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Islands in the Sun

Storytelling, Place & Terroir in Food Production on Nordic Islands’
By Hanne Pico Larsen & Susanne Osterlund-Pétzsch

Aland has always had a special status as a group
of islands between Finland and Sweden. A matter
not always noted is that the Alandic kitchen con-
stitutes a unique food region in Finland (...) An
explanation for this development can be found in
a strong attachment to one’s own soil, agriculture,
the archipelago and the sea. Add a tradition of sea-
faring, trade and entrepreneurship and the result
spells the food destination Aland (Kenneth Nars,
Affdrsmagasinet Forum 27.9.2014 http://www.fo-
rummag.fi/matlust-pa-aland).?

Food, as defined by Encyclopaedia Bri-
tannica, is “material consisting essentially
of protein, carbohydrate, and fat used in
the body of an organism to sustain growth,
repair, and vital processes and to furnish
energy”  (http://global.britannica.com).
However, beyond nourishment food is
also many other things, such as business,
politics, entertainment — and a common
ingredient in the construction of place
identity. In this article, we propose that is-
lands as bordered places constitute par-
ticularly illuminating examples of how
food is constructed as local — that is
place-specific —in the process of food pro-
duction. Food production, here, is taken to
cover the production of raw produce, as
well as the production of refined food
items (e.g. beer, jam and bread) and
ready-made dishes. We will discuss how
and to what effect food entrepreneurs on
Nordic islands combine story-motifs in
the form of images, tropes and stereotypes
with present day trends in food production
and consumption. Our premise is that ste-
reotypes and characteristics pertaining to
islands might yield benefits in this con-
nection. Food entrepreneurs need to dis-
tinguish their product and make consum-
ers relate to it. This tends to be done by us-
ing established motifs and images evoking
a range of consumer values (such as au-

thenticity, artisanship, and heritage). Fre-
quently, these motifs and images have
strong moral values connected with them.
The so-called New Nordic Food move-
ment is, directly or indirectly, an influence
on many food entrepreneurs. We will in-
vestigate to what degree the particular
kind of storytelling intrinsic to the gour-
met side of the New Nordic Cuisine is em-
ployed by island entrepreneurs and how
food tourism has become an increasingly
important niche intertwined with food
production. Moreover, we aim to ascertain
the various ways in which the themes of
place and taste are interrelated, juxtaposed
and constructed in this context.

Ny Nordisk Mad II (New Nordic Food II)
is a programme under the Nordic Council
of Ministers intended to promote Nordic
food in the region and beyond. The inspi-
ration for the programme stems from the
Manifesto of New Nordic Cuisine that
was drawn up and signed by a group of
twelve high-profile Nordic chefs in 2004.
Apart from the ambition to encourage
healthy eating in the Nordic countries, the
NNF programme aims to promote Nordic
food as an opportunity for marketing and
branding.’ Consequently, the NNF web-
site provides practical advice (even check-
lists) for how to plan a meeting, presenta-
tion or similar event with New Nordic
Food catering. Among the tools recom-
mended for the event are concepts, design,
decoration — and storytelling. The NNF
website states that stories and narratives
are shared “in every culture as a means of
entertainment, education, cultural preser-
vation and in order to instil moral values”.
After suggesting different types of stories
that could fit the occasion, the NNF
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recommendation concludes that “in
regards to the meal or food it’s a good
idea to tell a story that gives the meal
some perspective. It can be a story de-
scribing the origins of the different
courses or the produce used. [But] there
1s no limit to what stories can be told
about the meal. The only rule is to make
sure it enhances the guest’s meal experi-
ence” (www.nfd.nynordiskmad.org).

Stories, evidently, can make eating
more meaningful. What humans eat is
about availability, but also, as demonstrat-
ed already back in the early days of food
ethnography, about traditions, beliefs and
narratives (Harris 1997). When it comes
to eating, culture often takes precedence
over pure nutritional needs. If a certain
food item becomes associated with a par-
ticular discourse, its desirability might
change. In the contemporary Western
world, where consuming food entails an
abundance of options and considerations
for the majority of people, the stories and
images connected with various foods are
frequently decisive for the culinary
choices made. Our interest concerns food
stories connected with island, and how the
“island-factor” (arguably) makes eating
more meaningful.

Our case studies are the Aland Islands
and the apple orchards on the Danish is-
land of Lilles. Aland is an autonomous,
Swedish-speaking region of Finland, con-
sisting of an archipelago of approximately
6 500 islands and skerries. The population
is around 28 600, whereof the majority
lives on the main island. The Alandic
economy is dominated by shipping and
tourism. Not least because of the semi-in-
dependent status, Aland has a strong sense
of local identity. Lilleg is situated north of

Lolland in the south of Denmark. This lit-
erally small island (Lillee means “little is-
land”) is just over eight square kilometres
and has seven permanent inhabitants (in
January 2014). In spite of its small size the
island looms large in the awareness of
Danish food lovers. It has a long tradition
of growing apples, but in recent years the
island has also become known for its af-
filiation with food entrepreneur Claus
Meyer and restaurant Noma. Both Claus
Meyer and Noma collaborate with farmers
on the island in developing liquid delights
such as juice, cider, vinegar and wine.
However, due to its small size and few in-
habitants, Lilleo is not a main tourist des-
tination such as Aland. Instead the popular
produce is exported. Within our study, we
have conducted interviews with food en-
trepreneurs and people in different ways
involved in food production on Aland and
Lilles. Those who we have talked to in
their official capacity are quoted with their
names. Apart from the fieldwork material
from our two main case studies we will be
drawing upon a broad material of litera-
ture, newspaper articles, brochures, and
web sources pertaining to Nordic islands
such as Bornholm, Oland, Fyn and Muhu.
All of these islands have in common that
they have been successful in marketing
their placeness (“islandness™) either in
food production or as food destination, or
both.

Branding and the Taste of Place

Storytelling is one of the most common
strategies for strengthening brands, both
internally and externally, to create strong
bonds between brand and consumer, and
ultimately to secure consumer loyalty. In
the Western world, the market economy
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increasingly builds on emotions and the
pursuit of the ideal life. Hence, the need
for good stories become more apparent,
and storytelling has been turned into a
popular tool for building brands: “as a
concept, storytelling has won a decisive
foothold in the debate on how brands of
the future will be shaped” (Fog, Budtz,
Munch & Blancette 2010:17, see also
Hansen 2012).

There is a multifaceted relationship be-
tween food and branding. On the one
hand, branding strategies are employed in
order to market and sell food items. On the
other hand, food items and food produc-
tion are increasingly used in the creation
of brands. Both of these aspects appear in
our case material on Nordic islands. An
important part of the NNF programme is
to “strengthen the region’s competitive
edge on the increasingly aggressive global
food market” (http://newnordicfood.org/
about-nnf-ii/om/) as well as to encourage
the use of Nordic food as a tool for promo-
tion. The values singled out in the very
first paragraph of the New Nordic Cuisine
manifesto, “to express the purity, fresh-
ness, simplicity and ethics we wish to as-
sociate to our region” (http://newnordic-
food.org/about-nnf-ii/new-nordic-kitch-
en-manifesto/), are cornerstones of the
NNF Programme and are frequently sug-
gested being characteristic of the Nordic
region as such, thus simultaneously evok-
ing Nordic as a brand.

However, combined food and branding
projects are not a new concept in the Nor-
dic countries. For example, long before
the New Nordic Cuisine manifesto of
2004, the regional development project
Skdrgardssmak (“A flavour of the Archi-
pelago™) used food as a tool for regional

branding and regional development initia-
tives. Skdrgdardssmak was developed as a
regional-political project financed by
EU’s Interreg IIIA (ITA)* and the national
governments in Finland and Sweden be-
tween the years 1996 and 2006. The
Skdrgardssmak-area extends across na-
tional borders and comprises the greater
Stockholm archipelago, the Aland Islands
and the archipelago of Southwest Finland.
The incentive for initiating the project was
to develop local industry and commerce
but also to promote regional identity. The
plan was implemented by introducing a
quality label (i.e. the trademark white
wave on a blue background) to be used by
the project participants of restaurants,
food and raw produce suppliers, artisans
and local grocery shops that fulfilled the
requirements. The programme on the
whole was deemed as very successful
(Gripenberg 2006:6, 23). Consequently,
after the Interreg IIIA programme ended,
Skdrgdrdssmak was continued by being
turned into a commercial limited company
in 2007.

In her study of regional food projects,
Susanne Heldt Cassel names regional
branding as the most prominent aspect of
the Skdrgardssmak project. Promoting the
Swedish-Alandic-Finnish archipelago as
one region was in line with EU’s regional
politics and the overarching idea of Euro-
pean integration. However, there are also
many examples of regional food projects
that have different aims, such as creating
local networks (Heldt Cassel 2003:58, 77,
151). Regional food culture has become a
favoured strategy to promote economic
and rural growth in regions suffering re-
cession (see Tellstrom, Gustavsson &
Mossberg 2006:131). Since the initiation
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of the Skdrgdrdssmak project in 1996, the
interest in the connection between food
and place has reached new heights. Today,
“local food” is a catchphrase heavily em-
ployed in a wide range of contexts, of
which the NNF movement is but one ex-
ample. While the Skdrgdardssmak project
was marketing the archipelago as a setting
in which to experience extraordinary food
sensations, the branding message today
contains an even stronger intertwining of
food and place. “The taste of...” has be-
come a ubiquitous slogan applied to spe-
cific localities as well as more unspecific
larger regions, in both cases indicating a
literal consumption of place.

The idea of “taste of place” is well es-
tablished in haute cuisine through the
French concept of terroir. A product’s fer-
roir 1s affected by everything from the
composition of the soil to the local cli-
mate, in other words, everything that can
be said to add to a distinctive taste and fla-
vour. The American anthropologist Amy
B. Trubek has described ferroir as a story,
a narrative, about a product’s unique
background. These narratives not only
lend the product a sense of authenticity
but also help the consumer to localize the
product geographically and within a sys-
tem of values and ideals (Trubek 2008).
Traditionally connected with French wine
production to secure and regulate distinct
regional tradition, know-how, soil com-
plexion and quality (see e.g. Hoyrup &
Munk 2007), the concept of terroir is
presently used for a wide range of prod-
ucts as a stamp of quality (see e.g. Schous-
boe 2014). The elite chefs adhering to the
New Nordic Cuisine frequently refer to
terroir in the Nordic context, pointing to
the advantages of the Nordic conditions —

such as many hours of daylight — for vari-
ous food produce (Hermansen 2012;
Meyer & Ehler 2006). In this context, the
concept, “local food” is closely related to
and sometimes overlapping with terroir.
The notion of place-related food covers a
plethora of concerns ranging from taste,
nutrition and health to patriotism, politics,
ecology, and ethics (see e.g. Amilien, Tor-
jusen & Vitterse 2005; Hermansen 2012;
Bendix & Fenske 2014). As pointed out
by Lucy R. Lippard, “the lure of the local
is that undertone to modern life that con-
nects it to the past we know so little and
the future we are aimlessly concocting”
(Lippard 1997:7).

In the context of food, “local” has more
or less become synonymous with reli-
ability and good taste (in both respects of
the word). Despite the fact that the interest
in local food is often described as a recent
fad, this culinary trend can be traced back
to the introduction of Nouvelle Cuisine in
France in the 1960s (Jonsson 2013:56).
The strong emphasis in Nouvelle Cuisine
on fresh and locally produced foods was
picked up by Scandinavian chefs, and
place-specificity soon came to signal
quality. To the point, ethnologist Hikan
Jonsson quips, that “reading a menu in a
fine-dining restaurant in Sweden has grad-
ually turned into a geography lesson”
(ibid.:59-60).

Emphasizing the local yields results in
food branding and tends to attract urban
consumers who associate the label of “lo-
cal food” with authenticity (Tellstrom,
Gustavsson & Mossberg 2006:135f., 138,
140). However, the formula of authentici-
ty-through-locality involves a great deal
of flexibility. Obvious constructions such
as New Nordic Food, representing a huge
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geographical area comprising all of Scan-
dinavia including Iceland and Finland, can
thus stand for “local food” (Skaarup 2013:
50). Not even geographical proximity is
needed for a perceived closeness in food
production. As observed by Jon Thor
Pétursson, even food that has travelled
across the globe can gain the badge of lo-
cality and trustworthiness if convincingly
personalized (Pétursson 2013).

Brand humanization is a vital part of
branding strategy. Marketing scholars
Anne-Marie Hede and Torgeir Watne sug-
gest that creating a sense of place encour-
ages consumers to connect emotionally
with a brand. Stories drawing upon tradi-
tional folk motifs has proved to be an effi-
cient means to promote the consumer’s
proclivity to relate to the place-conscious-
ness of a region (Hede & Watne 2013:
207f., 211, 218). In the next section we
aim to investigate how a focus on place
and traditional motifs regarding islands
has been employed in this context.

The Island Advantage

Islands, as well as rural areas, are often
marginalized and suffer both political
and economic disadvantages and distress
when people move away due to unem-
ployment, the attraction of urban centres
and other reasons (Lyck 2014). How-
ever, in recent years, some of the stereo-
types and characteristics connected with
islands seem to present a place branding
advantage to food entrepreneurs. Indeed,
not all places are created equal, and even
a cursory look at food marketed through
place connections demonstrates that
some places are more compelling than
others (see e.g. Burstedt 2002). Certain
places and conditions seem to lend them-

selves more easily to the building of
terroir-stories (Trubek 2008:123). Inter-
estingly, regions like islands and rural
areas, perceived as marginalized and dis-
advantaged, often take a central role in
food storytelling. In this study, we look
in particular at how Nordic islands have
used their “islandness” to turn a seem-
ingly unfavourable situation into an as-
set in both tourism and product brand-
ing.

Islands, as pointed out by John Gillis,
are perceived as remote, and remote
places are often associated with a quality
of pastness regardless of their actual histo-
ry. Consequently, islands are also regard-
ed as older, more isolated, and more root-
ed than other places (Gillis 2001). Per-
forming islandness is closely tied to heri-
tage production, notes Owe Ronstrom in
his study of heritage processes on the is-
land of Gotland. When island heritage is
being produced for tourism, island “quali-
ties” such as remoteness, a slower pace of
life and authenticity tend to be empha-
sized (Ronstrom 2008:2, 7, 15). The Nor-
dic countries, especially the area stretch-
ing from the east coast of Sweden through
the Alandic archipelago to the west coast
of Finland, have among the greatest densi-
ty of islands in the world (Ronstrém
2009). Questions regarding branding,
identity and economic survival are natur-
ally vital to the island communities of the
Baltic Sea. The present day interest in ar-
tisan and small-scale food production has
created new income opportunities for
farmers and entrepreneurs in marginalized
areas (Bonow & Rytkénen 2013:81). It
should come as no surprise that the stereo-
types of island heritage production merge
with the tropes of the successful New Nor-
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dic Cuisine. However, the level of how
deliberately and consciously this connec-
tion is made and turned into a ferroir-nar-
rative among the island food entrepre-
neurs obviously varies.

One example of a conscious perform-
ance of islandness, is the apple orchards of
the Danish island Lilleg. The owner of the
orchard is Claus Meyer, one of the most
influential food entrepreneurs in Denmark
and co-founder of the world famous res-
taurant Noma in Copenhagen. Meyer was
until recently also the owner of several
other food related businesses such as
Meyers Madhus and Meyer’s bakeries as
well as the commercial production of fruit
juices and vinegars made from Lilleg-
apples.’ As one of the early and high pro-
file advocates of the New Nordic Cuisine,
Meyer is well familiar with the vocabulary
of the gastronomic world and the descrip-
tion of the island orchards from Meyer’s
own webpages is a textbook example of a
terroir-story:

The island Lillee has a unique micro climate and
is one the smallest islands in Denmark. It is situat-
ed in the sea surrounded by the islands of Zealand,
Mon, Falster and Lolland. Since the 1930ties fruit
farming has been the main activity of the island
which today has more than 25 apple cultivars.
There is no irrigation on the island which leads to
a smaller yield compared to the traditional or-
chards. Plenty of night dew, the salty sea air and
the smaller yield contribute to giving the fruits a
great intense taste. The fruit trees are normally cut
down when they are 15 years old, but on this is-
land many of the trees are both 20 and 60 years old
which gives them a first class quality of taste.
Unique for Lilleo is also its vineyard. Hansen's
vineyard produces top quality wines for Noma
(http://www.clausmeyer.dk/en/the island lill-
eoe.html).

In this presentation, the island conditions
are not only attested to yield high quality

products, but to constitute a unique com-
bination of micro factors that suggest,
what we have elsewhere referred to as, a
Nordic island superterroir (Larsen &
Osterlund-Pétzsch  2013). The island
landscape together with the perception of
islands as somehow more genuine, re-
mote, natural, and even older, than the
mainland, serves as the ingredients for a
perfect terroir-narrative. The island for-
mat condenses, exotifies and lends au-
thenticity — in this perspective even a
commercial venture such as large scale
growing of apple trees seems closer to
traditional forging than modern-day in-
dustries. In fact, island stereotypes seem
to go hand in hand with a “taste of
place”-branding. Similarly, when the
Finnish food-critic Kenneth Nars de-
scribes the local food on the Aland is-
lands in his food guide to Aland (Alindsk
matguide. Vigvisare till alindska smak-
upplevelser, 2009), he singles out the is-
landness of Aland as decisive: “As all is-
lands, Aland has due to its isolation been
able to preserve its food culture in a dif-
ferent way than on the mainland. But at
the same time the Alandic seafarers have
throughout history brought impressions,
ideas and flavours with them from coun-
tries far away. On Aland, food culture
has always been a mix of traditional
Alandic and foreign impressions” (Nars
2009). The island paradox of simultane-
ously being isolated and well connected
is in other words seen as characteristic of
the Alandic cuisine. In the same vein, as-
sumed island qualities of authenticity, a
slower pace of life and a sense of history
all go to support claims of a terroir-prod-
uct. From a brand-building perspective
there is plenty to draw upon in terms of
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perceived island lifestyle and island nos-
talgia to appeal to a large set of (urban)
consumers (cf. Trubek 2008:16, 212f.,
236).

However, there are other, and very con-
crete, ways in which the island-factor can
play a significant part in food branding.
Locality is frequently used as a framework
for food projects. Nevertheless, defining
what actually is local is often problematic.
What counts as local is ultimately socially
constructed and fluid (@strup Backe 2013:
60). In this case, the clear-cut borders of
islands are beneficial. Lena Brenner, de-
veloper at the Alandic Agricultural Centre
and Chair of the NNF steering committee,
describes the island frame as helpful in ar-
ranging local food events such as the
Alandic harvest festival:

Yes, I do believe it is a huge advantage. I’'m in
contact with many similar food projects and
events on both the Swedish and the Finnish side.
And the biggest problem they have, and constant-
ly complain about, is where to draw the line. What
is locally produced? When you’ve drawn a border
there is always someone on the other side of it that
also wants to come along. This issue always
comes up, they say they are a bit jealous of Aland
because it is so crystal clear here — the border is
Aland. You don’t need to discuss it because it is
obvious and natural (Interview with Lena Brenner
SLS 2014:31).

As noted above, food is often used for
marketing place and seems to be a particu-
larly common strategy for marketing is-
lands. Ronstrom describes how the well-
known Gotlandic saffron pancake is per-
ceived as a typical and traditional local
dish, although it was in fact a fairly un-
common food until the 1970s. The saffron
pancake simply fit the bill for a local deli-
cacy. The dish consequently became “is-
landed” and part of the Gotland brand —

standing for uniqueness, island magic and
island ferroir (Ronstrom 2012:254f.). On
the other hand, connecting a food item to
an island might make the product itself
more recognisable. The fact that Lilleg-
apples stem from an island — a clearly dis-
tinguishable area — has greatly benefitted
their marketing, as Lilleg fruit grower and
vineyard owner Hans Lund Hansen testi-
fies (interview 14.8.2012). Even disad-
vantages and challenges can have positive
consequences. In 2006, Lillea was flood-
ed and a large part of the island’s orchards
were badly damaged. However, the media
coverage secured nationwide sympathy,
which, Hans Lund Hansen recounts, re-
sulted in more attention and interest in the
apples from the small island. Narratives of
David vs. Goliath and the unlikely win-
ner’s success against the odds are com-
mon in folk culture and tend to raise sym-
pathy. Consequently, a brand biography
of disadvantage and struggle can give rise
to an “underdog effect” of increased brand
loyalty among consumers (Paharia,
Keinan, Avery & Schor 2011:775f.). The
relative smallness and vulnerability of is-
lands put into contrast with large-scale na-
tional actors may thus have valuable mar-
keting effects for the perceived underdog.

Island Entrepreneurship

Godfrey Baldacchino, scholar of island
studies, ponders the problem of how to
bring about the transformation from
smallness and isolation to becoming a
powerful centre for sustainable growth
and prosperity. He answers the question
by pointing to the branding of niche prod-
ucts. The marketing strategy in this case
involves branding goods and services as
belonging specifically to a distinct loca-
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Apple orchard at Lilleg, Denmark, 2013. Photo: Morten Serensen.

tion. He identifies breweries as a particu-
larly suitable niche for many small island
jurisdictions around the globe (Baldacchi-
no 2010:62, 64). Hede and Watne also
single out microbreweries as successful in
using a sense of place for their brand nar-
ratives. Microbreweries are contrasted
with national and international mass
brewery brands to the advantage of the
former. Increasingly, beer consumers are
turning away from national beer brands
because of their homogeneity (Hede &
Watne 2013:212f.). Microbreweries, for
the connoisseurs as well as the general
beer-drinking public, have come to repre-
sent character, craftsmanship and tradition
as well as innovation and novelty. More-
over, beer produced on small islands is of-
ten tied to place by the use of local ingre-

dients (Baldacchino 2010:66), which fur-
ther enhances the uniqueness of the prod-
uct.

As a case in point, the Alandic micro-
brewery Stallhagen has, despite some ini-
tial struggles, thus far been a success sto-
ry. In 2013, Finnish newspapers reported
that the demand for Stallhagen beer was
greater than the brewery’s production
capacity (Alandstidningen 8.1.2013, Hbl
3.10.2013). Stallhagen beer is mainly sold
on the local Alandic market, but is also ex-
ported to the Finnish mainland and Swe-
den. Stallhagen’s main profile is as a
microbrewery making “Hand-made Slow
Beer” using natural raw products. Apart
from the use of local ingredients, there are
also several further references to a “sense
of place” in their production. For example,
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Alandic apples used as decoration underscoring the maritime theme typical for islands, 2012. Photo:
Tobias Potzsch.

the Stallhagen III lager has an Alandic
flag on its label and the webpage presenta-
tion of the beer provides the history of the
flag as well as a description of the beer.
The brewery produces the annual seasonal
beer Stallhagen Skordefest in time for the
popular Alandic harvest festival. The au-
tonomous island community and its local
practices are decidedly part of the brand
narrative for the brewery.

Let us take a few further examples
from other Alandic food producers that
emphasize local conditions in their brand
stories. The Alandic dairy, ACA (Alands
centralandelslag), describes their loca-

tion as a boon for manufacturing milk
products:

In the dairy we refine milk from the unpolluted
Alandic nature into delicious and healthy prod-
ucts. We know our farmers well and the milk we
receive is always of the very best quality. More-
over, as the transportation distances are short the
milk is very fresh when it arrives at the dairy. With
such excellent conditions it feels natural to us to
be especially careful in manufacturing our prod-
ucts. We are eager to preserve the knowledge we
have inherited from the tradition of Alandic dairy
production going back hundreds of years. Since
we are a small dairy, we can let the craftsmanship
of our staff contribute to the taste as well as the
feeling of our products® (http://www.aca.ax/me-
jeriprodukter-fran-alandsmejeriet).
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The expected food marketing catchwords
of unpolluted, delicious, healthy, high
quality and craftsmanship are all there, but
the text also makes references to stereo-
typical island qualities such as smallness
and well preserved ancient traditions.’
The smallness of the place, here, does not
only provide the advantage of short dis-
tances resulting in fresher milk, but also in
the close personal relationships (“we
know our farmers well”) presumably
characterizing a close-knit traditional
community. The portrayed island condi-
tions evoke both trustworthiness and nos-
talgia. Here, it is not just the flavour and
quality of the product that matters — but to
an almost equal degree all the practices
surrounding the food.

Apple farming is one of the dominant
agricultural niches on Aland. The condi-
tions on Aland are generally advantageous
for apple orchards and certain varieties of
apple trees that do not grow well in the rest
of Finland can be found here. During the
last number of years, Alandic orchards
have produced over sixty per cent of the
total Finnish apple harvest (http://
www.maataloustilastot.fi/sv/appeltrad-
statistik). Many of the Alandic apple
growers also produce various apple-based
products. In the presentations of some of
the largest producers, an emphasis on the
“sundrenchedness” of the Alandic apples
is a common denominator:

Peders Aplagéird is the southernmost apple or-
chard in Finland. We are located in the archi-
pelago community of Kokar. Kokar is one of the
places in the Nordic countries that have the most
hour of sun per year. This fact gives us thoroughly

sundrenched and aromatic apples that we take
pride in® (http://www.aplagarden.net/).

A taste of the Sun. Good taste from a farm with a
long history. For thirteen generations fruit has

been grown on the Karl-Ers farm in Tjudd on the
North of Aland. Now we continue this heritage
and carefully look after our orchards and the en-
vironment. Karl-Ers is one of the largest orchards
in Finland (...). Our products get their flavour
from the many hours of sun on Aland and are re-
fined with knowledgeable sensitivity® (http://
www karl-ersfrukt.ax/).

Aland is the apple orchard of Finland. The climate
is favourable with many hours of sun and an au-
tumn that lingers. In many villages the apple trees
are plentiful and here the apples are allowed to
ripen on the branches in the agreeable archipelago
air. Grannas Apples is one of the larger orchards
on Aland and we are located in the village
Vistantrisk in Finstrom. Every year we pick large
quantities of apples by hand from our trees. Some
are sold as they are and others are squeezed into a
delicious and natural juice!® (http://www.gran-
nas.ax/hem.html).

There is no mentioning of the term terroir
in these texts, neither can any elaborate
taste of place-story be found. Neverthe-
less, the basic ingredients of linking a
product to a place and its specific condi-
tions are clearly stated, as are the refer-
ences to cultural tradition. Both Karl-Ers
and Grannas Apples mention that they are
quite large orchards, but they also point
out that they continue a heritage (Karl-
Ers) and that they pick their apples by
hand (Grannas). The simple combining of
tradition, sun and the island conditions,
taken together, still paints a convincing is-
land terroir story.

In all the examples above, the entre-
preneurs and companies are of course de-
scribing the realities “as they are”: Aland
is indeed a small island enjoying a typical
sea climate with mild autumns and a sta-
tistically high number of sun hours in a
Nordic perspective. Our point was to
draw attention to how these facts very
smoothly become motifs in taste of
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place-storytelling. Whereas these stories
tend to be fairly subtle, or perhaps inci-
dental in the case of smaller entrepre-
neurs, the detailed terroir-narratives are
ample among gourmet restaurants. An
example of this can be found on the Da-
nish island of Bornholm, situated off the
Swedish southeast coast — and a recent
hotspot of gourmet cuisine.'

On the welcoming page of the local
restaurant Kadeau, we get yet another de-
scription of a powerful connection to
place:

In the very periphery of Denmark, on the south
coast of the small island of Bornholm, Kadeau is
set in an updated beach pavilion — the only neigh-
bours being the forest, the beach and the sea. We
love food and wine with a sense of terroir, and
therefore we source the best local produce and
through old as well as new cooking techniques we
turn that produce into modern gastronomy. But re-
ally it’s all about the forest and the beach. The sky
and the sea. Our love of Bornholm and our love
of food  (http://www.kadeau.dk/bornholm_eng-
lish.php).

The periphery becomes the centre and the
old and the new meet in Kadeau’s sense of
place story. The theme of exploring fer-
roir features heavily in other island gour-
met restaurants’ statements as well. At
Restaurant Alexander on the Estonian is-
land of Muhu, the concept of a common
Nordic Island cuisine is developed — the
underlying argument being that despite
different conditions and geographical lo-
cations the islands of the Baltic Sea share
many key factors:

Here at Pddaste Manor we decided to backtrace, to
unfold and rediscover along the paths of these tra-

ditions and to embark on what we decided to call
our Expedition in Search of the Nordic Islands’
Cuisine. This fascinating venture involves visits
to our fellow Island communities and their farm-
ers, artisans, fishermen and hunters and at the
same time is also a conceptual journey, discover-
ing our terroir. We offer flavours which get their
character from the produce, techniques and re-
cipes originating in the Nordic Islands — the terroir
and the seasons are guiding us in our cuisine. De-
spite their diverse geographical locations, the is-
lands of the Nordic Islands’ Cuisine area share
many similarities: flavourful meats such as high
quality lamb, venison, moose and wild boar,
glorious fish such as flounder, cod and whitefish,
not forgetting root vegetables, honey, herbs, leeks,
wild mushrooms and a plethora of berries. Forests,
meadows and the shores of the Estate offer an
abundance of wild greens and herbs for daily
foraging (http://www.padaste.ee/wp-content/up-
loads/2013/11/NIC_ENG_2014.pdf).

The various local raw produce as well as
refined local products, as shown above,
have been conducive in turning disad-
vantaged islands into profitable holiday
destinations. Food production is no
longer predominantly for export but an
increasingly compelling incentive for
tourism. As noted by marketing scholars,
the role of local and regional food can
provide many benefits for a particular
area, not least in reinforcing brand iden-
tity and enhancing attractiveness of a
destination, but also in supporting local
business and generating local pride (Du
Rand, Heath & Alberts 2003:100). Tell-
ingly, at the same time as the island-zer-
roir stories build on familiar and well-es-
tablished motifs, one of the main messag-
es the stories aim to communicate is that
of uniqueness and difference.



40 Hanne Pico Larsen & Susanne Osterlund-Pétzsch, Islands in the Sun

Alandic superterroir. Lamb from the small island of Bjorké in the Alandic archipelago. 2012. Photo:
Susannne Osterlund-Po6tzsch.

Stories of Exclusivity

If one happens to browse through the offi-
cial Visit Aland website it may come as
something of a surprise to see that “Cham-
pagne” is one of the featured topics. The
Alandic claim to this famous regionally
branded product stems from the 2010 dis-
covery in Alandic waters of a shipwreck
(from the early 1840s) containing several
intact bottles of what might be the world’s
oldest champagne. As observed by
Trubek, champagne is not just any prod-
uct. It comes with an air of exclusivity and
enjoys a tremendous symbolic and cultur-
al capital (Trubek 2008:25). The local
government on Aland was quick in turn-

ing the shipwreck findings into an asset. A
number of bottles were sold at high profile
auctions and in 2011 an Alandic stamp
had the shipwreck champagne as its de-
sign subject. Local entrepreneurs have
also picked up on the opportunity. The ho-
tel Silverskér soon offered the possibility
of storing champagne in the “ideal condi-
tions” of Alandic water. Not long after, a
co-operation between Silverskidr and the
French Champagne house Veuve Clicquot
was initiated. In order to study the long
term effect of storage in different condi-
tions, 350 bottles of Veuve Clicquot
champagne have been deposited in the
waters outside Silverskédr. Could the po-
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tentially “ideal conditions” of the Alandic
waters offer a “storage terroir”?

Champagne was not the only product to
be found on board the remains of the
ill-fated ship. Among the cargo were five
bottles of beer that have received much at-
tention. The contents of the bottles have
been analysed and the Alandic govern-
ment gave the local microbrewery Stallha-
gen the rights to recreate the “shipwreck
beer”. In 2014, the special edition Stallha-
gen Historic Beer 1842 was launched. The
product was given a frame of uniqueness
and strived-for historical authenticity. As
a special edition 2000 brown glass bottles
were hand-made and individually num-
bered. As a final touch, the handmade beer
bottles came in wooden cases filled with
protective straw.

Exclusivity and high quality are impor-
tant associative terms in brand stories. The
wished for connotation is that consump-
tion of the product signals connoisseur-
ship and refined taste. The Alandic “ship-
wreck” branding have drawn upon the al-
ready established luxuriousness of French
champagne but also the allure of a limited
niche product. However, stories of exclu-
sivity may also contain references to qual-
ities more typically associated with
islandness such as locality, authenticity
and roots. For example, when the butter
made by the Alandic Dairy ACA was
singled out as “best-in-test” by the Swe-
dish Foodie magazine A/lt om Mat, the
company issued the following press-re-
lease: ”The secret lies in churning the
old-fashioned way, letting the cream ma-
ture in a secret way and in using only
Alandic products” (www.aca.ax). The
statement refers to the exclusive use of lo-
cal island milk, but also to traditional

practices with a hint of mysterious and an-
cient knowledge. The bottom line of the
terroir-esque story is that in combination
these practices will inevitably result in de-
licious and high quality butter.

What once was evidence of poverty in
food production is increasingly becoming
a sign of exclusiveness and quality for the
discerning consumer. Many customers are
prepared to pay extra for food that is for-
aged, homemade and made on a small-
scale (see Bardone 2013b). Beyond the
perceived benefits in terms of taste and
quality there is a moral dimension in-
volved, as well as a wish to experience the
presence of a human element as opposed
to mass manufactured and generic prod-
ucts (Moisio, Arnould & Price 2004:369;
Hede & Watne 2013:212). This clearly of-
fers a marketing benefit to islands, which
generally cannot compete with the soil-
conditions and scope of mainland ven-
tures. However, the size and qualities con-
nected with islands make them convincing
arenas for branding food as, if not actually
homemade, at least as good as homemade.
Storytelling  involving  “homemade”
brings associations to cosiness, closeness,
family life and community. Moreover,
“homemade” links easily with the theme
of nature (Moisio, Arnould & Price 2004:
372), and conjures images of handpicked
berries of the forest being turned into tasty
jam according to the old family recipe.

Traditional food and dishes have often
been dismissed as unsophisticated and
have tended not to be held in high regard
(Kapner 1996). However, this attitude
seems to be rapidly changing in accord-
ance with market trends where tourists
want to experience and “taste” the regions
they are visiting (Bessiere 1998; Refalo
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2000), an underlying reason being that
culture is an important motivation for
tourism and that food is increasingly rec-
ognised as a key element of culture (Du
Rand, Heath & Alberts 2003:100). More-
over, a number of particular eating con-
texts, such as street food and the tradition-
al countryside inn, have recently been re-
evaluated from being seen as crude and
low class to being associated with nostal-
gia and cosiness among other things (see
Gyimothy 2005). Still, NNF representa-
tive Lena Brenner points out, the lack of
pride in local and traditional food products
has been seen as typical for the Nordic
countries (cf. also Lindqvist 2012:44).
Promoting Nordic food products has con-
sequently been a major feature of the NNF
programme:

We have not yet built up the confidence that they
have in the rest of Europe, where people are ex-
tremely proud over their food products and say
that “this is the best ham there is and you can only
get it here”. But the next village over will say the
very same thing — that “this is the best product in
the world”. We don’t have that kind of confidence
here in the Northern countries. That’s what we
want to achieve within New Nordic Food, to build
this confidence. Because our farmer will stand and
look bashfully at his feet and say that, “well, I
might have some kind of sausage here, if you care
to try it”. It is a tremendous cultural difference be-
tween the rest of Europe and the Nordic countries
(Interview with Lena Brenner, SLS 2014:31).

That a product (or a cuisine) shifts from
being considered modest and provincial
into being seen as exclusive and as con-
taining a sense of place, is a scenario de-
voutly wished for by small time entrepre-
neurs as well as the local tourism industry
at large. The two interlinking concepts of
terroir and quality play prominent roles in
the process of developing new stories and

motif-associations around many such
products (see Heldt Cassel 2003; Schous-
boe 2014). The more specific and differ-
ent the locality or product is seen to be, the
more of an advantage there is for market-
ing and creating a niche. Islands are, as per
definition, already separate and “niched”.
As pointed out by Baldacchino, islands
thereby occupy a privileged position for
the marketing of identity. Not least when
it comes to tourism, where local food and
drink go towards enhancing the tourist ex-
perience (Baldacchino 2010:64f.). And
experiences, as Tom O’Dell remarks,
have “become the hottest commodity the
market has to offer” (O’Dell 2005:12).
Beyond nutrition and taste, food offers en-
tertainment and experiences of a wide va-
riety.

Tourism and Events

We have been on a fantastic (biking) excursion to
Fejo, where we bought delicious fruit to take
home. We probably bought too much, but we went
all the way to the other end of the island, where
there should be a well-known farm shop with
price-winning cider, apple juice, fruits, lamb meat
AND a cafe, but they were closed! It even says in
the promotional material that they are open from
Easter to the school fall break, however the apples
were ready early this year, so they had to be
pressed now. But we did get a bottle of freshly
pressed and unfiltered juice, which we enjoyed on
a small beach with a blue flag'? , where we also
took a dip. Great day, and tomorrow we are on to
Femg (U.M., Danish island tourist, Sep. 2nd,
2014, email correspondence).'®

Gastronomy is an important field in pres-
ent day tourism industry (see e.g. Long
2004). As documented around the world,
food and drink are vital components of the
tourism experience. And they are increas-
ingly cited as prime travel motivators in
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their own right (O’Dell (ed.) 2002; Jons-
son 2002; Hall, Sharples, Mitchell, Cam-
bourne & Macionis 2003). The strong link
between location and cuisine makes food
a way for the tourist to get to know a place.
Many of the Baltic Sea islands, for which
tourism has long since been a vital part of
the economy, have picked up on the popu-
larity of food as a theme and offer activi-
ties accordingly. Following this trend,
food and drink is one of the designated
profile themes (among the since long es-
tablished themes of the maritime heritage
and the archipelago landscape) empha-
sized in the Tourism Strategy for Aland
2012-2022 (http://www.visitaland.org/wp-
content/uploads/2013/09/turismstrategi-
2012.pdf). Again, food is not just for the
tourist to eat, but also to experience
(Burstedt, Fredriksson & Jonsson 2006:
13). As rural traditions and local heritage
are turned into commodified experiences,
food is featured as a component contained
in other activities. However, a service ele-
ment of commodification may also be
added at any phase during the production
of food and be turned into an event (Hjala-
ger 2002:21, 27; Bardone 2013a). Food
has consequently become the basis for a
wide range of different activities (Burstedt
2002; Richards 2002:3-5).

Combining diverse activities and in-
volving more than one local entrepreneur,
is seen as especially desirable (see
Gossling & Hall 2013:8f; Ostrup Backe
2013). A good example of this is the Born-
holm Gourmet Route. Bornholm has since
long been a treasured tour destination for
Danes and Swedes alike. Groups of
schoolchildren, families on bikes, as well
as retirees have for many years sought out
the island for its beautiful nature and

famous smokehouses. However, in the
wake of the New Nordic food movement,
the island has expanded the gourmet di-
mension in their event tourism and even
offers a “gourmet route” ideal for biking,
The route is only 23,5 km but takes the
bike riding foodie on an amazing tour de
force of local gourmet factories producing
chocolate, toffee, liquorice, beer, honey,
ice cream, smoked fish, wine and gum
and, evidently, there is a farm shop as well
(http://www.bornholm.info/en/the-born-
holm-gourmet-route).

The Bornholm Gourmet bike tour does not
offer a particularly extensive trail for the
dedicated cyclist. However, what are of-
fered are ample opportunities for consum-
ing local delicacies. This type of culinary
networks is a common way to enhance the
attraction of specific areas, especially ru-
ral communities (Dstrup Backe 2013:50).
Again, this is something that tends to be
an advantage for islands where local net-
works are often already in place and dis-
tances tend to be short.

Other versions of culinary networks are
of a more temporary nature. The hugely
popular harvest festivals and similar large
scale food events have been successful in
bringing together many different entrepre-
neurs and creating the much yearned for
synergy effects. The harvest festival on
the island of Oland is one of Sweden’s
largest and most well-known food festi-
vals. During a few days in September the
island is turned into an arena for art and
food experiences. The Oland harvest festi-
val was a source of inspiration for the
Aland harvest festival, which since its
start in 1998 has continuously grown and
is presently one of the biggest public
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events of the year on the Aland Islands.
Both the Oland harvest festival and the
Aland harvest festival have created their
own brands and both have their own trade-
marks — the pumpkin on Oland and the
apple and lantern on Aland — which are
featured heavily in decorations and visual
displays. The requirement that everything
sold during the Aland harvest festival is
locally produced is part of the festival’s
brand and, is, according to the organizers,
one of the explanations for the success of
the event (SLS 2014:31). The fact that the
harvest festival is hugely popular among
the local Alandic population has also be-
come a point of advertisement — the festi-
val 1s described as a way even for out-
siders to experience an island commu-
nity feeling (http://www.skordefest.ax/
om-skordefesten-allt-du-behover-veta/).
An event’s potential as a visitor experi-
ence relies heavily on the atmosphere,
which, as Orvar Lofgren points out, tends
to be something experienced as an intang-
ible quality “taking form between people,
objects and physical settings” (Lofgren
2014:255). It does not seem far-fetched to
presume that island identity becomes part
of the festival atmosphere and acts as a
contributing factor in the success of both
the Oland and the Aland harvest festi-
vals."

Creating a geographical identity in-
volves convincingly arguing the innate
differentness of a place compared with
other places. Food constitutes a popular
conduit for creating such a distinction
(Heldt Cassel 2006:25; Hultman 2006:
43). Thanks to established island stereo-
types, island-as-place and island food
can easily be made to support each other
to build “differentness”. “Fundamentally

different” is the official tourism slogan
for Oland, while the Danish island of Fyn
advertises itself as the “Fairytale Island”
(with references to native-born Hans
Christian Andersen, child friendly ac-
tivities, and many castles and manor
houses). The theme of food is also loom-
ing large in the Fyn place brand. “The
Taste of Fyn” can be experienced
through numerous markets, festivals and
special events (http://www.visitfyn.com/
In-int/funen/gastronomy/culinary-fyngar-
den-denmark). The winery in Skaarup on
Fyn welcomes the costumers with an in-
vitation to enter a fairy-tale, a well-
known trope in advertising and brand
building (Fog, Budtz, Munch and Blan-
chette 2010). The website entices: “Wel-
come to a fairytale. To enter the
Skaarupere vineyard is like stepping into
a different world. The old farmhouse on
the one side, and the giant wine barrel
transformed into a shop and gathering
place on the other (http://skaarupore-
vin.dk/hjem).*“" In addition to wines, the
vineyard shop offers delicacies from
other island enterprises, all under the
umbrella organization “Smagen af Fyn”
(the Taste of Fyn) (http://www.smagen-
affyn.dk/). The winery hosts several
events and, to top it off, they offer thera-
py for stressed urbanites in the form of
courses in mindfulness and stress man-
agement: “We have cultivated wine for
many years at Skaarupere Winery. Here,
we have also cultivated the peace, quiet
and the special tranquillity and ability to
be present in the moment it gives us”.'
The framework for the therapy is the
winery’s Cittaslow!” activities as part of
the Cittaslow Fyn organisation. The Cit-
taslow movement’s catchphrases of “the
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good life”, slow pace, quality and locali-
ty sit well with the image of the paradise
— or fairytale — island.

Pure, Fresh, Simple... and Ethical

Simplicity. Seasonality. Sustainability. Social en-
gagement. This is what the Nordic culinary life-
style is all about (Quote from The Everything Nor-
dic Cookbook, Diehl 2012:10).

The New Nordic Food II programme will: (...)
Clarify the ways in which the Nordic food culture
is linked to traditional Nordic values and culture
and thus creates continuity and cultural identity
among people all over the Nordic region (http://
newnordicfood.org/about-nnf-ii/om/programme-
goals/).

Pure, fresh, simple and ethical are four of
the main keywords in New Nordic kitchen
manifesto as well as in the New Nordic
Food programme. Besides being goals to
strive for in food preparation, these ideals
are said to be actual qualities intrinsic to
the Nordic region. Indeed, the vocabulary
used to describe the Nordic Cuisine
sounds very familiar to the vocabulary in
nineteenth century national romantic de-
scriptions of what is genuinely Nordic —
centring on folk traditions and the Nordic
nature (see e.g. Osterlund-Potzsch 2013).
As pointed out by Trubek, at times fer-
roir-discourses border on essentialist ar-
guments, which can be interpreted as jus-
tifying aggressively nationalistic or racist
policies (Trubek 2008:23). A seemingly
innocuous rhetoric concerning food may
thus be seen to carry sinister associations.
Furthermore, without any wish to do so,
the predilection of using “traditional Nor-
dic” imagery might work to exclude parts
of the population and their realities — as
yet another picture of blond apple-
cheeked children picking wild strawber-

ries on the edge of a sunny meadow is cho-
sen to illustrate Nordic food. Neverthe-
less, imagery and references to nature are
firmly ensconced in food marketing in the
Nordic countries (see e.g. Heldt Cassel
2003:62) and a common feature of place
branding. When it comes to branding is-
lands the references to nature are seeming-
ly sine qua non. Our purpose is of course
not to insinuate that the theme of nature in
the island entrepreneurs’ brand stories in
any way drive a deliberately essentialist
argument. The incentive behind the cho-
sen motifs is more likely to provide a per-
sonal and place-related story to interest
the consumer. And these stories do inter-
est the consumer: The chain of connota-
tions, such as “natural”, “authentic”, and,
indeed, “pure, fresh and simple”, that is
associated with the concept of nature
speaks directly to a wide array of current
concerns and values regarding health, sus-
tainability and ethics among other things.

References to the archipelago are a
common feature in the marketing of Alan-
dic food products. For example, the pres-
entation of the popular Stallhagen Honey
Beer goes out of its way to connect the
product with the local nature and, espe-
cially, the endeavours of the industrious
and healthy Alandic bees:

(T)he genuine Aland honey in the beer creates
strong links with the nature and wildlife of Aland.
(...) Aland honey maintains its uniquely high
quality because of the absence of the disastrous
varroatosis, which is decimating bee colonies
throughout the world. Aland bees remain healthy
and productive. The high quality of the honey is
also due to the pollution-free environment and
limited cultivation of oilseed plants in our agricul-
ture. The locally produced honey is collected by
hard-working bees from natural plants in the
Aland Islands’ flora. The honey aroma is charac-
terised by the flowers from which the honey is col-
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lected ... apple, heather, clover... Stallhagen's re-
freshing Honey Beer leads the thoughts to warm
light summer evenings in the Aland archipelago
(http://www.stallhagen.com/en/vara-ol-2/stallha-
gen-honungsol).

Again, without actually mentioning the
term “terroir”, this description decisively
links the Honey Beer to the specific con-
ditions of Aland and the specific flavours
(““...apple, heather, clover...”) of the local
landscape. Indeed, the connection with the
Alandic landscape is suggested to be
strong enough for a taste of the beer to
conjure up the experience of midsummer
nights in the archipelago. The local nature
has a further importance and influence on
the beer produced at Stallhagen. In the de-
scription of the Stallhagen US Red Ale,
“created in the best microbrewery spirit”,
it is mentioned that the brewmaster found
his inspiration for the red-brown colour in
the red granite typical for Aland (http://
www.stallhagen.com/en/vara-ol-2/us-red-
ale).

The catchwords of “pure”, “fresh”,
“simple” and similar descriptions are so
frequently used in food advertising that
they have the ring of clichés. The same
goes for the ubiquitous references to na-
ture and tradition. Clichés or not, reports
demonstrate that among small producers
the economic future of NNF is very bright
(Strand & Grunert 2010). Ecological, aes-
thetic and ethical values are central to the
choices made by present day consumers,
ethnologist Yrsa Lindqvist observes
(Lindgvist 2012:33). Correspondingly,
while the commitment to “pure” and
“fresh™ ecological local products among
island entrepreneurs might be a necessity
to find a niche in a competitive market, it
1s obvious that for many this commitment

goes beyond economical profitability. In
interviews with Alandic food entrepre-
neurs, both the concept of lifestyle and
that of quality were prominent in the com-
ments as to why the idea of “pure, fresh
and simple” was important in their work.
One ecological food producer explained it
as a deeply felt conviction:

[When I was pregnant] it became incredibly im-
portant to me what I ate. That’s when I became
ecological. That’s when I became fully aware that
what [ ate, my children would too. And already
then, with my first child, I changed my whole life-
style so to speak. I became very attentive to the
process of growing food and things like that (SLS
2013:140).

Others emphasized pragmatic reasons for
choosing local ecological products, as
they are easier to work with and simply
give a better final result:

If you want a good raw product you should go for
an ecological product. Because it has grown as it
should, it is not manipulated nor has it received a
lot of additives. You will get concentrated fla-
vours and the absolutely best product to work with
— it won’t get watery or lose its texture in the fry-
ing pan and so on. It is great working with prod-
ucts like that (SLS 2013:140).

Also the aspect of tradition was close to
the heart for many entrepreneurs. “The
older I get the more I notice that I take an
interest in what I ate as a child and what
food was served back then [...] and some-
how I feel I want to bring that out a bit
more”, one Alandic entrepreneur com-
mented, while another food artisan ex-
pressed her commitment to maintaining
traditional techniques, ingredients and
dishes (SLS 2013:140; SLS 2244). An in-
terest in cultural heritage might conse-
quently motivate the small-scale food en-
trepreneur as well as the average consum-
er (Bardone 2013b) while also being a
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trend in gourmet cooking (cf. Larsen
2010). In all cases, the nostalgic streak is
often expressed as an adherence to “pure,
fresh, simple and ethical”, declared as tra-
ditional Nordic values by the NNF-move-
ment.

Nordic Superterroir

In 2014, Noma, the New Nordic flagship
restaurant was yet again named the best
restaurant in the world. The Official Da-
nish travel guide, VisitDenmark, was
quick to note that this was to be used in
Danish marketing strategies in the future,
and that even after ten years of New Nor-
dic Food, we are not quite done emphasis-
ing its potential:

The international attention directed at Danish
Gastronomy and the new Nordic Cuisine is of
great value to Danish Tourism and there are no
signs that we have reached a point of saturation
yet. On the contrary, although we’ve used ‘Danish
gastronomy’ in the promotion of Denmark for
some years, it still has a lot of potential and is used
actively when marketing the destination abroad

(Anne Marie Barsge, email correspondance Oct.
8th 2014).

The novelty of “New Nordic” might be
wearing off in gourmet cuisines as other
influences and trends take precedence in
restaurant kitchens. Still, the interest in
local food is, as observed above, con-
nected with a wide array of concerns and
is likely to be topical for some time yet.
With the exception of extreme circum-
stances, the rituals and cultural frame-
works surrounding eating are more im-
portant than the mere intake of food (Bell
1997:143). Stories and story motifs con-
nected with foods is one such significant
frame.

As a theme in storytelling, “island-

ness” offers a place branding advantage
in that traditional perceptions suggest is-
lands as simply being more local than
other places. An island status is condu-
cive in bestowing a stronger sense of
identity on a product. In a terroir per-
spective, place is paramount in food pro-
duction. Many consumers might be opt-
ing for generic and mass produced foods
for pragmatic or economic reasons in
their everyday lives. However, the “taste
of place” is becoming an increasingly im-
portant selling point, not least in connec-
tion with tourism, but also as quotidian
fare in the form of “local food” for a wide
variety of consumers.

In our study of island food entrepre-
neurs, we found the themes of place and
taste to be a common bedrock in branding
stories, frequently combined (and under-
scored) with motifs connected with both
islandness and the New Nordic Food
movement. Taken together these story
motifs present what we have referred to as
an island superterroir. Simultaneously,
the food stories and their chains of associ-
ations are actively constructing the image
of (ideal) place. On the other hand, this is
an outcome of yet another circumstance of
place: that of the small scale entrepreneurs
trying find a livelihood in their native or
chosen home communities. Nevertheless,
more often than not, island food entrepre-
neurship is a lifestyle choice more than a
pure search for economic gain (cf. Bonow
& Rytkonen 2013:91). Many of them are,
as Trubek succinctly puts it, simultane-
ously “pursuing a business, a mission and
a craft” (Trubek 2008:142). In this re-
spect, the island food entrepreneur be-
comes the protagonist of yet another is-
land food story.
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Notes

1

Our warmest thanks to those who have gener-
ously contributed with helpful comments,
suggestions and material for our project: Tine
Damsholt, Jon Thor Pétursson, the audiences
of several conference panels, two anonymous
peer-reviewers — and not least, all our inform-
ants.

Aland har i alla tider haft en speciell status
som ogruppen mellan Finland och Sverige.
En sak som vi inte alltid noterar dr att det
aldndska kéket bildar en helt egen matregion
i Finland. (...) Forklaringen till utvecklingen
finns i en stark forankring i den egna jorden,
Jjordbruket, skirgdrden och havet. Légg till en
tradition av sjofart, handel och entreprendr-
skap blir summan matdestinationen Aland.
One facet of this is the use of Nordic Food
Diplomacy, described as a way of conveying
the “taste and feel of the Nordic countries”.
Culinary diplomacy is used by several na-
tions, for example the United States and Thai-
land, as an instrument in international rela-
tions and as a way of showcasing the national
brand. The global interest in culinary diplo-
macy reflects both the growing importance of
the food industry and the efficacy of food as a
nonverbal means of communication. Nordic
Food Diplomacy is a result of the ambition of
the Nordic foreign offices to jointly develop
this field.

The EU Interreg programmes are financed
through the European Regional Development
Fund and provides funding for interregional
cooperation across Europe. The priorities of

the Interreg IIIA programme was Economic
development (compensating for geographic
handicaps by promoting a quality label for lo-
cal products, basic services and the tourist
sector), environmental protection and tech-
nical assistance (http://ec.europa.eu/region-
al_policy/archive/country/prordn/details.
cfm?gv_PAY=Fl&gv reg=ALL&gv PGM=
237&LAN=7&gv PER=1&gv deflL=7).

In November 2014, Claus Meyer made break-
ing news by announcing that he had sold his
culinary empire to British IK Investment Part-
ner, a private equity fund. IK Investments
Partners have merged Claus Meyers Brands
with that of another Danish food produc-
tion company, Legismose. http://www.ikin-
vest.com/News/Press-releases/meyer-and-lo-
gismose-to-combine-businesses/

1 mejeriet forddlar vi mjolk fran den rena
aldndska naturen till goda och nyttiga pro-
dukter. Vi kdnner vdara bénder vdil och mjél-
ken vi far dr alltid av bdsta kvalitét. Eftersom
den transporteras sd korta strdckor dr mjol-
ken dessutom vildigt firsk nédr den kommer
till mejeriet. Med sd goda forutsdttningar
kénns det naturligt for oss att vara extra om-
sorgsfulla nér vi tillverkar vara produkter. Vi
dr mana om att ta vara pd kunskapen som vi
har drvt fran den flera hundra dr gamla tradi-
tionen av dldndsk mejerihantering. Tack vare
att vi dr ett litet mejeri kan vi ocksd ldta hant-
verksskickligheten hos vdra medarbetare bi-
dra till savil smaken som kdnslan hos vdra
produkter.

Inevitably, the shared consensus of a certain
quality embedded in the descriptions and pro-
motion of various food products grown on is-
lands, and events surrounding these island
delicacies leads to the question of what is ex-
actly the shared consensus of quality (Mur-
doch & Miele 1999). The many references to
the Nordic island nature, the romantic image-
ry, superlatives and adjectives used to de-
scribe islands farms, foraging gourmet chefs,
beer, apples etc. carries a strong message and
in a politically correct manner emphasis the
choice of: frugal living, moral consumption,
sustainable farming, and the idea that the
good life is to go back to nature. The message
being that the consumer, through his/her con-
sumption choices, can achieve a good and
healthy life. These questions deserve further
research.
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8 Peders Aplagdard dr Finlands sydligaste
dppelodling. Vi finns i skdrgdrdskommunen
Kékar pa Aland. Kokar dr en av de platser i
norden med flest soltimmar per dr. Detta
faktum ger oss riktigt soldrdnkta och aroma-
tiska dpplen som vi dr stolta éver.

9 I 13 generationer har det odlats frukt pd
Karl-Ersgdrden i Tjudé pd norra Aland. Nu
for vi arvet vidare och vardar vara odlingar
och miljén omsorgsfullt. Karl-Ers Frukt dr en
av Finlands storsta fruktgardar. (...) Vira
produkter fir sin smak av Alands mdnga sol-
timmar och forddlas med fingertoppskdnsia.

10 Aland dir Finlands dppeltridgdrd. Klimatet éir
gynnsamt med manga soltimmar och en héost
som drojer sig ldnge kvar. I mdanga byar star
dppeltriden titt och hdr i den skona skdr-
gardsluften far dpplena mogna pd kvist.
Grannas Appel dr en av de storre odlingarna
pad Aland och vi finns i byn Vistantrisk i Fin-
strom. Varje dr plockar vi stora mdngder
dpplen for hand fran vara trdd. En del sdljs
som de dr, andra pressas till en god och
naturlig juice.

11 See, for example, The Guardian’s travel sec-
tion of June 2014: “The Danish island of
Bornholm is a geographical deviation in the
Baltic Sea. It’s closer to Germany, Sweden
and Poland than to the rest of Denmark, and
occasionally gets demoted to a box in the cor-
ner of the country map. But Bornholm holds a
central place in Danish hearts as a treasured
holiday spot: it enjoys more hours of sunshine
than anywhere else in the country, and has a
dramatic rocky coast with some fine sandy
beaches. To round things off, it has developed
a culinary scene that punches well above its
weight.” http://www.theguardian.com/travel/
2014/jul/19/bornholm-denmark-foodie-tour

12 Blue flags for beaches and marinas is an inter-
national eco-label for high quality beaches:
http://www.blueflag.org/

13 Vi har veeret pd en fantastisk tur til Fejo, hvor
vi kobte lcekker frugt med hjem. Sikkert for
meget, men ... Vi korte helt til den anden ende
af wen, hvor der skulle veere en kendt gardbu-
tik med bdde prisbelonnet Cider, ceblemost,
frugt, lammekod OG Café, men sd stod der
ved gud “lukket”. Der star ellers i materialet,
at de har abent fra Paske til skolernes eft-
erdrsferie, men ceblerne var tidligt klar i ar,
sd det var nu, de skulle presses. Men vi fik da
en flaske helt nypresset, usiet saft, som vi nod

ved en lille strand med bldt flag, hvor vi ogsd
lige tog en dukket. God dag og i morgen er det
sd Femo.

14 A variation on the successful food festival
concept is found on Lilles, where an Apple
flower festival has been arranged for number
of years in the month of May.

15 Velkommen til et eventyr. At treede ind pd
gardspladsen pa Vingaard er som at beveege
sig ind i en anden verden. Det gamle bonde-
hus pa den ene side og den keempemcessige
vintonde omdannet til butik og samlingssted
pd den anden side.

16 Vi har i mange ar dyrket vin pd Skaarupore
Vingaard. Hvor vi ogsa har ogsa dyrket fre-
den, stilheden og den helt scerlige ro og evne
til at veere til stede i nuet, det giver os

17 Carlos Petrini’s Slow Food Movement
emerged in 1980s and its manifesto asserts
that food should be “Good, clean and fair”
(Petrini 2007, http://www.slowfood.com/).
There are obvious parallels to the NNF mani-
festo of 2004.
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