketing 

intentions. It is important to both analyse the images and the texts since they are presented 

together. An analysis of the images and not the texts could lead to the loss of important infor-

mation and vice versa. The photographers who have taken the chosen images carry discourses, 
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the people who are responsible for choosing the images carry discourses and the people who 

write the informational texts carry discourses. Therefore, a comprehensive analysis of the 

material can only be reached if both the images and the texts are analysed. A similar approach 

is implemented by Muftee (2014).  

All images that were collected from the Image Bank Sweden were collected through print 

screens from the website of www.imagebank.sweden.se, and not through the available down-

loading function. This was done due to a requirement from the administrators of Image Bank 

Sweden. Visible download buttons and other buttons have been clipped out from all print 

screens in order to make them less cluttered. Image 1 is an example of an image with belonging 

metadata; the descriptive text and the information on the side in the form of filters and tags. 

 
Image 1. ICEHOTEL (Jakobsson and Imagebank.sweden.se, 2011). 

The descriptive texts were copied from the website and then collected in a word document. The 

descriptive texts are in their original shape, which means that no corrections regarding spelling, 

repeated words or similar have been conducted. All images were given a random number 

between 1 and 671, in order to organize them. The descriptive texts got the same number as the 

image that they belonged to. Henceforth, the used example images in this thesis do not 

correspond to the original numbering. The numbering in this thesis corresponds to the order in 

which the example images are implemented. References to the responsible photographer and 

the Image Bank Sweden are implemented in relation to the images. The descriptive texts do not 

have connected authors and are therefore instead mentioned in relation to the ID-numbers of 

the images that they belong to.  

4.3 Analysis of material  
The analysis of the material is of both qualitative and quantitative character, where qualitative 

questions about “how” have been included, but also quantitative questions about “how much” 

(Öberg, 2011). The images and the descriptive texts have not been analysed simultaneously or 

in relation to each other. This separation has been conducted since several of the images have 

the same descriptive texts, and due to the fact that the descriptive texts do not always describe 

the images.  

4.3.1 Coding and analysis 1 

First, a quantitative coding of the images and a quantitative analysis of the texts were imple-

mented. The coding of images (e.g. Bell, 2001; Rose, 2012) can enable a quantitative propor-

tional and comprising overview of the material where the content, themes and patterns can be 

identified (Bell, 2001). The first step of the coding process was to develop the categorisation of 

a coding scheme, consisting of relevant variables that are used to describe different dimensions 
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of the images such as colour, position, size, settings or participants. When the variables are 

defined and correspond with the hypothesis of the thesis, appropriate values need to be 

identified. Each variable can consist of several values (Bell, 2001). The variables and values 

must cover all aspects of the images that can be of interest, not overlap each other and produce 

a division of imageries that will be coherent and analytically relevant (Rose, 2012).  

This coding was based on the four themes of the position of viewer, entities and phenomena 

related to nature, human entities, and other physical objects. These themes were chosen since 

the way an image is composed and created by a photographer can have an impact of how it is 

interpreted, but also because the content of the image can have an impact. Both human and 

nature entities are of interest to analyse since it is the social construction of Swedish nature as 

a touristic attraction that is the focus of this thesis. The themes together with their variables and 

values are presented in Table 2. The values can be single or in combination with other values 

from the same variable. Definitions of the different variables with belonging values are pre-

sented in Table 14, in Appendix 2.  

Table 2. Coding scheme for the first coding  

Variables Values 
Position of viewer 

Setting  Urban, rural, agricultural, forest, littoral, archipelago, open 

water, mountain landscape 

Photo distance Overall picture, medium picture, close-up picture 

Photo angle High-angle shot, low-angle shot, straight-angle shot, bird’s 

eye shot, ant’s eye shot 

Entities and phenomena related to nature 

Land cover Deciduous tree, coniferous tree, grass, bush, flower, green 

plant, moss and lichen, water, ice, water plant, soil, stone, 

gravel, sand, mountain, fell, cliff, rock surface, sea stack, 

snow, mushroom, berry, agricultural ground 

Natural material Flower, green plant, grass, mushroom, fruit, vegetable, berry, 

spider net, timber and wood material, stone, shell, ice 

Season Winter, spring, summer, autumn 

Time Day, night, morning, evening 

Weather  Sunny, cloudy, snowfall, rainfall, fog, windy 

Earth phenomena and astronomi-

cal phenomena 

Northern lights, rainbow, full moon, half-moon, shooting star, 

starry sky, fire 

Animal Domesticated animal, wild animal, no animal 

Classification of animal Carnivorous mammal, herbivorous mammal, bird, insect, 

arachnid, fish, amphibian, reptile, crustacean 

Human entities 

People Host, tourist, no people 

People gender Female, man, unidentified 

People age Child, youth, adult, senior, unidentified 

Other physical objects 

Political and cultural symbols Swedish flag, Three crowns, Swedish paintings, traditional 

costume, Sami costume and artefact 

Buildings and constructions Service, accommodation, religious, culinary, historical, cul-

tural, artistic, enabling, agricultural, unidentified, no buildings 

or constructions 

Transportation mode Water, road, rail, animal, off-road, air, motorized, non-motor-

ized 

Structures Vehicle, non-vehicle, energy, information, building, touristic 
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The coding was done in Microsoft Excel. Each variable received an individual spreadsheet 

where the belonging values were represented at the top of the spreadsheet. All names of the 

images were represented to the left of the spreadsheet and when an image corresponded to some 

of the values, a marker was put into that box. Figure 3 in Appendix 3 illustrates how the coding 

was performed. Before the coding work started, a test round of the variables and values was 

implemented in order to ensure the usability and suitability. Variables or values that were vague 

or could cause interpretation problems were reformulated.  

After the coding, a quantitative analysis of the texts was conducted in NVivo 11, which is a 

software program that enables the user to organize, analyse and find insights in the material 

(QSR International, 2016). First, all descriptive texts were imported into NVivo, and thereafter 

a word frequency test was implemented. That test showed the words that were most recurrent 

in the material.  

4.3.2 Coding and analysis 2 

As a second step of the analysis, quantitative coding procedures of qualitative character were 

implemented. The first round of this coding concerned how the four nature features that were 

presented in the chapter Previous research were assigned to the Swedish nature. Descriptions 

of how the four nature features have been interpreted for the analysis and coding can be found 

in Table 3.  

Table 3. Descriptions of interpretations of the wild, the pristine, the sublime and the authentic  

Features Interpretations in this thesis 
 

 

The wild 

Mediations of remotely and untamed presentations of nature with wilder-

ness character. The wild conveys feelings of desolate, barren and wild na-

ture where wild animals rule and humans only appear in the presence of 

temporary visits. Examples of components in images that can represent 

the wild are a brown bear in the woodlands or a barren mountain land-

scape without human presence.  

 

 

 

The pristine 

Mediations of intact, untouched, undisturbed and immaculate presenta-

tions of nature. The pristine convey feelings of pure original nature, far 

away from human presence both in the shape of societies or humans as 

tourists in nature. Examples of components in images that can represent 

the pristine are a wide view of a mountain landscape covered with snow in 

front of a mellow forest or an ecosystem where the flora and fauna domi-

nate.  

 

 

 

The sublime 

Mediations of aestheticized, romanticized, beautified, idealised and glam-

ourized presentations of nature. The sublime conveys feelings of grandeur 

and superhuman nature where nature is understood as superior humanity, 

and can also convey feelings of a mix between a feeling of fear and excite-

ment. Examples of components in images that can represent the sublime 

are a sky with dramatic clouds, snowy mountains or a foggy glade with 

mysterious lighting.  

 

 

 

The authentic 

Mediations of original, untouched and genuine presentations of nature, 

far away from the interruption of human interaction and impact. The 

authentic conveys feelings of nature as natural, real and true where eco-

systems are understood to be in their original appearances. Examples of 

components in images that can represent the authentic are old spruce 

trees in an old growth forest or an island in the archipelago with bare 

cliffs, seabirds and green tufts of grass, surrounded by deep blue water. 

 

The descriptions of the features have been designed based on how the features were presented 

in previous research. The images and the texts have been interpreted, analysed and coded based 
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on these descriptions. The images were coded in Microsoft Excel with the same approach as in 

the first coding, but the texts were coded in NVivo. The features were turned into nodes, which 

then were assigned to the different texts. Figure 4 in Appendix 4 illustrates how the coding was 

performed.   

The next round of this analysis concerned how the Swedish nature is approached as a touristic 

attraction. A touristic journey consists of several components, which can be divided into differ-

ent areas. One example of such division is conducted by Hanefors (2007), who mentions the 

four areas of traveling, staying, eating and doing. This division has formed the basis of this 

analysis and coding. How the different components have been interpreted in order to code the 

material are presented in Table 4. The images were coded in Microsoft Excel and the texts were 

coded in NVivo, as in the coding about the four nature features.  

Table 4. Descriptions of interpretations of the touristic components of eating, staying, 

traveling and doing 

Touristic categories Interpretations in this thesis 
 

 

Eating 

The component of a touristic journey with a focus on food and 

culinary experiences. Examples of images with culinary influ-

ences are people who have a picnic in the archipelago, a cou-

ple who visits a restaurant or two children who pick 

blueberries in the woodlands.   

 

Staying 

The component of a touristic journey with a focus on accom-

modation. Examples of images with influences from the cate-

gory of staying are the Icehotel in Jukkasjärvi, a tent in the 

mountain landscapes or a caravan next to a lake.  

 

Traveling 

The component of a touristic journey with a focus on traveling. 

Examples of images with influences from the category of 

traveling are an airplane in the sky, a couple who drives a car 

in the countryside or a train that sweeps through the terrain.  

 

 

 

Doing 

The component of a touristic journey with a focus on activities, 

such as relaxation activities, wellness activities, outdoor activ-

ities, sports activities, cultural activities or religious activities. 

Examples of images with activity influences are a family who 

skies in the mountain region, a couple who hikes in the wood-

lands or people in a sauna next to a frozen lake covered with 

snow.  

 

The last step of this analysis concerned how the relation between nature and humans is 

presented. The results from the first quantitative coding was used, where images that contained 

humans were analysed. The images were viewed and analysed in order to identify how different 

humans were presented as connected or unconnected to Swedish nature. The texts were 

analysed in NVivo, where the words of “tourists”, “Swedes”, “people”, “humans” and “Sami 

people” were searched for in order to distinguish how humans are presented in relation to Swe-

dish nature.  
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4.4 Ethical aspects  
Ethical considerations have been an important part of the methodological framework of this 

thesis, especially due to the use of visual images. The three areas of consent, anonymity and 

copyright are important to consider when using images in research. It can be difficult to reach 

consent and anonymity with the persons who are involved in the used images, especially if the 

images were taken while the persons were unaware. The people in the material can be identified 

and recognized against their will (Rose, 2012). As described earlier, the used images in this 

thesis have been collected from an online image bank. Thereby, the difficulty of reaching the 

involved people and ask them for permission to use images where they are visible is prominent. 

The possibility to inform them about the topic of the thesis, how it will be used or where they 

can find it is thereby gone. However, since the used images already are published in the image 

bank, the involved people have probably already approved the publication of the images. They 

have not approved the images to be published in this thesis, but one of the responsible stake-

holders of the image bank, The Swedish Institute, has approved the use of the images. Their 

only requirement was that the images should be collected through print screens where they were 

shown in their context, and not through the downloading function. This requirement has been 

met.  

The same issue can be raised in the light of copyright considerations, where the photographer 

of the image is the owner. The employer of the photographer could also own the copyright 

(Rose, 2012). The used images in this thesis are owned by the photographers and the Image 

Bank Sweden. On the website of the image bank, terms and conditions of use are available for 

anyone who wants to use the images, and there are Visit Sweden and The Swedish Institute the 

stakeholders which are communicated as the owner of the copyright of the whole Image Bank. 

A requirement that is mentioned in the terms and conditions of use is that when an image is 

used, the name of the photographer shall be visible in adjacent to the image. The reference shall 

be written as follows: photographers name/imagebank.sweden.se (Image Bank Sweden, 

2016a). This requirement has been met in this thesis as well, where the references have been 

written as follows: (photographers surname and Imagebank.sweden.se year), e.g. (Jakobsson 

and Imagebank.sweden.se 2011). The year when the image was created has also been included 

in the references of the images, in order to follow the appearance of academic referencing 

systems where the year of the publication often is included (Neville, 2010). The belonging texts 

to the images have no specific author and are thereby referenced to their connected image. Each 

quoted text follows by a reference where the ID-number of its belonging image is presented. 

This enables the searching for the text in the Image Bank Sweden. The ID-number is also visible 

on the print screened images. 

Another component to be aware of is the analysis of images where humans are present. It could 

be sensitive to put people into different categories, or describe their characteristics. The person 

who conducts the analysis of the images may interpret the image in a totally opposite manner 

than the people in the image. A person could be identified to represent something that she or he 

disagrees upon. In this thesis, the humans have only been analysed in relation to the context of 

the image that they appear in. If a person is leading a hiking line of other persons, that first 

person will be interpreted as the touristic host while the other persons will be interpreted as 

tourists. If the host is wearing Sami clothes, she or he will be interpreted as a Sami. If he or she 

does not wear Sami clothes, then the person will be interpreted as a non-Sami host.  
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5. Result and analysis 
This chapter presents the result of this thesis and the analysis of it. The result is presented by 

example images, example quotations, figures, tables, and texts. The chapter ends with a 

summary of the main findings.  

5.1 The presentation of Swedish nature 

5.1.1 Visual images of Swedish nature 

This paragraph presents how the Swedish nature is presented in the material. For a detailed 

presentation of the coding results, see Table 15-32 in Appendix 5.  

The result revealed that the majority of the images are photographed in rural, forest, mountain 

landscape or littoral settings with sparsely or none human interaction. Crowded images are 

excluded and the least represented settings are open water, archipelago, urban and agricultural 

settings. The most common structures are buildings of enabling or accommodation character, 

while buildings of culinary, artistic, religious and agricultural character are the least portrayed. 

Image 2 is an example of an image that corresponds to the majority of the mentioned 

components.  

 
Image 2. Country living (Wahlman and Imagebank.sweden.se, 2011). 

The image above mediates a long distanced overview, but the majority of the images are 

photographed from a medium photo distance with an eye level photo angle, as illustrated in 

Image 3. The least represented photo distance is overall picture, and the least represented photo 

angles are bird’s eye shot and ant’s eye shot.  

 
Image 3. Snowmobile (Nikkinen and Image Bank.sweden.se, 2012). 
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Most of the images contain no animals, but when they do, the majority portray herbivorous 

domesticated animals, as portrayed in Image 4. Carnivores are the second most represented 

animal classification. Arachnids, amphibians, and reptiles are excluded in the material, while 

crustaceans, fish, insects and birds are represented in less than 10 images each.  

 
Image 4. Cows on pasture (Huett-Nilsson and Imagebank.sweden.se, 2013b). 

The terrain in the image above represents some of the most common land cover elements, and 

Image 5 represents all of them; deciduous trees, grass, stones, coniferous trees, water, and 

bushes. The least represented land cover elements are mushrooms, berries, and sea stacks.  

 
Image 5. Summer holiday (Willner and Imagebank.sweden.se, 2013). 
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Besides the land cover of the images, there are other natural materials. Both out in nature, but 

also as collected by humans. The most common natural materials are flowers and fruits. Image 

6 illustrates this. The least represented natural materials are shells, ice, spider nets, grass, 

berries, and vegetables.  

 
Image 6. Midsummer (and Imagebank.sweden.se,). 

The image above portrays one of the least represented political and cultural symbols in the 

material, a traditional costume. Image 7 below portrays the most represented political and cul-

tural symbol in the material, the Swedish flag. The Swedish flag is included more than the other 

political and cultural symbols, where the symbol of The Three Crowns is the least represented. 

It is portrayed in one image.  

 
Image 7. Flag of Sweden (Ericson and Imagebank.sweden.se, 2015). 
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The majority of the images portray summer days with sunny and cloudy weather, as illustrated 

in the image above, but also in Image 8. The spring is the least represented season and the night 

the least represented time. Rainfall and snowfall are the two least represented kinds of weather, 

portrayed less than 10 times each.  

 
Image 8. Lake Eldan (de Villiers and Imagebank.sweden.se, 2011). 

The most prominent earth and astronomic phenomena are starry skies, northern lights, and fire. 

Image 9 illustrates these three. The phenomenon of a shooting star is excluded, and the full 

moon and the rainbow are portrayed 1 respectively 2 times each.  

 
Image 9. Northern Lights (Akinmade Åkerström and Imagebank.sweden.se, 2013). 
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The humans in the images are mostly outdoor tourists and adult males, as portrayed in Image 

10. The number of females is almost the same as for the males. There is also an almost equally 

large part of people who could not be identified regarding gender, while a minor part could not 

be identified regarding age. Seniors and youths are the two least represented age groups. Image 

10 gives an example of how the majority of the humans are presented. 

 
Image 10. Hiking in the High Coast (Friluftsbyn Höga Kusten and Imagebank.sweden.se, 

2014). 

Non-motorized transportation on water is the most portrayed transportation mode, as 

illustrated in Image 11. Thereafter follows road transportation, followed by off-road and 

animal transportation. Rail and air transportation are the two transportation modes that are 

least represented.  

 
Image 11. Canoeing (Lundin and Imagebank.sweden.se, 2014). 
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5.1.2 Textual descriptions of Swedish nature 

In order to identify themes and patterns, the 107 most frequently used words from the descrip-

tive texts in the material were mapped out. These 107 words are visualised in Figure 1. The 

larger visualised a word is in the word cloud, the more times it was mentioned. At first, the 100 

most mentioned words were chosen, but the 100th word was mentioned as many times as 7 other 

words. This led to the analysis of the 107 most mentioned words. For a detailed presentation of 

the word frequency, see Table 33 in Appendix 6. 

 

 

Figure 1. Word cloud of the 107 most frequently mentioned words 
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The 107 words were then divided into nine themes, presented in Figure 2. The categorization 

of the themes was conducted through the matching process of words that were similar to each 

other, or connected to the same topic.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The nine themes illustrate different contexts in which the words appear. The words have also 

been divided into different patterns, where words of similar character or meanings have been 

grouped in order to identify patterns. These are presented in Table 5 to Table 12 below. The 

patterns are presented to the left in the tables, and the words are presented in groups to the left 

in the tables.  

Table 5. Theme Nature with belonging patterns.  

Theme: Nature 

Patterns Words 
Pattern 1: The closeness to water Coast, archipelago, island, lake, coastline, lakes 

Pattern 2: Northern nature Alpine, mountain 

Pattern 3: The forest Forests, forest 

Pattern 4: Created landscapes Garden, park, parks 

Pattern 5: Rural areas Countryside, land, landscape 

Pattern 6: Berries Berries 

Table 6. Theme Seasons with belonging patterns. 

Theme: Season 

Patterns Words 
Pattern 1: Summer Summer, August, June, sun 

Pattern 2: Winter Winter 

 

Farm. 

 

Summer, winter, August, June, 
sun. 

Nature, coast, countryside, 
archipelago, parks, island, lake, 
forests, forest, coastline, alpine, 
park, landscape, mountain, land, 

garden, berries, lakes. 

 

People, kayaking, holiday, skiing, 
family, resort, ski, fishing, sports, 
hike, visitors, children, families, 
hiking, activities, spend, visiting, 

hanging, tours, enjoy. 

 

 

Moose, bear, dog. 

 

Largest, popular, high, best, 
offers, right, great, many, end, 
unique, long, beginning, large, 
short, divers, advanced, least, 

small, half, made, known, sweet, 
cultural, natural, varied, red, 

much. 

Sweden, Swedish, northern, 
national, north, Europe, world, 

Åre, west, Stockholm, area, 
country, Öland, swedes, 

Hälsingland, Gotland, place, 
Sami. 

 

Public, access, open. 

 

 

One, also, just, part, found, 
around, per, today, cent, 000, 

lights, used. 

 

Seasons

Adjectives

Openness 

Figure 2. Identified themes from the 107 most mentioned words. 
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Table 7. Theme Tourism with belonging patterns. 

Theme: Tourism 

Patterns Words 
Pattern 1: Family and friends Families, people, family, children 

Pattern 2: Holiday Tours, holiday, resort, visitors, visiting 

Pattern 3: Sporty Sports, kayaking, skiing, ski, activities 

Pattern 4: Outdoors Fishing, hike, hiking 

Pattern 5: Socialize Spend, hanging, enjoy 

Table 8. Theme Animals with belonging patterns. 

Theme: Animal 

Patterns Words 
Pattern 1: Wild Moose, bear 

Pattern 2: Domestic Dog 

Table 9. Theme Adjectives with belonging patterns. 

Theme: Adjectives 

Patterns Words 
Pattern 1: Large-scale Largest, high, many, long, large, much 

Pattern 2: Small-scale Short, least, small, half 

Pattern 3: Time Beginning, end 

Pattern 4: Greatness Popular, best, right, unique, advanced, known, 

sweet, great 

Pattern 5: Variation Divers, varied 

Pattern 6: Offer Offers, made 

Pattern 7: Nature and society Natural, cultural 

Table 10. Theme Farm with belonging pattern. 

Theme: Agriculture 

Patterns Words 
Pattern 1: Farm Farm 

Table 11. Theme Sweden and the world with belonging patterns. 

Theme: Sweden and the world 

Patterns Words 
Pattern 1: Swedish Sweden, Swedish, national, swedes 

Pattern 2: North Northern, north, Åre, Hälsingland 

Pattern 3: International Europe, country, world, area, place, west 

Pattern 4: Islands Öland, Gotland 

Pattern 5: Sami Sami 

Table 12. Theme Openness with belonging pattern. 

Theme: Openness 

Patterns Words 
Pattern 1: Openness Access, open, public 
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In order to give examples of how the themes and patterns appear in the descriptive texts, here 

follow a few examples. Sweden is presented as part of Europe, and a country in the north with 

big islands, hydrology, farms and urban cities. The quotation below illustrates this, but also that 

nature is an important component of Sweden with water as a highlighted element. The signifi-

cance of water is present in several of the following example quotations, which demonstrates 

its’ importance. 

“Stockholm, one of the most beautiful capitals in the world, is built on 14 islands connected by 

57 bridges. The beautiful buildings, the greenery, the fresh air and the proximity to the water 

are distinctive traits of this city. […].” (Image-ID: 725) 

Water is presented as an important component of the tourism in Sweden, where everyone is 

welcomed to be a tourist. This is illustrated in the quotation below, which also highlights that 

outdoor and sports activities are available for the whole family to take part in.  

“The coastline of Bohuslän is somewhat of a paradis for kayaking. There is something for eve-

ryone, from the experienced kayaker to the beginner. Bohusläns varied nature offers everything 

from open sea, stark cliffs and islets to the wilderness and its lakes. Allemansrätten, or the Right 

of Public Access, is one of the unique joys of living in Sweden. It allows anyone to roam freely 

in the countryside, swim and travel by boat in someone else’s waters and pick mushrooms and 

berries in the forest.” (Image-ID: 2445)  

The summer months and the winter are highlighted in relation to tourism in Swedish nature (see 

example quotation below), while the seasons of spring and autumn are e.  

“Åre is one of Swedens major mountain resort areas. It offers a vast variety of activities during 

both winter and summer season.” (Image-ID: 107) 

Swedish nature is mostly described by its’ greatness and high quality (see example quotation 

below). One important and unique element of the greatness is The Right of Public Access.  

“Sweden is a country made for outdoor adventures, with an extensive and varied coastline, one 

of Europe’s last remaining wilderness and a large number of national parks, trails and hostels. 

Allemansrätten, or the Right of Public Access, is one of the unique joys of living in Sweden. It 

allows anyone to roam freely in the countryside, swim and travel by boat in someone else’s 

waters and pick mushrooms and berries in the forest.” (Image-IDs: 2458, 2460, 2461) 

Some of the largest mammals in Sweden are highlighted, mostly the moose and the brown bear, 

but also the domesticated dog. The three quotations below illustrate this. The wild moose and 

bear are presented as part of the wild nature, but also as touristic resources. The dog is presented 

as part of touristic activities. 

“With safaris, bumper stickers, oven gloves and t-shirts featuring the moose (or Eurasian elk) 

it is definitely Sweden’s zoological superstar. There are approximately 350,000 moose in Swe-

den. If a moose feels cornered, it sometimes lowers its head and rushes towards people. Every 

year there are approximately 6,000 road accidents involving moose. Each year about 100,000 

of these animals are killed during hunting season in Sweden.” (Image-ID: 3062) 

 “The Scandinavian brown bear is a peaceful omnivore that mainly feeds on berries, ants, grass 

and herbs. Bears could once be found all over Sweden. In the late 1920’s the bear became a 

protected species, after almost becoming extinct. Today there are around 3300 bears in Sweden 

and they can mainly be found in the northwesterly part of Sweden. In Hälsingland there are 

several wilderness guides/lodges that offer various wildlife watching activities approved by 

Naturens Bästa - Nature's Best. Nature's Best is the first national quality label in Europe for 

nature tours. Learn more at www.naturensbasta.se.” (Image-ID: 2336, 2337, 2338, 2339) 

“Dog sledding is an increasingly popular way to spend an adventures day in the snow.” (Image-

ID: 138) 
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5.2 The four features of nature 
Following paragraph presents how the features of the wild, the sublime, the authentic, and the 

pristine are assigned to the Swedish nature. The most represented feature was the wild, followed 

by the authentic, the sublime, and at last the pristine. For a detailed presentation of the coding 

results, see Table 34 and Table 35 in Appendix 7.  

5.2.1 Wild nature 

Sweden is presented as a country with wilderness areas, which are important for Swedish tour-

ism. The wild nature is described as a place where outdoor activities can be performed. Humans 

are thereby a common element of the images (e.g. Image 12). The north of Sweden with its’ 

mountain region and the West Coast with its’ archipelago are most mentioned (see example 

quotations below). Water is a natural resource that is important for the outdoor activities. The 

archipelago, lakes and the coastline are examples of water areas that are highlighted.  

“The coastline of Bohuslän is somewhat of a paradis for kayaking. There is something for 

everyone, from the experienced kayaker to the beginner. Bohusläns varied nature offers every-

thing from open sea, stark cliffs and islets to the wilderness and its lakes.” (Image-IDs: 2437, 

2448, 2449, 2450, 2451) 

“There are 29 national parks in Sweden, one of them being Sarek with magnificent mountain 

ranges, glaciers and wild rapids. It is unspoiled wilderness. Sarek national park is a part of the 

Laponian area,that was made a UNESCO World Heritage Site in 1996. The mountain landscape 

of Sarek national park is the most dramatic in Sweden, and the least affected by human activity. 

Nowhere else in Europe is there such a vast expanse of uninterrupted wilderness. Sarek is not 

recommended for beginners. Those wishing to visit the park must have considerable alpine 

experience and the correct equipment and should be used to spending time outdoors. Sarek is 

inaccessible wilderness with no facilities for tourists. With so much grandeur and open space 

to enjoy, Swedes would be foolish not to take active advantage of it. After all, what better way 

of enjoying nature? There is something about Swedes and being out in the open, whether to 

exercise, get some fresh air or explore the countryside.” (Image-ID: 3405) 

Image 12 has been interpreted as a host of wild nature and can be understood as a presenter 

of nature as a place for exploration and experiences. This is due to the presence of the 

kayaker and the photo angle. The angle of the camera enables the viewer to view the life 

below the surface, but at the same time the environment above it. The focus lays on nature, 

in the form of the sea, the cliffs and the sky. The movement in the image with untamed 

clouds and the flowing water reinforce this. The kayaker in the image appears to be small 

in relation to the other elements in the images, which can lead to an understanding of nature 

as powerful.  

 
Image 12. Kayaking (Trygg and Imagebank.sweden.se, 2013a). 
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Another highlighted component in relation to the wild nature is the right to roam free in nature 

and take part of natural resources. The quotation below and Image 13 illustrate this. 

“The beautiful scenery around Fäviken in the north of Sweden makes a beautiful setting for one 

of Sweden’s most renowned culinary treats, 'Fäviken Magasinet'. The restaurant is known for 

daring cooking techniques and for using only local food in their menu, almost all of it from the 

surrounding estate. This is in part made possible by the ‘allemansrätten’ – the right of public 

access – which gives everyone the right to enjoy Sweden’s outdoors, including the right to pick 

mushrooms, herbs and berries. The right also brings responsibilities – to treat flora and fauna 

and other people’s property with care. It can be summed up in the phrase ‘don’t disturb, don’t 

destroy’. (Image-ID: 3961) 

Image 13 has been interpreted as a host of wild nature. This is due to the woodland that 

surrounds the girl, and the composition of the image. The high pine trees can lead to an inter-

pretation of the image as a conveyer of human smallness, where the wild and giant nature 

surrounds the girl. The lack of other human presence reinforces the interpretation of the image 

as wild.  

 
Image 13. Blueberry picking (Fornander and Imagebank.sweden.se, 2011). 

No urban areas are portrayed, and wild animals are a common component of the production of 

the wild (e.g. Image 14). Animals such as brown bears, moose, lynx, wolverines, and wolves 

are portrayed. Especially the brown bear and the moose. The animals function as a touristic 

attraction, something that is illustrated in the quotation below.   

“The Scandinavian brown bear is a peaceful omnivore that mainly feeds on berries, ants, grass 

and herbs. There are a few wilderness guides/lodges that offer bear watching activities 

approved by Naturens Bästa – Nature’s best. Nature's Best is the first national quality label in 

Europe for nature tours. Learn more at www.naturensbasta.se. Once bears could be found all 

over Sweden but after almost going extinct and becoming a protected species it can now be 

found almost exclusively in the northwesterly parts of Sweden. There are around 2500-3000 

bears in Sweden today.” (Image-ID: 2046) 

The moose and its’ movement together with the untouched surroundings in Image 14 have led 

to the interpretation of the image as a host of wild nature. Here, Swedish nature can be under-

stood as a host of wild animals, which are the ones who owns nature. The moose is the most 

contributing component to the interpretation of the image as wild.  
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Image 14. Moose in water (Wahlman and Imagebank.sweden.se, 2014b). 

5.2.2 Authentic nature 

Sweden is also portrayed as a country with authentic nature (e.g. Image 15). The images fore-

most portray natural environments that appear to have their “original” appearances. Northern 

Sweden and the West Coast of Sweden are mentioned frequently. The West Coast is 

characterized by its’ archipelago. Water is a prominent component of authenticity as a feature, 

where lakes, the coastline, rivers and the ocean are examples of important places. The north is 

described as an area with mountains and northern lights, two natural components which are 

shaped by nature without the influence of humans (see quotation below). The Swedish weather 

and its variety are also frequently mentioned. The weather is also a natural phenomenon that 

humans cannot interact with directly, which can be interpreted as a product of natural 

authenticity. 

“The Northern Lights, or Aurora Borealis, is a natural light display that is frequent during the 

winter months in northern Sweden. Thanks to Sweden’s geographical proximity to the Arctic 

Circle and the magnetic north pole, a significant portion of the country lies within a zone, where 

solar particles collide with gases in the earth’s atmosphere to create these colorful ribbons of 

light. Usually red, green, or purple in color, they last anywhere from a few minutes to several 

hours. Your best chance of catching a glimpse of the Northern Lights is on cold winter nights 

when the sky is clear, dark with little to no moonlight, and cloudless.” (Image-IDs: 2601, 2602, 

2603, 2604, 2605, 2606, 5244, 5245, 5256) 

Image 15 has been interpreted as a host of authentic nature due to the presence of the limestone 

monoliths, which have evolved without human interaction. The monoliths can be understood 

as conveyers of originality and uniqueness due to this, where no humans have interrupted or 

destroyed their growth or appearance.  
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Image 15. Limestone monoliths (Ervasti and Imagebank.sweden.se, 2011). 

The Swedish woodlands are also frequently mentioned (e.g. the quotation below and Image 16), 

where the possibility to find mushrooms and berries is highlighted. No urban areas are portrayed 

in the images, but wild animals are a common component. The Right of Public Access is, as in 

the texts about the wild, a prominent component of the descriptions.  

“In fall the forests in Sweden are filled with muschrooms of all sorts. The Right of public access 

allows people to roam the woods in search of their favourite mushroom. Right of public access 

The Right of Public Access is a unique institution. It gives us all the freedom to roam the 

countryside. But we must also take care of nature and wildlife, and we must show consideration 

for landowners and for other people enjoying the countryside. In other words: Don’t disturb – 

don’t destroy! In protected areas such as national parks and nature reserves there are special 

rules designed to protect valuable natural and cultural features. Some rules restrict the Right 

of Public Access, others expand it.” (Image-ID: 585, 586, 587, 588) 

Image 16 has been interpreted as authentic due to the presence of the wild brown bear cubs and 

the surrounding in which they appear. The presence of the wild brown bears reinforces the 

authenticity since they are in their natural environment. If they would have been photographed 

in a concrete cage at a zoo, the perceived authenticity could have been decreased due to the 

unnatural environment.  

 
Image 16. Brown bear (Vargas and Imagebank.sweden.se, 2013). 

Sweden is also described as the host of authentic and protected natural areas with unique spe-

cies, such as national parks or nature reserves. The quotation below and Image 17 illustrate this. 
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“[…] The High Coast in the Ångermanland province of north eastern Sweden, is a UNESCO 

World Heritage site for its unique and highly scenic land and seascape and its distinctly red 

Nordingrå granite cliffs and rocks. The area included on the World Heritage list stretches over 

100 km from north to south, with the Skuleskogen National Park at the centre. […].” (Image-

IDs: 3748, 3749, 3750, 3751, 3752, 3753, 3754) 

Image 17 has been interpreted as a host of authentic nature due to the wide views of  nature that 

appear to be untouched and the absence of human influence, which can add the trustworthiness 

of nature as original.  

 
Image 17. Abisko national park (Kristoferson and Imagebank.sweden.se, 2014). 

5.2.3 Sublime nature 

Nature is presented as majestic, grandeur and greater than humans in the material. There are 

almost no humans portrayed in the images of sublime nature, but there is some human presence 

in the form of infrastructure, while the descriptive texts mention humans. The north of Sweden 

with its’ mountain regions is the most represented area, but the West Coast of Sweden and the 

south of Sweden are also mentioned frequently. A lot of describing words with sublime char-

acter are used. A few examples are; dreamlike, magnificent, stunning, unique, beautiful, fairy 

tale, tremendously, spectacular, picturesque, idyllic, dramatic and grandeur. Elements with a 

romantic touch such as bird songs, blossom meadows, and deep old forests are used to describe 

nature. The quotation below and Image 18 illustrate this.  

“The fairytale glade in the old spruce forest, offers a refreshing coolness during hot summer 

days. A solemn atmosphere prevails with the soft tunes of bird song in the background.” (Image-

ID: 5282) 

Image 18 has been interpreted as sublime due to the high angle of the image, in combination 

with the contrasted colours. Here, nature can be understood as an aestheticized and powerful 

element that surrounds humanity components such as villages, fields, and roads. It can be seen 

as an idyllic, idealised and romanticized depiction of Swedish nature, where it is portrayed as 

grandeur and superhuman. The high camera angle reinforces the possible interpretation of 

nature as superhuman, where the human components in the image appear to be small and 

surrounded by grand nature components.   
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Image 18. Idyllic coastline (Pixel Petersson and Imagebank.sweden.se, 2015b). 

Several of the sublime images (e.g. Image 81 and Image 19) contain weather such as fog or 

dramatic clouds, or natural phenomena such as northern lights and starry skies. The descriptions 

of the northern areas are characterised by the northern lights and the midnight sun (see quotation 

below). The phenomena are described as colourful and exotic. 

“[…] with its northerly latitude, most ski resorts guarantee snow between Christmas and Easter. 

So you can ski in Sweden against a backdrop of the Midnight Sun, and the kaleidoscopic curtain 

of the Northern Lights. Where else in the world can you do that?” (Image-IDs: 2163, 2164, 

2165, 2170, 2171) 

Image 19 has been interpreted as a host of sublime nature due to the dramatic sky and how the 

image is composed. It is taken from a long distance, where the fields and the windmills appear 

to be small. Here, nature in the form of the dramatic sky sweeps over the land and appears to 

be grand, unpredictable, mightily, and superhuman. The weather plays an important role in this 

possible interpretation. The sky constitutes the major part of the image and is thereby in focus.  

 
Image 19. Scenic agricultural area (Pixel Petersson and Imagebank.sweden.se, 2013). 

The different seasons are described to have unique personalities (see quotation below). The 

autumn is romanticized with its colourfulness, the spring and summer are described as the sea-

sons when Swedes spend most time outside and the winter is characterized by its snow, coldness 

and northern lights.  

“Sweden has four distinct seasons, and while the winter and summer seasons are definitely 

appreciated, a lot of people prefer autumn for its sheer beauty in terms of colours, the falling 

leaves and the intensity of that special Nordic light. It is also the last chance to sit on the grass 

before the snow covers it.” (Image-ID: 4272) 
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Image 20 visualises the most portrayed season, the summer, and has been interpreted as sublime 

due to its’ contrasted colours and the sublime icon of a long sand beach next to the ocean. Here, 

nature can be interpreted as a place for relaxation, since the beach is free from other humans. 

The weather appears to be warm and not windy, with calm waters. These are other components 

that can lead to the interpretation of nature as a place for relaxation.  

 
Image 20. Stenshuvud (Fridh and Imagebank.sweden.se, 2012). 

5.2.4 Pristine nature 

The images that present pristine nature foremost portray images of natural environments with 

high value and an untouched appearance, see for example Image 22. National parks, nature 

reserves, Natura 2000 and UNESCO are frequently mentioned in the descriptive texts. The 

protected nature is described as special with unique species. The quotation below illustrates 

this.   

“There are 29 national parks and close to 4,000 nature reserves in Sweden, a great place if you 

are interested in nature. Much of the landscape is dominated by forests and meadows. Lovö 

nature reserve is one of the latest areas to be designated nature reserve. It has environmental 

as well as historic importance, with active farmlands and rock carvings.” (Image-IDs: 3919, 

3920, 3921, 3922, 3924) 

Wild animals are often portrayed in the images and can reinforce the interpretation of untouched 

nature, far away from human influence. Image 22 is an example of such image, portraying a 

moose. Another part of the pristine presentation of Swedish nature is as free from permanent 

human impact (see quotation below). There are humans in some of the images, but they do 

never have a prominent role (e.g. Image 21). Nature itself is in focus.  

“Långeskär is an uninhabited islet in the archipelago outside Fjällbacka on the West Coast. 

[…].” (Image-IDs: 2452, 2453) 

Image 21 has been interpreted as a host of pristine nature due to the wide views of mountains 

that appear to be untouched and barren. This puts nature in focus, and the tourist in the image 

appear to be small in relation to the mountains. This illustrates how nature is in focus in the 

image, while the human has a minor character. Here, nature can be understood as a place for 

exploration where the tourist explores the mountains. 
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Image 21. Skiing (Trygg and Imagebank.sweden.se, 2011). 

Image 22 portrays a wild moose in a barren mountain landscape and has been interpreted as 

pristine due to the typical Swedish mountain landscape and the wild moose itself. Here, nature 

can be understood as the home for wild animals that live without the presence of humans.  

 
Image 22. Moose (Widstrand and Imagebank.sweden.se, 2012). 

The north of Sweden and its’ mountain region is mentioned most frequently, followed by the 

West Coast and the south of Sweden. The Swedish forest is repeatedly portrayed, where people 

can spend time thanks to the Right of Public Access. Mushrooms, berries, and flowers are 

mentioned as resources and part of the forest. The quotations below and Image 23 illustrate this.  

“In fall the forests in Sweden are filled with muschrooms of all sorts. The Right of public access 

allows people to roam the woods in search of their favourite mushroom. Right of public access 

The Right of Public Access is a unique institution. It gives us all the freedom to roam the coun-

tryside. But we must also take care of nature and wildlife, and we must show consideration for 

landowners and for other people enjoying the countryside. In other words: Don’t disturb – don’t 

destroy! In protected areas such as national parks and nature reserves there are special rules 

designed to protect valuable natural and cultural features. Some rules restrict the Right of Pub-

lic Access, others expand it.” (Image-IDs: 585, 587, 588) 

 “Fog settles in a forest in the north of Sweden. Thanks to the vast untouched nature that is to 

be found in Sweden, dreamlike spots like this is not hard to find. Sweden's right of public access 

allows anyone to roam freely in the countryside, swim and travel by boat in someone else’s 

waters and pick mushrooms and berries in the forest. Visitors are allowed to walk across lands 

at a reasonable distance from houses, yards, gardens and fenced-in areas. With this right comes 

the responsibility to tread carefully and to show consideration for landowners and 

others.” (Image-ID: 1721) 
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Image 23 can be interpreted as a presenter of nature as a mysterious place, due to the fog and 

the lighting in the image. The glade appears to be lighter than the darker, surrounding forest. 

This can lead to an interpretation of the forest as mysterious and unknown while the glade in 

the centre can be understood as a symbol of safety and openness. This image has been inter-

preted as pristine due to the forest’s variety of tree species and the fact that there is no direct 

visible human influence in the image.    

 
Image 23. Fairytale glade (Vargas and Imagebank.sweden.se, 2012b). 

5.2.5 Examples of images that represent all four features 

In order to present and illustrate example appearances of images that represent all of the four 

features, here follow a few examples. What the images have in common is their focus on 

untouched, wild, beautified and original nature environments.  

 
Image 24. Midnight sun (Utsi and Imagebank.sweden.se, 2014b). 
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Image 25. Northern lights (H. Andersson and Imagebank.sweden.se, 2015b). 

 
Image 26. Hiking (Utsi and Imagebank.sweden.se, 2014a). 

 

 
Image 27. Moose (Granlund and Imagebank.sweden.se, 2014). 
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Image 28. Fog over forest (Pixel Petersson and Imagebank.sweden.se, 2015a). 

5.3 The relation between human and nature 
This part of the result presents how the relation between nature and humans is presented in the 

material and what place or role humans have in the Swedish nature. Since the material is of 

touristic character, the majority of the people in the images have been interpreted as tourists. 

The representations of humans in the material are homogenous. The superior majority of the 

humans look similar to each other with light skin and brown or blond hair. A few (approxi-

mately 5) images portray people with other appearances.  

5.3.1 The relation between Swedish hosts and Swedish nature 

This paragraph describes how Swedes (Sami people and “other Swedes”) are presented. The 

majority of the images that contain Sami people have been photographed during the winter, 

where grand scenic landscapes with expansive views are portrayed (e.g. Image 29 and Image 

30). The Sami people are always in the company of reindeer and none or few other people. This 

is something that is visible in Image 29. A possible interpretation of the image is as a conveyer 

of separateness from the modern human life. The person in the image wears traditional Sami 

clothes and does not use a modern transportation mode such as a car. Instead, he uses a pair of 

skis and his reindeer with sledges. This interpretation of the image can lead to an understanding 

of the person as part of nature since he uses animals and his own body to transport himself. He 

is also located in the middle of the Swedish mountain landscape, which can lead to an under-

standing of him as far away from other human societies. If the image is interpreted in this way, 

the remoteness of it can reinforce the understanding of it as a conveyor of separateness from 

the modern human life. 

 
Image 29. Sami Lapland (Widstrand and Imagebank.sweden.se, 2011b). 
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Image 30 also presents a Sami person in the company of reindeer, surrounded by mountains. A 

possible interpretation of this image is similar to the one of Image 29, but here nature is 

portrayed as more sublime and powerful. This is due to the high mountains in the background, 

the lighting in the image and the colouring. The ground, the mountains, and the sky has almost 

the same colour hues. This puts the Sami people and the reindeer in focus and turns the other 

elements in the image into an aesthetic background. 

 
Image 30. Sami Lapland (Widstrand and Imagebank.sweden.se, 2013). 

The descriptive texts that concern the Sami people are not detailed and focus mostly on Sami 

tourism, reindeers and the fact that the Sami people have their own lifestyle. The reindeer are 

described as herded animals that run free in the north of Sweden and the descriptions about the 

Sami lifestyle mention that the Sami people live in the north of Sweden and that they have their 

own culture, clothing, handicraft, flag, parliament and language. How their lifestyle and culture 

are different from other lifestyles are excluded in the descriptions. Nor are there descriptions of 

the relationship between the Sami people and nature. The quotations below gives two examples 

of how the Sami people are described.   

“There are several ecotourism tour operators in Swedish Lapland with whom you can experi-

ence the Sami lifestyle. Nature´s Best is the first national quality label for nature tours in 

Europe. […].” (Image-IDs: 89, 1306, 2572,) 

“Reindeer husbandry is important to the Sami. The reindeer industry has specific seasons for 

calving, marking, counting, castrating and slaughtering. The Sami make up one of the world’s 

least numerous native peoples, with around 70,000 individuals living in Sápmi, in what is now 

parts of Sweden, Norway, Finland and Russia. About 20,000 Sami live in Sweden — with their 

own cultural heritage, language, flag and parliament.” (Image-ID: 1605) 

“Njarka Sami camp is situated on a peninsular in Lake Häggsjön, Jämtland. Njarka Sami is run 

by the the Mattson family and part of the Kall Sami community. It is Sweden’s smallest Sami 

community with 1400 reindeer and six reindeer farming companies. Here you can join the Sami 

people in their everyday activities and learn about their culture; their handicrafts and clothing, 

how they manage their reindeer and their way of life. Try everything from lasso throwing to 

baking in the embers of the fire.” (Image-ID: 2113) 

The images of other people who live in Sweden mostly portray them as hosts of touristic activ-

ities. The majority of the images are taken in rural settings, often in the mountain region of 

northern Sweden. The hosts are portrayed as close to nature, consistent with nature, adven-

turous, as respectful to nature and as they are in the middle of nature. Far away from other 

humans. Examples of touristic activities that the hosts offer are horse riding, dog sledding, and 

farm activities. Image 31 is an example of this, where nature can be understood as a place for 
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reconnection to the natural world, as a place for exploration, or as a place for adventures. The 

group of people explores the valley and the mountains from the horse backs, which can be 

interpreted as adventurous. The position of the people in relation to the valley and the mountains 

can be understood as a communication of nature as grand and larger than humanity.  

 
Image 31. Horse riding tours (Widstrand and Imagebank.sweden.se, 2011a). 

The descriptions focus on the relationship between Swedes and nature. Swedes are described 

as closely connected to nature, which is a place where they like to spend their spare time and 

holidays. Many Swedes do also work in nature with for example forestry (see quotation below 

and Image 32).  

“One of Sweden’s most treasured natural resources is trees. Roughly half of Sweden’s land 

area is made up of forests. Private land owners control half of it and the remaining half is 

equally shared by private forestry companies and the government. Forestry, and its processing 

industries, is of great importance for the national economy. The forest industry, including the 

paper industry employs over 90,000 people. About 15 per cent of Sweden’s export stems from 

wood and paper. Forests are also important for energy production, mainly though burning com-

pressed wood for heat or at power plants. There are strict regulations in place to ensure 

environmental considerations are upheld. For many people, the forest is important for recrea-

tions such as hunting, walking, fishing, mushroom- and berry picking. Allemansrätten makes it 

possible for everyone to move freely in the forest.” (Image-IDs: 3230, 3235, 3236, 3237, 3238, 

3239, 5214) 

Image 34 can be interpreted as a conveyer of nature as a provider of natural resources and a 

place where humans can work. The people in the image can be understood as forestry workers 

due to their clothes. If this interpretation is made, another interpretation of the image as a 

conveyer of a relation between human and nature can be drawn, where humans cultivate and 

use nature resources such as the forest.  
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Image 32. Forestry (Dahlstrand and Imagebank.sweden.se, 2013). 

Swedes are portrayed as nature lovers who care about sustainability. Nature is also portrayed 

as something that every Swede has the right to, with The Right of Public Access as an important 

asset. The quotations below illustrate this.  

 “In a country with long coastlines, deep forests and a seasonal climate, it’s no accident that 

Swedes adore their nature — and love to talk about the weather.” (Image-ID: 592) 

“There are a number of reasons as to why Swedes love to bike. Swedes like to stay fit, they care 

about the environment, and they want to be outdoors. Of course most people lock up the bike in 

a garage or basement during the winter. But more and more people instead invest in winter 

tyres.” (Image-ID: 3092) 

“With a lot of open space, and the right to public access, Swedes can freely roam the country-

side. As long as the flowers are not protected, kids and adults alike can go out into a field and 

pick their bunch of wild flowers.” (Image-ID: 2068) 

5.3.2 The relation between tourists and Swedish nature 

The majority of the images that portray humans focus on tourists, but the descriptive texts with 

a focus on tourists are few. Tourists’ relation to nature is not present in the descriptions, more 

than the fact that nature is an important touristic destination. Especially scenic nature places. 

Tourists are visible in images of both rural and urban character. Most of the tourists participate 

in touristic activities. A major part of the images portray tourists in scenic environments where 

the tourists appear to be small in relation to nature, but also images where the tourists are in 

focus with nature as a background are present. The quotation below, Image 33 and Image 34 

illustrate this.  

“Winter on the West Coast, in Bohuslänprovince in the southwest of Sweden, known for its many 

stunning vistas. It is a highly popular area for tourists. Climbers from all over Sweden and 

Europe come here to challenge themselves and also enjoy the views; vacation homes stud the 

coastline; and sailors cruise the waterways. […].” (Image-ID: 5216) 

Image 33 can be understood as a conveyer of greatness and exploration. The high location 

where the tourist is located can mediate a sense of conquest of nature, where the tourist gazes 

over the wide landscape with control. Nature is here wide, but at the same time controllable 

from the tourist’s position.  
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Image 33. Åre (Vestefjell and Imagebank.sweden.se, 2014). 

A possible interpretation of Image 34 is of nature as a place where humans can get connected 

to animals. The children feed the cows, which can create a bond between the children and the 

cows. If the view of humans and nature as separated is applied to this image, it can be interpreted 

as a conveyer of a connection between the natural – the cows, and the unnatural – the humans. 

Even though the cows are domesticated.  

 

Image 34. Children and cows (Huett-Nilsson and Imagebank.sweden.se, 2013a). 

Tourists are portrayed as people who like to spend time outdoors (e.g. quotation below) The 

Swedish forests, the countryside, the archipelago and places with a lot of hydrology are prom-

inent in the material, something that Image 35 illustrates. Places with closeness to water such 

as the archipelago or the coastline are especially portrayed.  

“The West Coast has a tremendously beautiful archipelago. It is large enough to not feel 

crowded even as tourists flock there in the summer.” (Image-IDs: 3028, 3031) 

  



 
 

42 

 

Image 35 can be interpreted as a mediator of nature as a place for exploration and social inter-

actions. It can also be interpreted as a calm place, due to the calm waters and the lack of wind. 

The tourists appear to socialise while traveling through and exploring the open waters.  

 
Image 35. Sailing (Paulin and Imagebank.sweden.se, 2015b) 

5.4 The touristic approach to Swedish nature 
This part of the result presents how the touristic approach to the Swedish nature is presented in 

the material. The four categories of traveling, staying, eating and doing are used to divide the 

material. The most represented category is doing, followed by eating, staying and traveling. For 

a detailed presentation of the coding result, see Table 36 and Table 37 in Appendix 7. 

5.4.1 Traveling 

The category of traveling is mostly represented by infrastructures that enable the traveling, such 

as roads, railways or bridges. Travel on water is the most portrayed transportation mode, such 

as sailing on a boat or traveling by a motor boat. The quotation below and Image 36 illustrate 

this. The areas in Sweden that are mentioned most frequently are the north, the region around 

Stockholm and the West Coast. 

“The only way to get to the island Grinda is by boat. It is a one hour and twenty minutes ride 

through the beautiful Archipelago” (Image-IDs: 1198, 1199, 1206) 

Image 36 can be understood as a conveyer of nature as a place suitable for traveling. This is 

due to the people in the image who sail on a sailing boat. The tourists might sail into the un-

known and get the chance to explore new places that they have not visited earlier.  

 
Image 36. Sailing (Paulin and Imagebank.sweden.se, 2015a). 
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Other examples of mentioned transportation modes are reindeer rajd (Sami caravan on sleighs), 

snowmobile, car, bicycle, railway trolley and horse-drawn carriage. As mentioned earlier, a 

common component of the traveling category is infrastructures. The quotations below and 

Image 37 illustrate this.  

“Öresundsbron is a 15,9 km long connection between Sweden and Denmark. It is both a bridge 

and a tunnel and carries both motor and railway traffic. […].” (Image-ID: 668) 

“The Uddevalla Bridge, here enveloped in fog, is a cable bridge in the province of Bohuslän on 

the West Coast of Sweden. […] The bridge was opened for traffic in the spring of 2000.” (Image-

ID: 5239) 

Image 37 portrays a road that extends through the open landscape of colourful flowers and the 

woodlands. This image can be understood as a presenter of nature as a suitable place for 

traveling, where the opportunity to travel through the woodlands and explore the landscape 

behind it is provided thanks to the road.  

 
Image 37. Country road (J. Andersson and Imagebank.sweden.se, 2015b). 

5.4.2 Staying 

The three most prominent accommodations are rural living in red houses, tenting outdoors and 

camping. Other accommodations that appear often in the material are hostels, cottages, and 

caravans. The West Coast of Sweden and the north of Sweden are mentioned most among 

different parts of Sweden. The camping opportunities are highlighted as good, where the Right 

of Public Access enables the tourists to camp out in nature (e.g. quotation below an Image 40).  

“Camping is a great way to explore the countryside. The right to public access allows people 

to set up camp pretty much wherever they choose. […] There is something about Swedes and 

being out in the open, whether to get some fresh air, explore the countryside or go camping.” 

(Image-ID: 3640) 

A possible interpretation of Image 38 is as a conveyer of nature as a suitable place for accom-

modation, due to the red tents. The fact that the humans camp out in nature can be interpreted 

as openness since they are allowed to camp there. No other human facilities are visible, which 

can lead to an understanding of the camp as remote and as a bridge between the campers and 

nature. The campers get to explore the surrounding nature environment thanks to the location 

of the camp.  
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Image 38. Base camp (Broman and Imagebank.sweden.se, 2011a). 

Summer houses in rural areas are also a form of accommodation that is mentioned frequently, 

as in the quotation below. A summer house is a house where Swedes spend their summers. This 

kind of tourism is presented as common in Sweden. The majority of the houses are painted with 

the colour of faluröd3, as in Image 39.  

“Many families in Sweden own a summer house where they can go to relax during holidays and 

vacations. Many choose the archipelago for their summer home. […]. The larger islands host 

summer cottages, houses, restaurants and stores. […].” (Image-ID: 2179) 

Image 39 can be interpreted as a mediator of nature as an existing component in the human life. 

The trees in the background and the intrusive grass in front of the gate contribute to this under-

standing, where nature elements surround the human house.  

 
Image 39. Country home (J. Andersson and Imagebank.sweden.se, 2015a). 

  

                                                           
3 Faluröd is the red colour that many Swedish houses and cottages have. The colour contains pigment from the 

Falu copper mine in Falun, Dalarna. 
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5.4.3 Eating 

Culinary experiences and food are portrayed as essential for Swedish tourism. The West Coast 

and the south part of Sweden are the areas that are mentioned the most in relation to food, 

followed by different areas in the east and the north of Sweden. A major part of the material 

portrays agriculture and farming, where sustainable farming and local food products are 

especially highlighted. The quotation below and Image 40 illustrate this.  

“Ängavallen is 100% ecological farm where everything is produced with love and care and 

respect for nature. Guests can come and enjoy the end result in the restaurant, stay in the hotel, 

by fresh food from their store or take a tour of the farm. […]” (Image-ID: 729, 730, 731, 732, 

1819) 

Image 40 can be interpreted as a conveyer of nature as a provider of food, with distance to the 

large-scale modern food industry. The tree boxes with the apples can symbolize local small-

scale farming and the materials of the boxes and the paper bags can create a sense of rustic.  

 
Image 40. Fruit and vegetable farm (Preis and Imagebank.sweden.se, 2011). 

The Right of Public Access is important for this category since it enables the tourists to fish, 

pick food in nature, and cook outdoors. Seafood and fish are important components of the Swe-

dish culinary world. Lobster is mentioned most times, but also the access to fresh crayfish, crabs 

and clams are mentioned. Fishing is one of the most mentioned culinary activities, where 

different species of fish such as pike and salmon are mentioned. The quotations below and 

Image 41 illustrate this.  

“Fishing in the lake Södra Wixen, outside Vetlanda in Småland.” (Image-ID: 3270) 

“With roughly 9 per cent of Sweden made up of rivers and lakes, and an extensive coastline to 

boot, there are plenty of great fishing spots to be found. There are some 37 species of fish to 

catch in Sweden, from pike to salmon. Sweden has everything you could wish for, whether an 

expert or beginner: big fish, attractive waters and untouched nature.” (Image-IDs: 3225, 4193) 

Image 41 can be interpreted as a conveyer of nature as a provider of food, which is available 

for humans to enjoy and eat. The low angle of the image can symbolize the tourist as major, 

and in control over the small fish. This can lead to an interpretation where humans control 

nature. The lightning in the image puts the fish in focus. The highlighting of it can create an 

understanding of the fish as sort of a gift.  
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Image 41. Fish in net (Broman and Imagebank.sweden.se, 2011b). 

Except for fishing, tourists and Swedes can also enjoy the opportunity to pick berries, mush-

rooms and herbs in the wild (see quotation below). Cloudberries, blueberries, and chanterelles 

are a few examples of food that are frequently portrayed as available for tourists to pick.  

“The Swedish forest provides plenty of delicious foods such as fungi. Swedish food culture is 

based on great access to local fresh ingredients provided by the countryside. Most of Sweden’s 

open space remains essentially untouched, and the right of public access means that people are 

free to roam the forests in search for wild berries, herbs and mushrooms. Even top chefs in 

Sweden frequently gather their own herbs, mushrooms and berries for their restaurants. Chan-

terelles are the most sought-after but the Swedish forests serve up all kinds of delicious fungi.” 

(Image-ID: 3095) 

Image 42 portrays a hand holding chanterelles, where the chanterelles are in focus. A potential 

interpretation of this image is that it presents nature as a provider of food, which humans can 

take part of. The image could also be interpreted as a symbol of the Right of Public Access. 

The chanterelles are slightly lighted, which together with how they are held in the human hand 

make them appear to be important and appreciated.  

 
Image 42. Chanterelle mushrooms (Wahlman and Imagebank.sweden.se, 2014a). 

Eating and cooking outdoors are also repeatedly mentioned in the material, where people fore-

most eat fika4 or picnic. Examples of such a text and an image (Image 43) can be found below.  

                                                           
4 Fika is a Swedish word for a moment when people get together to drink coffee and eat coffee cakes.  
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 “A picnic on an islet in the archipelago. A bite to eat and something to drink out in the open, 

there's no better way to enjoy the archipelago before heading out on the water again. During 

the Swedish spring and summer, people tend to be outdoors as much as possible. That includes 

eating and drinking. With a limited period of sunshine and warm weather, Swedes take every 

chance they get to be outdoors both cooking and eating. It can be a picnic, grill or just bringing 

a bowl of soup into the garden.” (Image-ID: 5264) 

A potential interpretation of Image 43 is as a conveyer of Swedish nature as a place for culinary 

activities, due to the fireplace and the teapot. The image can also be interpreted as presenting 

nature as grand. The uplifted platform where the fireplace is located appears to be next to a 

cliff, which leads to the wide woodlands that can be seen in the background. The difference in 

altitude can be interpreted as a symbol of greatness, but at the same time control or 

empowerment where the person who has lighted the fire has a view over the wild woodlands.  

 
Image 43. Coffebreak in the wild (Vargas and Imagebank.sweden.se, 2012a). 

5.4.4 Doing 

Within this category, a lot of focus lays on physical and sports activities where tourists spend 

their time outdoors. Hiking, kayaking, and skiing are the most portrayed activities. Other exam-

ples of frequently portrayed activities are biking, swimming, climbing, skating, paragliding, 

guided tours, Sami activities, and dog sledding. The north of Sweden and the West Coast are 

the areas that are mentioned the most in relation to this category. Stockholm is the third most 

mentioned area. The quotations, Image 44, Image 45 and Image 46 illustrate the three most 

portrayed activities.  

 “Åre is the largest and most advanced and divers alpine sports resort in Sweden and Northern 

Europe. In addition to great skiing, biking, hiking and paragliding, a variety of restaurants 

offering culinary experiences and shopping.” (Image-IDs: 3674, 3675, 3676, 3678, 3680, 3682) 

“Hiking in the Swedish mountains.” (Image-ID: 5258) 

“Two kayaks on an islet in the Stockholm archipelago. Canoeing or kayaking is a popular 

pastime, and an excellent way to take advantage of Sweden’s right of public access and extensive 

coastline and inland lakes and rivers. […].” (Image-ID: 51) 

Image 44 can be interpreted as a mediator of nature as a place for activities of sports and outdoor 

character, due to the skiing family. It can also be interpreted as a place for social interaction, 
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where people can hang out, ski together and socialize. Nature in the shape of snow covered 

mountains surround the skiing tourists. The tourists are in focus in this image, while the 

mountains are in the background. This can lead to an interpretation where the tourists are 

understood as the important components in the image, while the mountains have a minor role.  

 
Image 44. Skiing in Sweden (Vestefjell and Imagebank.sweden.se, 2012). 

Another example of an image that portrays an outdoor activity of sporty character is Image 45. 

This image can be interpreted as a conveyer of nature as a calm place for the identification of 

the inner self. The tourist gazes out over the calm and open water with land far in sight. The 

tourist appears to be alone, which can be understood as a symbol of courage and independence. 

It is only the grey sky and the calm water that surround him. The fact that he appears to be alone 

and paddles calmly in the water could be an indicator of the search for his inner self.   

 
Image 45. Kayaking (Trygg and Imagebank.sweden.se, 2013b). 

At last, another image of the sports and outdoor character is presented, Image 46. A potential 

interpretation of this image is as a mediator of nature as a place for adventures, recreation, and 

exploration. The mountain landscape surrounds the hiking family and constitutes the majority 

of the image. This could be an indicator that the mountain landscape is the important component 

in the image. The mountain peaks appear to never end, and the family has the opportunity to 

explore them. Another potential interpretation is that the image mediates freedom, where the 

family has the opportunity to roam freely and explore the mountains.  



 
 

49 

 

 

Image 46. Hiking (Vestefjell and Imagebank.sweden.se, 2015). 
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5.5 Main findings 
Sweden is presented as an open and welcoming country with a lot of nature that is suitable for 

tourism. Especially during sunny and cloudy days in the summer months in the north of Sweden 

or on the West Coast. Images with rural character are the most presented, where the Swedish 

mountains, the forests, and littoral areas are highlighted. Nature environments of both land and 

hydrological character are portrayed, but it is obvious that the closeness to water is portrayed 

as an important touristic resource. Another touristic resource is Sweden’s flora and fauna, with 

elements that are important for touristic activities. Animals function as touristic attractions, and 

mushrooms, berries, and herbs can be picked by tourists in the Swedish nature thanks to The 

Right of Public Access, which proved to be an especially highlighted asset. 

The four features of the authentic, the wild, the sublime and the pristine are all connected to the 

Swedish nature. The most portrayed feature is the wild, where nature is presented as remotely 

and untamed with wild animals. The authentic is also a well-represented feature in the material, 

where nature environments are understood to have their original appearance. Natural elements 

that have arisen without the influence of humans are important for this feature. Limestone 

monoliths or northern lights are two examples. Another natural element, the northern lights, is 

important for the feature of the sublime, where nature is presented as majestic, grand, and 

superhuman. The northern lights with its colourfulness, a dark sky with dramatic clouds or a 

landscape covered in fog are all examples of sublime depictions of the Swedish nature, where 

the romantic and aesthetic sides of nature are presented. The pristine representation of Swedish 

nature is the least represented, where protected nature of high quality is in focus. The images 

that present pristine nature foremost portray images of nature environments with an untouched 

appearance.  

People who live in Sweden are portrayed as connected to nature. The Sami people are presented 

as highly connected to nature, and functions as an authentic part of it. Their culture and lifestyle 

function as touristic attractions, where tourists can participate in Sami tourism. Other people 

who live in Sweden are also portrayed as part of nature, where they like to spend their time. 

Swedes are dedicated to the Swedish nature and the bond between the two are presented as 

strong. Just as the people who live permanently in Sweden, tourists are also portrayed as inter-

ested in nature, where they like to spend their time. However, they are not portrayed as equally 

linked to the Swedish nature as the Swedes.  

Swedish nature is portrayed as an optimal place for touristic activities of sports and outdoor 

character such as hiking, kayaking, and skiing. It is also portrayed as a place with culinary 

experiences where tourists can enjoy the food that Swedish nature provides, such as lobster, 

blueberries or fish. Besides this, Swedish nature is also portrayed as a place for accommodation, 

where rural houses, tents, and camping are the foremost highlighted accommodations. In 

general, the Swedish nature is presented as suitable for tourism, where the four components of 

a touristic journey are represented more or less. The least represented component is the travel 

part of a touristic journey, where infrastructure that is required for traveling mostly was 

presented. The most represented category is doing, followed by eating and staying. 
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6. Concluding discussion 
Approaches and concepts from the theoretical framework of this thesis have been implemented 

into the concluding discussion in order to discuss the result and different outcomes of it. 

Something that is worth mentioning is that the used material in this thesis is closed, which 

means that it is not possible to identify how the images and the texts are received by the end 

users. This makes it difficult to conduct such practice analysis. Therefore, the focus has been 

on how the material is designed rather than how it is received.  

The results revealed that Sweden is portrayed and described as a peculiarly country filled with 

nature and flourishing tourism, with nature as an important touristic resource. This corresponds 

to depictions of Swedish nature in previous studies, where Sweden has been identified as asso-

ciated with natural components (Fredman et al. (2006); Pitkänen and Vepsäläinen, 2006) such 

as its’ forests (Lundmark et al., 2011; Sahlberg, 2004; Pitkänen and Vepsäläinen, 2006), its’ 

mountains (Fredman and Lindberg, 2006; Lundmark et al., 2011; Pitkänen and Vepsäläinen, 

2006; Sahlberg, 2001) and its’ hydrology (Bohlin, 2011; Lundmark et al., 2011; Pitkänen and 

Vepsäläinen, 2006 Sahlberg, 2001; Saltzman, 2007). These components function as touristic 

assets together with other natural elements and components (Fredman and Tyrväinen, 2010; 

Fredman et al., 2012; Lundmark et al., 2011; Sahlberg, 2004). Since nature is such an important 

part of the Swedish tourism, it is interesting to discuss how it was presented in the material and 

potential reasons or underlying factors to why it was presented in certain ways.  

In the case of this thesis, it is the responsible marketer of the material who has the power to 

decide what Swedish nature is or not. As Aronsson (2011) describes it, touristic marketers 

construct, market and sell images of destinations through the creation of demand and 

expectation. The marketers have the power to mediate presentations of how Swedish nature is. 

In this case, it has for example been decided that Swedish nature is available foremost in rural 

areas. This view is probably used because it attracts foreign tourists and corresponds with their 

expectations. However, this is not a view that the marketer or the foreign tourists have created 

themselves. It is deeper than that. As Foucault (1979) describes it, discourses are productive, 

powerful and produce human actions. Here, nature is approached as a social construction 

(Chaloupka and Cawley, 1993; Cronon, 1996; Macnaghten and Robbins et al., 2014; Urry, 

1998; Williams, 1985; Wilson, 1992), which is created by humans and powerful institutions. 

The humans and the institutions have the opportunity to shape how different discourses are 

formed (Rose, 2012). Tourism can here be considered as such institution, where the touristic 

marketers and actors who are responsible for the marketing of Sweden have the power, which 

they use to create and spread information about Swedish nature. The information is turned into 

knowledge that will affect how people understand and approach the Swedish nature. As 

Foucault (1977) describes it, there can be no knowledge without power relations and vice versa. 

This complex and ongoing interaction between Medias’ representations of the place and peo-

ples’ views of the place produce and establish this view of Swedish nature (Falkheimer and 

Thelander, 2007). This dimension is connected to all the research questions in this thesis, where 

power and knowledge relations are visible and affect what is portrayed or not, and how. 

The results revealed that, out of the four features of nature that were chosen for this thesis, the 

wild was the most presented one. The high presence of wild animals in wild areas is something 

that is highlighted by researchers such as Wall-Reinius (2012) and Øian (2013). This corre-

sponds to the material of this thesis, where wild animals were frequently portrayed both in 

images and in texts. A possible interpretation of why the brown bear was the most portrayed 

animal could be because it might be considered as more dangerous than the moose since it is a 

carnivore, or because it could be considered as more rare and exclusive. The approach to nature 

and wild animals as dangerous is often associated with the wild (Chaloupka and Cawley, 1993), 
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and according to Øian (2013), the presence of larger carnivores such as wolves, bears, lynx or 

wolverines contributes to the understanding of an area as wild. The representation of animals 

is limited in the material, and animals such as birds, insects, arachnids, amphibians, reptile, fish 

and crustacean are excluded. A possible interpretational reason to this exclusion can be that 

these animals not correspond with how potential tourists view and perceive the Swedish fauna. 

There is no point of using animals in marketing materials if they do not attract tourists.  

Previous research furthermore describes how wild nature and wilderness areas often are 

portrayed as freed from humans (Cronon, 1995; Robbins et al., 2014; Saarinen, 2016; Wall-

Reinius, 2012; Øian, 2013), something that the result of this thesis not confirms. The material 

in this thesis is of touristic character, and do therefore portray a lot of humans. The material’s 

mission is to attract tourists to Sweden. If the descriptions and the images would not illustrate 

what tourists can do in the wilderness areas, no tourists would be interested in traveling to such 

destinations. The fact that humans are portrayed in the material can also be interpreted as a 

reduction of the separation that occasionally is socially created between humans and nature 

(e.g. Bennett and Chaloupka, 1993; Robbins et al., 2014; Saarinen, 2016). Such reduction is 

something that both Cronon (1995) and Saarinen (2016) request. However, it is obvious that a 

major part of the material in this thesis is influenced by the approach of a separation between 

human and nature. These two concepts are presented as belonging to different worlds, which 

interact with each other but mostly not concatenate with each other.  

The result also revealed that sublime nature was portrayed as majestic, grand and superhuman. 

The weather proved to be a natural phenomenon with importance for the sublime nature. An 

image that portrays a church in a small town gets a new dimension if some mysterious fog are 

added, or a sky where the northern lights dance. A potential interpretational reason to why 

weather is such an important component of the sublime nature is because it can evoke different 

emotions among people. The use of sublimity to evoke emotional responses towards nature is 

something that Oravec (1996) highlights. Sublime descriptions with aesthetic and ethical beliefs 

about nature have been used for different purposes, such as attracting tourists to specific places 

or landscapes. An interpretational reason to why dramatic and aesthetic weather was presented 

in the material is due to the fact that humans cannot interact with the weather directly. This 

makes the weather unpredictable, and in some cases a bit dangerous, since no human can control 

it. The experience of fear is closely connected to the concept of sublimity (Cochrane, 2012; 

Colley, 2010), where a feeling of both fear and attraction often arise among people (Cochrane, 

2012) when they experience natural grandeur (Colley, 2010). The presentation of other 

phenomena as sublime, such as the northern lights (e.g. Cochrane, 2012) or the midnight sun, 

can interpretational be explained by the same reason. None of these phenomena, nor the 

weather, can be controlled by humans. This can create a feeling of the phenomena as powerful, 

unpredictable and greater than humanity.  

Furthermore, the result revealed that pristine nature was presented to be nature of high value, 

with an untouched appearance, wild animals and a far distance to human societies. This corre-

sponds to previous research, where the concept of pristine often is used to describe nature of 

high value that are untouched by humans (Brook, 2006; Brunbjerg et al., 2016). The pristine 

feature can be understood as connected to the feature of authentic (but also the sublime). The 

material revealed that authentic nature was associated with natural environments with appear-

ances of how humans think they shall look. For example, the woodlands shall have big trees, 

wild animals, moss and mushrooms. The authenticity of the woodlands would probably 

decrease if there was a residential area there with a lot of people. Protected nature was high-

lighted in the material, such as national parks and nature reserves. A potential interpretational 

reason to why they are considered to be of high quality and value is because those areas look in 
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the ways which people think that origin and authentic nature shall look. They shall foremost be 

freed from massive human influence.  

Human influence and pristine, authentic nature are topics which not correspond well to each 

other. This is something that Brook (2006) and Dudley (2011) identify. Dudley (2011) describes 

how ecosystems that have been influenced by humans are considered as less authentic and 

Brook (2006) describes how damaged areas that have been restored by humans are considered 

as less authentic. This is interesting, since all ecosystems in the world have been modified by 

humans and there are no untouched ecosystems left (Dudley, 2011). A small number of humans 

are portrayed in the material concerning authentic and pristine nature. A potential 

interpretational reason to the low human presence is due to the social construction of nature. As 

discussed earlier, humans and nature are often considered as apart (Bennett and Chaloupka, 

1993; Robbins et al., 2014; Saarinen, 2016). Therefore, the presence of humans in authentic 

and pristine natural areas would reduce its’ trustworthiness. Another interesting dimension is 

that different people are understood differently in relation to the authenticity of nature. In the 

material, Sami people were portrayed and described as something that the tourists could expe-

rience as a touristic attraction. This can, as Pettersson (2006) describes it, generate both positive 

and negative consequences. When humans are turned into attractions, they are commercialised. 

This could be problematic, if the image that is produced of the Sami people is deceptive or 

incorrect. The marketers and the actors who create this image through the production of visual 

images, texts, and brochures might produce an image that is totally different to how the Sami 

people themselves would like it to be. Hultman and Andersson Cederholm (2006) describe how 

local people are considered to be more connected to nature than other people, and that the local 

people are considered to have more knowledge about nature. Their presence increases the 

trustworthiness of the nature that they appear in.  

The presentation of the Sami people as an authentic part of nature and as a touristic attraction 

corresponds to the work by Sahlberg (2001), who describes the Sami culture as a touristic 

attraction that people from all over the world are interested in. Hultman and Andersson 

Cederholm (2006) describe this presentation of the Sami people as socially constructed, where 

they are understood as sublime and awe-inspiring. A potential interpretational reason to why 

the Sami people are considered to be connected to nature is due to how they are presented in 

tourism material, as distanced from other people and surrounded by nature. The fact that they 

herd reindeer could also be a reason. The majority of the non-Sami tourists might consider the 

reindeer to be more wild than domesticated. This makes the Sami people appear to be wild 

themselves, since they can live with and support themselves on these wild animals. This 

approach to the Sami people corresponds to how Wall-Reinius (2012) describes the touristic 

perception of the Sami people – as part of the wilderness.  

Other people who live in Sweden besides the Sami people, are also portrayed as close to nature. 

An embellished presentation of the Swedes is obtained in the material, where the majority of 

them appear to love nature and the outdoors. Those Swedes who live in the most urban areas of 

Sweden and never leave the blocks influenced mostly by concrete are never mentioned. A 

possible interpretation to why the Swedes are presented as nature lovers is because this presen-

tation attracts tourists. A tourist who adores nature wants to visit a place where there is more 

people who adore nature, and what is better than a whole country with nature lovers? Here, all 

Swedes are normalized into nature lovers. This can be understood by the procedure of exclusion 

and inclusion described by Foucault (1993), where  some people are excluded depending on 

what is understood as socially acceptable or not. When nature is supposed to attract tourists to 

Sweden from all over the world, the most urban people of Sweden are not visible. If it would 

have been the other way around, and the cities were the centre of attention, only people in urban 

areas with urban lifestyles would have been visible. Another interesting dimension of this 



 
 

54 

 

discussion is why urban areas are considered to be unnatural and no hosts of nature. If most of 

the rural areas of Sweden are considered to be nature, and the majority of the nature in Sweden 

has been influenced by humans in some way, this must mean that there can be urban nature as 

well. If the rural cultivated Swedish forests are considered to be nature, then the tree lines in 

the middle of Stockholm should also be nature.  

Nature proved to be important for the tourists in the material, and is a place where they like to 

spend their time. Just like the Swedes. The major difference is that tourists were portrayed as 

temporary guests in nature, and not obvious guests. This was due to the differences in how they 

were portrayed in the images and the texts. Of course, they are guests in Swedish nature, but 

they might have an equally strong relationship to nature as Swedes have. Here, it is obvious 

how essential the use of language is for how things and humans are interpreted. Fairclough 

(2001) describes language as a social structure that has an impact on how people perceive 

things. In this case, how different humans are described in the material can be seen as a form 

of textual language, while the images that portray people can be seen as a visual language. 

Different agendas are produced and mediated through the use of these languages, and can be 

understood by those who read and watch the images and the texts. Fairclough (1995) describes 

that any language use consists of discursive effects in form of social identities, social relations 

and systems of knowledge and belief, which are reproduced, maintained and transformed by 

the use of language and vice versa (Fairclough, 1992). Furthermore, he describes that the 

relationship between discourses and these social structures is dialectic, which means that it is 

socially shaped, but at the same time it is also socially shaping (Fairclough, 1992; Fairclough, 

1995). The presentations of different humans in the material have probably been influenced by 

how the Sami people are talked about, how other Swedes are talked about and how foreign 

tourists are talked about in Sweden and the world. These different discourses, like Hedren 

(1994) describes it, give meaning to the world but also affect the self-understanding of humans.  

As revealed in the results, nature proved to be an important asset for all of the four components 

of a touristic journey; traveling, staying, eating and doing. It was revealed that the category of 

doing was the most represented in the material. This could reasonably be due to how the 

touristic demand is at the moment. If tourists want to use the Swedish nature as an arena for 

activities, the marketers have to meet this demand. As Lundmark et al. (2011) describe it, 

tourists travel to destinations with the intention to explore the sights that they have seen in 

marketing materials. It can also be the other way around, where the marketers produce a demand 

among the tourists. This is, as Falkheimer and Thelander (2007) describe, a complex and 

ongoing interaction between Medias’ representations of the place and peoples’ views of the 

place. This interaction produces and establishes this view of Swedish nature as a place for tour-

istic activities. Or as a provider of food and culinary experiences. Or as a place for travel and 

accommodation. Exactly like it is an ongoing interaction between views and representations, it 

is also an ongoing interaction between demand and supply.  

One important element for the different categories of a touristic journey proved to be The Right 

of Public Access, which is described by Hultman and Andersson Cederholm (2006) as a symbol 

of democracy in Sweden. The right for everyone to roam freely in the Swedish nature 

communicates public openness where everyone is welcomed. However, this is interesting since 

the superior majority of the humans in the material look similar to each other with light skin 

and brown or blond hair. Such marginalization of people with other appearances does not com-

municate openness and a warm welcoming. Fair skinned people is presented as the only ones 

who have the right to roam freely in nature, and Swedes are presented as only fair skinned even 

though this is not a real representation of the multi-ethnic country of Sweden. This creates a 

sense of underlying power relations in society, where the fair skinned people have privileges 

that people with other appearances have not. Fair skinned people have the right to do activities 
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in nature, to eat in nature, to travel in nature and to stay over the night in nature. Here, the 

powerful institutions in the shape of actors within the Swedish tourism marketing are responsi-

ble for this presentation. But also the photographers of the used images are responsible. And 

the persons who hired the photographed people. This corresponds to how Foucault (1993) 

approaches discourses, power and knowledge. He describes that the production of discourses is 

controlled, organized and distributed through different procedures, which are highly influenced 

by power relations and threats in society. Restrictions about who are allowed to talk about cer-

tain topics are present, and people get excluded depending on what is socially acceptable or not.  

A similar pattern can be made about the marginalization of different areas of Sweden. The north 

of Sweden and the West Coast were the most prominent areas in the material. This could be 

because these areas are hosts of nature components that correspond to the image of Swedish 

nature that the image bank wants to communicate. The West Coast was described by its 

closeness to the water, a component that has proven to be an essential part of the Swedish 

tourism (Bohlin, 2011). A potential interpretational reason to why it was frequently visualised 

is due to its connection to the water, which functions as a touristic attractiveness. In fact, many 

areas of Sweden has a close connection to water, both in form of lakes and the sea. Therefore, 

it is interesting why mainly the West Coast was visible. The north of Sweden was also 

frequently portrayed, but was instead presented as an exotic place with wild animals, northern 

lights, great hiking opportunities and protected nature. The exoticness of places is something 

that researchers such as Sahlberg (2004), Bohlin (2011) and Strömberg (2011) discuss. The 

north of Sweden has been a frequently mentioned area in their research. Once again, things are 

excluded while other are included in the material. In this case it is areas. Of course, it is difficult 

to represent all the corners of Swedish nature, but it is also problematic not to give it a try. This 

can be interpreted as the rest of Sweden has no nature, which is not true. If a “correct” image 

of Swedish nature was to be presented, then all different areas of Sweden would have to be part 

of the material.  

This thesis is of touristic character, and has contributed to new knowledge of how Swedish 

nature is portrayed, presented and used as a touristic attraction. The result corresponds with 

other studies that have scrutinized how nature is presented in different materials. However, all 

of those studies are not of touristic character. Further research about the connection between 

the social construction of nature and tourism could broaden the knowledge about its’ relation-

ship. Studies about other Nordic countries could be compared to the results of this thesis, but 

also studies about countries in other parts of the world would be of interest.  
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Appendix 1. Mapping of the filters and tags in the material 

Table 13. Mapping of the existing filters in the Image Bank Sweden with number of tagged images 

Area Filter Region Filter Style Filter Time Filter 
Tags Tagged images Tags Tagged images Tags Tagged images Tags Tagged images 

Accommodation 30 

 

Stockholm 76 Scenery 250 Day 556 

Activities 235 

 

Göteborg 65 Close up 108 Night 53 

Culture 40 

 

Malmö 7 Outdoor 635 Winter 131 

Design 1 

 

Northern Sweden 219 Indoor 11 Spring 34 

Education 9 

 

Central Sweden 92 People 326 Summer 414 

Food and Drink 51 

 

Southern Sweden 211 No people 316 Autumn 102 

Nature 671   Action 34   

Society and Life-

style 

55   Big File Format 

+40 MB 

229   

Symbols and Tra-

ditions 

12       
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Appendix 2. Explanations of the variables and values for the coding and analysis 1 

* This appendix extends from page 65 to page 69.  

Table 14. Explanations of variables for the coding and analysis 1 with belonging values 

Position of the viewer 

Setting = the surrounding in which the photo was taken. 

Urban = urban area with much settlements and infrastructure. 

Rural = rural area with less settlements and infrastructure. 

Agricultural = land used to produce agricultural products such as food or feed. Agricultural settings such as farms or pasturelands will also be covered by this variable.  

Forest = area mostly covered by trees.  

Littoral = area where land meets ocean or major inland lake.  

Archipelago = area outside of the littoral area, consisting of islands in different sizes, skerries, islets and reefs.  

Open water = open water with no or little closeness to land.  

Mountain landscape = area where there is a major ridge of bedrock.  

Photo distance = the distance between the photo object and the photographer.  

Overall picture = image with a wide view. Photographed from long distance. 

Medium picture = image where the photo target is portrayed in its entirety. Photographed from medium distance.  

Close up picture = image with focus on a details. Photographed from short distance. 

Photo angle = describes in which angle the camera is placed in relation to the photo object.  

High-angle shot = camera placed above the subject from a high angle, looking down. 

Low-angle shot = camera placed below the subject from a low angle, looking up. 

Straight-angle shot = camera placed at the subject’s height. 

Bird’s eye shot = camera placed high above the subject from a long distance, looking down with a high angle. Similar to a bird’s view from the sky. 

Ant’s eye shot = camera placed below the subject from a low level, looking up with a low angle. Similar to an ant’s view from the ground. 

Entities and phenomena related to nature 

Land cover = natural materials and products which are covering the ground, e.g. different plants, water or stones.  

Deciduous tree = tree with leaves.  

Coniferous tree = tree with coniferous. 

Grass = collection of monocot plants. 

Bush = woody plant with divided stem. 

Flower = plants with colourful crowns. 

Green plant = other green plants than grass, bushes, mosses, lichens or flowers. 

Moss and lichen = group of green land plants typically growing in clumps. 

Water = liquid water. 

Ice = frozen water.  

http://tyda.se/search/coniferous+tree?lang%5B0%5D=en&lang%5B1%5D=sv
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Water plant = plant living in or next to the water. 

Soil = loose layer covering the ground surface.  

Stone = natural material of rocks and minerals. 

Gravel = rock particles. 

Sand = rock particles, finely grained. 

Mountain = elevation of solid rock. 

Fell = high and barren landscape feature consisting of mountain range or covered hills. 

Cliff = rock exposure which is vertical or near vertical. 

Rock surface = flat bedrock. 

Sea stack = columns of rock, shaped by wave erosion. Standing in the sea or near a coast. 

Snow = precipitation mostly consisting of ice crystals, laying on the ground. 

Mushrooms = organism kingdom, or body of fungus (kind of living organism). 

Berry = small fruit with lots of seeds and fleshy or juicy fruit walls.  

Agricultural ground = ground used for agriculture, or earlier used for agriculture. 

Natural material = similar to land cover, but this variable concern natural materials which are not growing in or placed on the ground, e.g. bouquet of flowers. 

Flower = plants with colourful crowns. 

Green plant = other green plants than grass, bushes, mosses, lichens or flowers. 

Grass = collection of monocot plants. 

Mushroom = organism kingdom, or body of fungus (kind of living organism). 

Fruit = a product from the vegetable kingdom, consisting of one or several seeds. 

Vegetable = plant whose leaves, seeds or fruits are used as foodstuff or spice in cooking. 

Berry = small fruit with lots of seeds and fleshy or juicy fruit walls. 

Spider net = net produced by a spider to catch preys.  

Timber and wood material = wood from trees. 

Stone = natural material of rocks and minerals. 

Shell = calcareous shell from gastropods.  

Ice = frozen water. 

Time = different periods of a day.  

Day = sun located over the horizon.  

Night = sun located under the horizon. 

Morning = transition between day and night. Sun is rising. 

Evening = transition between day and night. Sun is setting.  

Season = different divisions of a year. 

Winter = the coldest season of the year. 

Spring = transition period from winter to summer.  

Summer = the warmest season of the year. 

Autumn = transition period from summer to winter. 

Weather = the state of atmosphere with regard to variables such as pressure, movement or presence of water in various forms, e.g. sunshine, rain or fogginess.  
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Sunny = sunny weather with the sun in focus. 

Cloudy = cloudy weather covering the sky. 

Snowfall = precipitation mostly consisting of ice crystals. 

Rainfall = precipitation mostly consisting of water drops. 

Fog = collection of airborne floating water droplets.  

Windy = moving air flow. 

Earth phenomena and astronomical phenomena = fact or situation caused by nature, on earth or in space.   

Northern lights = light phenomenon in the sky that arise when particles from the solar wind collides with molecules in the atmosphere.  

Rainbow = light phenomena in the sky that arise when the sun shines through rainfall.  

Full moon = when the whole side of the moon which is facing the earth is lighted by the sun. 

Half-moon = when half of the side which is facing the earth is lighted by the sun.  

Shooting star = a line arise on the night sky when an object falls into the earth’s atmosphere.  

Starry sky = when the night sky is covered by visible stars.  

Fire = powerful chemical reaction where a fuel’s chemical energy is conveyed into heat and light in a flame.  

Animal = living organism with sense organs and nervous systems, is quickly respond to stimuli and is feeding on organic matter. 

Domesticated animal = animals taken care of by humans and often an important part of humans providing, e.g. reindeers, cows, horses or sled dogs. Also animals kept for 

other purposes such as social needs, e.g. indoor cat, dog or rabbit.  

Wild animal = animals living in the wild not taken care of by humans, e.g. wolf, moose, deer, lynx, fox, different species of fish and birds.  

No animal = image with no animals visibly portrayed. 

Classification of animal = different classifications of animals.  

Carnivorous mammal = meat eating vertebrate animal that is nourishing its cubs with milk, e.g. bear, wolf and fox. 

Herbivorous mammal = plant eating vertebrate animal that is nourishing its cubs with milk, e.g. moose, deer and reindeer. 

Bird = vertebrate animal with wings, a bill and a body covered by feathers, e.g. swan, eagle or sparrow.  

Insect = animal belonging to the class of invertebrates. An insect has six legs and the body is divided in the parts of head, thorax and abdomen, e.g. butterfly or bug.  

Arachnid = animal with eight legs and body divided into two parts. An arachnid animal is a predator and use silk, e.g. spider or scorpion.  

Fish = vertebrate animal living in the water, breathing with gills. A fish is often covered with scales, e.g. perch or pike.  

Amphibian = a vertebrate animal with the ability to exploit both aquatic and terrestrial habitats, e.g. frog or toad. 

Reptile = a vertebrate animal, often covered with scales or plates of keratin, e.g. snake or lizard. 

Crustacean = an invertebrate animal belonging to the class of invertebrates. A crustacean animal is often living in the water, e.g. crayfish or lobster.  
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Human entities 

People = animal belonging to the specie of homo sapiens. 

Host = person who offer service products to tourists at the destination. A host can also be a person living permanently at the destination.  

Tourist = person who is a guest at the destination and is consuming touristic services or products.  

No people = image with no people visibly portrayed. 

People gender = the gender of people.  

Female = woman or girl.  

Male = man or boy.   

Unidentified = the gender of the person could not be clarified.  

People age = the age of people.  

Child = a person attending preschool or school. 

Youth = a young grown up person in the late school years, or beginning of career age.  

Adult = a grown up person, in the career age.  

Senior = a person who is retired.       

Unidentified = the age of the person could not be clarified.  

Other physical objects 

Political and cultural symbols = symbols representing different political or cultural expressions.  

Swedish flag = the flag representing the country of Sweden.  

Three crowns = Sweden’s heraldic national symbols. Symbolizing three crowns.  

Swedish paintings = paintings whit patterns associated with Sweden, e.g. wall paintings on a Hälsingegård.  

Traditional costume = traditional customs which are associated with different areas of Sweden. 

Sami costume and artefact = customs or artefacts which are associated with the Sami culture, e.g. a south Sami frock or a Sami handicrafts.  

Buildings and constructions = arrangements which are built by people and having a special purpose, e.g. residential house, supermarket or stone wall.  

Service = buildings and constructions with focus on services, e.g. tourist information office, supermarket, train station, hospital or a farm shop. 

Accommodation = buildings or constructions with focus on accommodation, e.g. hotel, tent, motel, cottage or house. 

Religious = building or constructions with focus on religion, e.g. church, mosque, temple or building or construction with religious symbols. 

Culinary = buildings or constructions with focus on food, e.g. restaurant, kiosk, fireplace or sea food shop. 

Historical = buildings or constructions with focus on history or building or construction with historical interest. Often buildings or constructions with another purpose than 

the original, e.g. castle. 

Cultural = buildings or constructions with focus on culture, e.g. museum or concert hall. 

Artistic = buildings or constructions with focus on art, e.g. gallery or statue.  

Enabling = buildings or constructions with focus on enabling services, e.g. stairs, footbridge, pier, fence or bench. 

Agricultural = buildings or constructions with agriculture, e.g. farmhouse or silo.  

Unidentified = the building or construction in the image could not be identified with any other value in this variable.  

No buildings or constructions = image with no buildings or constructions visibly portrayed. 

Transportation mode = the way someone is transported, e.g. by car, bus or airplane.  

Water = transportation on water, e.g. boat, ferry or jet ski.   

Road = transportation on roads, e.g. car, truck, bus, bicycle, moped or motorcycle. 
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Rail = transportation on rails, e.g. train. 

Animal = transportation drawn by animals, e.g. reindeer sleigh, dog sledding or horse and carriage. 

Off road = transportation running in the terrain, e.g. snowmobile.  

Air = transportation in the air, e.g. helicopter, ski lift or airplane. 

Motorized = transportation mode with a motorized engine, e.g. car, buss or an airplane.  

Non-motorized = transportation mode without a motorized engine, e.g. bicycle, reindeer sleigh, or kayaking. 

Structures = structures and facilities which are needed for the operation of a society, e.g. roads, power supplies or buildings.  

Vehicle transportation = structure aimed for the use of vehicles, e.g. road or rail. 

Non-vehicle transportation = structure aimed for transportation done without vehicles, e.g. pavement. 

Energy = structure aimed for the production and flow of energy, e.g. grid, street lighting, wind turbine or power plant station.  

Information = structure with informational purposes, e.g. traffic sign or traffic light. 

Building = all kinds of human made buildings, e.g. accommodation, construction work or service building.  

Touristic = structure aimed for touristic activities, e.g. marked hiking trails or mountain cabins. 
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Appendix 3. Illustration of how the coding was performed in Microsoft Excel. 

Figure 3. An example of how the coding was performed in Microsoft Excel. 
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Appendix 4. Illustration of how the coding was performed in NVivo 11.

Figure 4. An example of how the coding was performed in NVivo 11. 
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Appendix 5. Presentation of the results from the coding and 

analysis 1 

* This appendix extends from page 71 to page 75.  

Position of viewer  

The different variables belonging to this theme are setting, photo distance and photo angle.  

Table 15. Variable: Setting 

Values Number of images 
Urban 43 

Rural 530 

Agricultural 77 

Forest 282 

Littoral 207 

Archipelago 65 

Open water 39 

Mountain landscape 121 

Table 16. Variable: Photo distance 

Values Number of images 
Overall picture 147 

Medium picture 455 

Close-up picture 181 

Table 17. Variable: Photo angle 

Values Number of images 
High-angle shot 168 

Low-angle shot 131 

Eyelevel shot 324 

Bird’s eye shot 38 

Ant’s eye shot 8 
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Entities and phenomena related to nature 

The different variables belonging to this theme are land cover, natural material, season, weather, 

earth phenomena and astronomical phenomena, animal and classifications of animal.  

Table 18. Variable: Land cover 

Values Number of images 
Deciduous tree 362 

Coniferous tree 268 

Grass 323 

Bush 240 

Flower 112 

Green plant 147 

Moss and lichen 142 

Water 252 

Ice 22 

Water plant 59 

Soil 77 

Stone 281 

Gravel 64 

Sand 51 

Mountain 131 

Fell 54 

Cliff 65 

Rock surface 113 

Sea stack 5 

Snow 153 

Mushroom 2 

Berry 4 

Agricultural ground 31 

Table 19. Variable: Natural material 

Values Number of images 
Flower 14 

Green plant 8 

Grass 3 

Mushroom 8 

Fruit 12 

Vegetable 4 

Berry 4 

Spider net 2 

Timber and wood material 7 

Stone 9 

Shell 1 

Ice 1 
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Table 20. Variable: Season 

Values Number of images 
Winter 136 

Spring 49 

Summer 459 

Autumn 135 

Table 21. Variable: Time 

Values Number of images 
Day 560 

Night 19 

Morning 58 

Evening 78 

Table 22. Variable: Weather 

Values Number of images 
Sunny 420 

Cloudy 337 

Sowfall 6 

Rainfall 3 

Fog 30 

Windy 34 

Table 23. Variable: Earth phenomena and astronomical phenomena 

Values Number of images 
Northern lights 11 

Rainbow 2 

Full moon 1 

Half-moon 4 

Shooting star 0 

Starry sky 11 

Fire 10 

Table 24.  Variable: Animal 

Values Number of images 
Domesticated animal 76 

Wild animal 58 

No animal 538 
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Table 25. Variable: Animal classification 

Values Number of images 
Carnivorous mammal 39 

Herbivorous mammal 64 

Bird 9 

Insect 6 

Arachnid 0 

Fish 8 

Amphibian 0 

Reptile 0 

Crustacean 6 

 

Human entities 

The different variables belonging to this theme are people, people gender, people age and 

touristic activity.  

Table 26. Variable: People 

Values Number of images 
Host 55 

Tourist 323 

No people 316 

Table 27. Variable: People gender 

Values Number of images 
Female 160 

Male 173 

Unidentified 148 

Table 28. Variable: People age 

Values Number of images 

Child 114 

Youth 69 

Adult 270 

Senior 19 

Unidentified 34 
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Other physical objects 

The different variables belonging to this theme are Political and cultural symbols, buildings 

and constructions, transportation mode and structures.  

Table 29. Variable: Political and cultural symbols 

Values Number of images 

Swedish Flag 22 

Three crowns 1 

Swedish paintings 8 

Traditional custome 2 

Sámi custome and artefact 5 

Table 30. Variable: Buildings and constructions 

Values Number of images 

Service 26 

Accommodation 136 

Religious 17 

Culinary 14 

Historical 42 

Cultural 23 

Artistic 16 

Enabling 155 

Agricultural 21 

Unidentified 105 

No constructions or buildings 342 

Table 31. Variable: Transportation mode 

Values Number of images 

Water  112 

Road  42 

Rail  2 

Animal  23 

Off road  32 

Air  6 

Motorized  69 

Non-motorized  121 

Table 32. Variable: Structures 

Values Number of images 

Vehicle  66 

Non-vehicle  38 

Energy  53 

Information  48 

Building  217 

Touristic  48 
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Appendix 6. The frequency of the 107 most mentioned words.  

Table 33. The 107 most mentioned words with belonging frequency. 

Word Frequency Word  Frequency Word Frequency Word  Frequency 
Sweden 610 Farm 62 Sports 45 Least 37 

Summer 221 Great 62 Park 44 Today 37 

Nature 196 Just 62 Unique 44 Activities 36 

Swedish 156 Area 60 Hike 43 Small 36 

One 134 Winter 59 Lights 43 Gotland 35 

Coast 109 High 58 Mountain 43 Half 35 

Also 101 Part 58 Per 43 Made 35 

Northern 99 Family 56 Öland 43 Spend 35 

Largest 93 Parks 56 August 42 Bear 34 

People 92 Moose 54 Cultural 42 Known 34 

Countryside 90 Resort 54 June 42 Visiting 34 

Holiday  90 Best 53 Long 42 Berries 33 

Archipelago 89 000 52 Landscape 41 Cent 33 

Many 88 Island 52 Beginning 40 Dog 33 

National 83 Lake 52 Land 40 Hanging 33 

Popular 82 Ski 51 Large 40 Natural 33 

North 81 Country 50 Visitors 40 Sweet 33 

Europe 76 Forests 50 Children 39 Used 33 

Right 71 Found 50 Enjoy 39 Lakes 32 

World 71 Forest 49 Short 39 Much 32 

Åre 71 Offers 49 Divers 38 Place 32 

West 69 Open 49 Families 38 Red 32 

Kayaking 68 Coastline 48 Swedes 38 Sami 32 

Public 66 End 48 Advanced 37 Sun 32 

Skiing 66 Alpine 47 Garden  37 Tours 32 

Stockholm 64 Fishing 47 Hiking 37 Varied 32 

Access 63 Around 45 Hälsingland 37   
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Appendix 7. Presentation of the results from the coding and 

analysis 2 

Table 34. Variable: Nature features (Images) 

Values Number of images 
Authentic 238 

Sublime 165 

Pristine 51 

Wilderness 258 

Table 35. Variable: Nature features (Textual descriptions) 

Values Number of images 
Authentic 254 

Sublime 100 

Pristine 59 

Wilderness 155 

Table 36. Variable: Touristic categories (Images) 

Values Number of images 
Staying 74 

Eating 93 

Traveling 38 

Doing 502 

Table 37. Variable: Touristic categories (Textual descriptions) 

Values Number of images 
Staying 29 

Eating 87 

Traveling 18 

Doing 265 

 


