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Abstract
This research is concentrating on the value creation generated by tourism networks in the
province of Friesland. Nowadays, tourism is one of the main economic sectors in the world and
a major driver of growth for developed countries and the value creation in networks plays a
significant role in the tourism industry.
This paper outlines an experimental research conducted on tourism networks in Friesland
trough qualitative data which involve us of semi-structured interviews during the research. A
total of three tourism networks took part in the research, Merk Fryslân, Toerisme Alliantie
Friesland and Regio Marketing North-East Friesland.
The main issues for investigation were the presence of different types of tourism networks in
Friesland. Whilst inventorying the tourism networks, those three came forward as significant
organizations which were interested for our study. Considering that there is a lack of research
to this subject yet, our main outcomes where to inform about what types of tourism networks
are available in Friesland, and in what way they are generating value creation.
From the answers given it can be assumed that connections are created among networks,
entrepreneurs and organizations. Also, that being part in a collaboration of tourism network in
Friesland is important for all three interviewed organizations. Those are important values for
the province of Friesland.
Keywords: Tourism Network, Friesland, Value Creation
Word count: 7858
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1

INTRODUCTION

“Tourism is one of the main economic sectors in the world and a major driver of growth for developed
countries. According to Flemming Sorensen and Jens Friies Jensen (2014), to maximize the tourism
sector's economic benefits‚ tourism development‚ planning and strategies not only have to focus on
increasing demand and supply‚ but also they must concentrate on raising the level of value retention
and on value creation and value co-creation within the sectors. The value creation in networks plays
a significant role in the tourism industry”.
In addition to that, the networks are also important for the tourism industry. According to Gibson and
Lynch (2007), the Tourism Networks can be seen as valued social contributions that are important to
creating a tool for support the local tourism development. The networks can have several benefits in
the tourism industry. Therefore, it is significantly important to understand the role of the tourism
networks in the tourism industry. For this reason, a research will be conducted. The principal aim of
the research is to understand the value creation in tourism networks.
The results of this research will be used by Toerisme Collectief Friesland (TCF) to have an overview
about the value of tourism networks for the actors in Friesland. The aim of this research is to provide
a clear overview of the values and how these are created within the networks. From this aim the
following problem statement has been chosen for this research report:
What are the values and how they are created within tourism network?
To be able to answer the problem statement, the following questions have been developed:
1.

What tourism networks do exist in Friesland and what is their function?

2.

In what ways are the tourism networks different from each other?

3.

How are tourism networks in Friesland connected with one another?

4.

What is the perceived value of being part in a collaboration of tourism network in Friesland?

Firstly, previous research on this topic will be shown in the literature review in order to show the
current state of theory on the topic but also to create the conceptual framework. To be able to make a
connection between the different notions shown in the literature review, the main concepts are
presented in a conceptual map in the methodology section. This section also includes the research
questions and the method that will be used to be able to collect primary data, besides, the method for
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collecting the primary data for the research will be clarified including information about the
qualitative research, analyzing methods, reliability and validity and limitations.
Once the primary research is conducted, the final results will be examined and discussed to be able
to create a conclusion and give recommendations for further research.
2
2.1

LITERATURE REVIEW
NETWORKS

During the last decades, the world got more connected, especially by creating networks. In general,
networks can be described as independent and flexible interest groups that have special relations,
interactions or connections to each other due to exchange resources (Scott, Baggio, Cooper, 2020).
In order to apply the term “networks” to tourism, one should know that tourism can be seen for
example as a connection between geographical destinations and the community either with social or
cultural background. That leads to the point that tourism owns different dimensions like the political,
economic or social dimension (Gibson & Lynch, 2007).
Tourism networks can be seen as a certain form of a partnership that includes a variety of interactive
elements in order to connect tourists, enterprises, educational institutions as well as local communities
(IGI Global, 2020).
For analyzing this interconnectivity between tourism actors and networks, Douglas G. Pearce (2012)
stated that serval frameworks were needed in order to examining possible problems. This results in
the overview of the links between tourism destinations and external companies.
Tourism networks includes valued social contributions that are important to creating an exciting tool
for support the local tourism development. Even though, the networks can have serval benefits, one
of it is for example learning and exchange. This is related to sharing knowledge and creating cultural
value.
Furthermore, business activity is another benefit of networks which is connected to co-operative
activities, the increased visitor numbers, increased entrepreneurial activities as well as the Intertrading between tourism networks. At least, community, as a benefit, is quite important due to support
the development of the tourism destinations. All these benefits leading to the fact that tourism is a
complex sector consisting of interest groups like actors and stakeholders of local or regional levels.
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Due to tourism networks, there are several factors for checking how successfully tourism networks
are working. Starting with the factors, as stated above, benefits are one important factor that is
connected to learning and exchange of tangible commercial outcomes with a result of social and
economic gains. Next, another factor for checking the success of tourism networks is inclusivity.
Inclusivity is a term that includes the representation of healthy balance as well as interactions with
public agencies, academic institutions and the private sector.
Furthermore, inter-organizational learning is a factor that is related to the connectivity between the
different tourism organizations where they are sharing knowledge or learning from each other’s
experiences.
Moreover, structure of the tourism networks is one of the factors of checking success. Therefore, the
benefits as well as the inter-connectivity between the different tourism networks of the public sector.
Last but not least, purpose is an important factor for successful tourism networks. The main aims are
connected to local, regional, national or even international priorities in order to achieve commercial
outcomes (Gibson & Lynch, 2007).
2.2

VALUE CREATION

The value of tourism has been investigated from many researchers, however, in most cases focus has
only be put on how tourism could develop, be promoted or how tourism is perceived from the tourists
Perdue, Tyrell and Uysal (2019). Moreover, in most cases the value of tourism has only be measured
under an economical prospective. Indeed, the value was considered in relation to how worthy a
product or a service was. Nevertheless, in order to completely understand the value within the tourism
sector, it is essential to examine the social and environmental consequences as well. This is to say, in
the interest of measuring a value, one should take in consideration the financial segment along with
the environmental and social effects (Pearce, 2009).
In addition, according to other research, value is created throughout the generation of new ideas that
could be transformed, at later stage, into innovations for the organizations involved. In order to
achieve this result, the organizations need to follow a certain strategy and find a balance between
focus time and leisure. Indeed, leisure time can help employees to think out of the box and reflect on
possible ideas for innovations, and therefore increase the potential value creation (Bilton &
Cummings, 2010).
Often, companies work together as a strategy in order to achieve better results. In other words, this
strategy is often used to obtain value creation. Indeed, this requires the companies to take strategic
8

actions on the internal and external level. By this is meant, focusing on networks internal or external
to the company and other relationships to obtain value and among others, innovations (Hitt et al.,
2001). Furthermore, the role of stakeholders should be taken into consideration when speaking about
value creation. Indeed, stakeholders often think that innovation creates value, however, to reach this
point, collaboration with other companies or organizations has to be implemented. Nevertheless,
throughout studies it has been seen that companies are conscious about the advantages of
collaborations, but they do not make the best out of resources available (Teti, Perrini, & Tirapelle,
2014).
Moreover, another approach was suggested by Wenger, Trayner and De Laat (2011). Indeed, the
researchers applied the theory of the four cycles, designed by Donald Kirkpatrick in order to analyze
possible value creation in networks and community. The four cycles of Kirkpatrick aim to evaluate
different category such as: reaction, learning, behaviors and results. Nonetheless, for a more detail
evaluation, Wanger, Trayner and De Laat, added a fifth cycle of reference which can be functional
for the specific case of value in communities and networks. All cycles describe how networks can
take advantage from value creation in different ways. Hence, value can be created from new
connections with other stakeholders (cycle one) or information retrieved from new contacts (cycle
two). Even more, value can be created by changing in practice or performance improvement (cycle
three and four), this is to say reusing previous strategies or adjusting to new situation for the benefit
of stakeholders. Lastly, the fifth cycle focus on the best strategy to adapt in order to guarantee success
to individual or collective or organizational level, thus, therefore create possible value.
Consequently, in order to establish the importance and the possible values that concern the society, it
is fundamental to consider all the different tourism networks of a specific site. According to Gibson
and Lynch (2007), much research interest has only been focused on the value created within business
networks, nevertheless only recently new researches started to highlight the potential of tourism
networks. From most of the researches concerning value in tourism networks, limitations were in
most cases the same. Indeed, there is no measurement tool which could calculate or demonstrate the
advantages or disadvantages of those networks, due to the fact that, networks performance is in most
cases qualitative and not quantitative (Nilsson, Petersen & Wanhill, 2005). As a matter of fact,
networks accomplishment is generally based on relationships, social structures and experiences.
Consequently, as visible in the figure 1 (below), in order to establish what makes profitable a tourism
network, Gibson and Lynch created a guideline to highlight the possible benefits.
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Figure 1: Benefits of networks for building profitable tourism destinations

Hence, the authors, affirmed that an efficacious network is one which accomplished to satisfy the
elements mentioned in the above table, within their tourism community (Gibson & Lynch, 2007).
The aim of this specific research is to identify wheatear and how value are created by collaborations
between companies. For this reason, throughout the development of the research and the analysis of
the results, the theory of Gibson and Lynch -about the identified networks benefits- will be consider
as primary source, followed by the others above illustrated. Indeed, this theory focus mainly on the
qualitative results generated from the cooperation between companies, therefore it well adapts to the
purpose of this research.
To sum up, several are the approaches that could be used to identify value creation. Nonetheless, the
literature suggest that limitations can be found frequently as value is analyze, in most cases, under a
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qualitative aspect and not quantitative. Hence, personal judgment could interfere with the final result
of the research.
3

METHODOLOGY

Based on findings outlined in the literature review, the following conceptual model has been
established.
3.1

CONCEPTUAL MODEL

The main focus of the model lays on the 3 different tourism networks. These 3 networks are important
factors of tourism in Friesland. The model shows the connections and cooperation’s between the
different organizations. All networks develop their own values and these are shown in the last stage
of the model, the generated value. The main strategy of this research paper is to make use of
interviews. Value creation is a complex phenomenon since it is a development by different factors
and tourism networks in Friesland. The aim of this research is to answer the problem statement; what
are the values and how they are created within tourism network? This conceptual model focusses on
three important tourism organizations in Friesland. The DMO, Region and TAF. Important aspects
are the cooperation’s between the different networks and the value that they create. Every
organization is being interviewed and asked identical questions. As Veal (1997) discusses, within
qualitative research several methods can be undertaken of which one of them is in-depth interviews.
Questions asked are open ended so the interviews are semi-structured. When using predetermined
answers as ‘yes’/’no’. Moreover, the interviewer should stay to the topic of the research. The
interviewers are objective whilst holding the interviews and doing research. Given the situation of
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COVID-19, it is possible to focus on non-reactive data. However, we prefer to do the interview to
ask in-dept and specific questions. In consultation with the cooperating organizations, we have agreed
to record the interviews. So, the researchers are able to develop a transcript of the held interviews.
We have chosen to use extensive transcribing, this means that every word is written, but without
hesitation or stop words (such as ‘’oh’’ ‘’uhm’’ ‘’ah’’ etc.).
3.2

CODING

In qualitative research, coding is “how you define what the data you are analyzing are about” (Gibbs,
2007). After holding the interviews, the interviews need to be coded. Coding is a process in which
the researchers identify the interview for concepts and relations between tourism networks and value
creation. Within this research, the researchers made use of axial, open and selective coding. The
coding table is placed in appendix at page 32.
3.3

RESEARCH QUESTIONS

Resting on the literature review and conceptual map and based on the problem statement, the
following research questions have been formulated:
What are the values and how they are created within tourism network?
In order to properly answer the problem statement, four research questions were created. Indeed,
the purpose of research questions is to narrow and identify the aim of the study (Creswell, 2014). The
first research question created is as following:
I.

What tourism networks do exist in the northern part of the Netherlands and what is their
function?

This research question is focusing on the different types of tourism networks in the northern part of
the Netherlands. Which ones do exist? What different roles do they perform? Which relevance is there
for the networks to exist? By identifying these questions an important aspect of the research will be
filled. Moving on to the second research question:
II.

In what ways are the tourism networks different from each other?

This question aims to understand the differences and the similarities in the work that is done by the
tourism networks in the northern part of the Netherlands. What they have in common? What they do
differently? Consequently, the third research question states:
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III.

How are tourism networks in Friesland connected with one another?

As a matter of fact, this question aims to investigate one of the main elements of the research.
Indeed, the research is focusing on possible value creation between networks. However, if no
connection is established, no value will be created. Therefore, it is crucial to understand if
collaboration between networks exists and, what they consist of.
IV.

What is the perceived value of being part of a collaboration of tourism networks in Friesland?

The last research question got the purpose of stating the different types of values, generating by the
members of the tourism networks, better known as the stakeholders. Therefore, some indicators need
to identify. First, the affects in tourism needs to be clarified. Then the aspect of what the value creation
does within the tourism networks should be answered in order to get an overview of the connection
between the tourism networks and the value creation.
3.4

POPULATION AND SAMPLING

In general, the population can be understanding as a wide group of people that the researcher chooses
for generating the results of the study. The research questions were created due to get an association
between the problem statement and the chosen population.
In contrast to that, the sample is just a group of a few individual persons that are asked to take part in
the qualitative research by getting interviewed (Statistics Solutions, 2020).
The population and the sample were chosen. Since the research focuses on the tourism networks
within the northern part of the Netherlands, the population should be important people running the
networks like managers and CEOs.
However, in this research project is the population as well as the sample are the same chosen group
of people getting interviewed. Either the sample or the population should be a group of a few people
that is related to value creation in tourism networks. That is why the managers and CEOs were chosen
to be interviewed by the researchers.
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3.5

RELIABILITY AND VALIDITY

Reliability explains in detail what is going to be done in the research and the measures to which the
results can be reproduced when the research is repeated under the same conditions and by a different
person. It is also very important to take into account all the circumstances that can affect the final
data. One of the limitations during the interview can be the behavior of the person who is conducting
it, if the behavior during the interviews is different, the final result can be also different. A reliable
measurement is not always valid: the results could be reproducible, but they are not necessarily
correct.
To be able to check the validity of the research, a pilot test was done. Firstly, the interview questions
will be checked by friends and family because they are not the principal target and they are not
professional so if the questions are clear and understandable for them, it will be also understandable
for the professionals. If the questions are clear the interview will be submitted to the networks.
Validity in qualitative research is about the accuracy of a measure. It is very important that the results
measure what they are supposed to measure. The validity is assessed by checking how well the results
correspond to established theories and other measures of the same concept. A valid measurement is
generally reliable: if a test produces accurate results, they should be reproducible.
3.6

LIMITATIONS

In this subchapter of the methodology, it will be illustrated limitations that occurred during the
development of the research.
Before the actual research process, it was thought that a possible limitation could have been faced on
a language level. Indeed, it was thought that most of the interviewee would prefer to speak Dutch
instead of English. However, this has been seen in only one interview. Therefore, the interview has
been translated later to English.
Nevertheless, one major limitation that has been encountered, and could not have been predicted
earlier was due to the consequence of the virus COVID-19. As a matter of fact, different of the
interviews planned could not take place for different reason. Therefore, in the end only three were the
interviews conducted.
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4

RESEARCH RESULTS AND DISCUSSION

The results of the analysis are based on three different interviews conducted with Frisian networks
and companies in the field of tourism. The results of the interview will give an insight to the research
questions, already mentioned and finally, provide an answer to the problem statement. Hence, it will
be known what are the values created within the tourism networks in Friesland.
4.1.1 WHAT TOURISM NETWORKS DO EXIST IN FRIESLAND AND WHAT IS
THEIR FUNCTION?
This research question “What tourism networks do exist in Friesland and what is their function?” is
going to be answered with the help of two interview questions. In order to answer this research
question, an inventory sheet is developed to inventory the tourism networks in Friesland. Due to the
COVID-19 situation, not all interviews could take place. 3 significant tourism organizations of
Friesland where available for interviews. The reason that they are called significant is that they are
all. The interview questions were referring to the organizations’ function and their reason to exist.
The actual interview questions were:
 What is the function of your network?
 What is your reason to exist?
In order to check whether the interviewed companies are suitable for our research, questions were
first asked about the company itself. From this we could conclude that the companies were suitable
for our research. Both interview questions were asked to get an in-depth overview on the variety of
functions that occurs between the different tourism networks.
Starting with the first question, the following answers that need to be analysed, were given:
1) ‘’RegioMarketing North-East Friesland is a foundation so we get money from the government to
help the local tourism entrepreneurs which are the accommodations. That is our main goal for doing.
We are helping them to have their business better.”
Lisette Grasmeijer RegioMarketing North-East Friesland
2) “The Toerisme Alliantie Friesland is a collaboration of local and provincial governments together
with entrepreneurs and together with education, MBO and HBO (universities). They are working
together; is a sort of a think tank, the Toerisme Alliantie Friesland, so think tank of the triple helix.
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That´s what it is called when government works together with education, works together with
entrepreneurs, the triple helix.”
Diana Leigh, representative of Toerisme Alliantie Friesland
3) “The province is actually looking which goals to implement for the province. So, the province does
not do the work itself, but transfer the work to the system organization of the province, and that’s us.
That means for us that we are going to have a proactive role in what they call destination management,
since it is a part of marketing, we are in fact increasingly interfering with the profile we want as a
province. So, we can make optimal use of the growing tourism sector.”
Martin Cnossen- CEO Merk Fryslân
By analysing the given answers, it is visible that the RegioMarketing north-East Friesland and Merk
Fryslân are mainly focusing on the marketing aspect of tourism in Friesland. They are aiming for
more tourism in Friesland and the Regio marketing network cooperates together with local tourism
entrepreneurs. The TAF is focusing on collaboration between tourism companies and education. All
networks are government based with financial support of them.
Moving on to the second question, from the given answers the reason to exist can be identified:
1) “We organize different events and workshops, for example, like on Facebook or Instagram and we
are making magazines for tourists. We are doing the marketing and then especially for the Region
North-East Friesland’.”
Lisette Grasmeijer Regio Marketing North-East Friesland
2) ‘’The main goal is to help the entrepreneurs to innovate in the tourism, leisure or hospitality sector
as well as retail, so a broader network of people. All kinds of projects that the entrepreneurs they
have, and they sort of come to us as partners in education and say come on work together on this
project.”
Diana Leigh, representative of Toerisme Alliantie Friesland
3) ‘’We are a so-called system organization of the province of Friesland. That means, we are selfoperating with our own legal identity so our own foundation. Up to this point, we were most often the
organization with a focus to be a DMO, destination marketing organization, and our task mainly to
promote Friesland and the Waddenislands to tourist from outside the province.”
Martin Cnossen- CEO Merk Fryslân
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When analysing the given answers, the answers given show that the RegioMarketing north-east
Friesland is only focusing on their own region. Their function is to attract tourists to their region.
Merk Fryslân is not only focusing on the whole province of Friesland in the aspect of being the DMO
but they are also promoting the province in the best way they can. The TAF is most often focusing
on the innovation in tourism and leisure and the connection to the local entrepreneurs.
To conclude, all 3 networks are operating in the tourism network of Friesland. Merk Fryslân as the
DMO of the whole region, and Regio marketing North-East Friesland is aiming for tourism in NorthEast Friesland. The Toerisme Alliantie Friesland is operating as a network which is aiming to help
local entrepreneurs with their organizations. They are cooperating different entrepreneurs and
education with to be innovative in the tourism industry.
4.1.2 WHAT ARE THE DIFFERENCES AND SIMILARITIES BETWEEN TOURISM
NETWORKS IN FRIESLAND?
This research question “What are the differences and similarities between tourism networks in
Friesland?” is going to be answered with the help of two interview questions. These questions are
focusing on the main differences and similarities of the different tourism networks as well as the main
aspect for promoting the region.
The actual interview questions were:
 What is your unique selling point? How is your network different from others?
 Are you aware of any other network etc. that are similar to yours?
Both interview questions were asked to get an in-depth overview on the variety of differences that
occurs between the different tourism networks.
Starting with the first question, the following answers, that need to be analyses, were given:
1) “Yes, we have a complete different profile and role in the province since we do not receive tourists
like a tourist company such as a hotel or a restaurant. In that sense we are actually a serving
organization that has a role in developing the sector and bringing tourists here. The main difference
is that all these organizations have members”
Martin Cnossen- CEO Merk Fryslân
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2) “Our unique selling point is the whole region, there is a lot of things to see. We have lands, we
have lakes and the Wadden Sea area. That is UNESCO World Heritage and we have two national
parks. So that is how we do the marketing for the region to get people here.”
Lisette Grasmeijer Regio Marketing North-East Friesland
3) “Everybody who is part of the TAF have the same goals more or less, the same focus and that is
to support and create more tourism, leisure and hospitality … within the province of Friesland”
Diana Leigh, representative of Toerisme Alliantie Friesland
Analyzing the given answers, it is visible that the selling point of the different tourism networks are
more or less similar by promoting the whole Region of Friesland with all its attractions. Related to
the differences between each other, the Merk Fryslân is more focusing on the development of the
tourism sector to make the area more attractive while the other tourism networks with its members
are working on the directly promotion of the given regional spots and attractions towards the tourists
to attract them.
Moving on to the second question, from the given answers some similar networks can be identified:
1) “There is no company like our organization. However, the regions can be a bit similar, but on a
smaller scale. These regions also do a bit of marketing, only a little closer to home. The promotions
are also done sometimes partly together.”
Martin Cnossen, CEO of Merk Fryslân
2) “Yes, we are doing the RegioMarketing North-East and you have the RegioMarketing North-West,
South-East and South-West. And in other places in Holland, not only Friesland but also Groningen,
Over-Ijssel or Drenthe, they have kind of these foundations as well.”
Lisette Grasmeijer Regio Marketing North-East Friesland
3) “Yeah, I am also part of one network in a different province, the province of Drenthe. There is a
network called “leisure valley” and they do something similar to TAF.
Diana Leigh, representative of Toerisme Alliantie Friesland
When analyzing all the given answers, it is obviously stated that similar tourism networks, who have
the same goals, are spread all over the different provinces within the country. For sure, there are some
exceptions as one can see from the answer of Martin Cnossen, the CEO of Merk Fryslân. This tourism
network is based on a larger area with a large scale. Therefore, the comparison with tourism networks
focusing on a smaller region is quite difficult.
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As a conclusion, one can say that, even if there are similar tourism networks spread all over the
country, some differences are visible on if the tourism networks have members or what different
aspects the tourism networks are using due to attracting tourists to the region. In general, the tourism
networks can be divided into different scales based on the area they are focusing on in order to
compare their goals as well as way of promotion of the region.
4.1.3 HOW ARE TOURISM NETWORKS IN FRIESLAND CONNECTED WITH
ONE ANOTHER?
In order to answer this research question, four interviews questions have been created to investigate
the topic. The questions were referring to existing or possible connections between tourism networks
and the grade of satisfaction or negative aspects derived by these partnerships.
More in details the followed up-questions were the following:
 Do you have any connections to other networks? If not, would you like to join one?
 Otherwise, what are the types of connections you have and what do they do?
 How satisfied are you with your connections?
 Have you ever accomplished a project with another network? What did it concern? Did you
obtain a positive result?
The interview questions were created on the base retrieved from the literature review of similar
studies. For instance, as stated by Wagner, Trayner and De Laat (2011), value is created by the
formation of new connections between stakeholders or by the information that can be discovered
from new interactions. Consequently, the first two interview questions, above mentioned, were
created. In addition, the third and fourth questions were formed in order to have a depth insight on
how connections really work. In this case, the theory of Gibson and Lynch about the benefits of
networks wanted to be proved throughout real-life examples.
Following with the analysis of the questions, the first two questions showed that all of the three
interviews have several connections, indeed, from their answers it can be affirmed that all Frisian
stakeholders are in different way interconnected to one another. This aspect can be seen in the
following answers:
1) “We have a lot of connections. Almost with every organization in Friesland, for example
the regions, TAF, large entrepreneurs, cultural institutions, governments national tourist board… I
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have a strategic consultation once every 3 months with my colleagues from Marketing Groningen
and Marketing Drenthe, so yes there are many connections.”
Martin Cnossen CEO of Merk Fryslân

2) “Yes, in whole Friesland we have connections. We also have a “Mother” network, the
“MerkFriesland.”
Lisette Grasmeijer Regio Marketing North-East Friesland
3) “Well, because of course the Toerisme Alliantie Friesland has lots of different participants from
the different networks, e.g. from education like me. I have my own networks. Everybody who is part
of the alliance had their own network.”
Diana Leigh, representative of Toerisme Alliantie Friesland
From the answers given it can be assumed that connections are created among networks,
entrepreneurs and organizations. Most of them are located in Friesland, nevertheless, as Cnossen said,
there are also strategic consultation outside the region. Therefore, as Hitt et al (2001) stated, another
type of value is created with this strategic cooperation. Along with the value created by the
connections with new stakeholders and the retrieved information from the latter.
Moving on to the third question about the satisfaction derive by the connections, it can be presumed,
from the responses that there is a good level of happiness:
1) “Yes, I see the positive sides. But, working together sometimes means that you do not always have
to agree on each other. Sometimes you have to compromise to get a great end result. It is not always
100% easy, but that that does not mean that you should not do your best to ensure that it happens
properly.”
Martin Cnossen CEO of Merk Fryslân
As already thought, the satisfaction of the companies regarding their networks is quite high,
nonetheless, the interviewees affirmed that cooperation could result from times to times difficult as
not all the stakeholders share the same ideas or has the same final goal. This outcome was previewed
thanks to the theory of Prebensen, Chen and Uysal (2009), when they affirmed that networks in
tourism are created by different interest groups such as travel agents, tour operators etc. Therefore,
they do not share completely the same final goal, hence, as consequence the collaboration can find
some obstacles.
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Lastly, to what concern the last questions asked, the aim was to exanimate how companies work with
one another and consequently understand if values were created. Accordingly to the feedback
received, it can be agreed that overall value was created.
1) “In my opinion our projects have been done positively. I will say that the Leeuwarden
Fryslân Cultural Capital 2018 was one of the highlights and important aspects of projects. That is
why we got many positive aspects and learned a lot about the cultural sector. We are now working
together with the regions & Marrekrite to create a route network. I am overall very positive about the
results.”
Martin Cnossen CEO of Merk Fryslân

2) “5 years ago, we did a journalist event with Groningen specially to get journalist here to our
national park. We showed them what to do, they slept here and then, when they went back home, they
could write positive reviews about this journalist event.”
Lisette Grasmeijer Regio Marketing North-East Friesland
3) “Yeah, I guess really often. As I mentioned the TCF is one of the projects of the TAF so, that is a
network we started. This is already running since a year and it runs projects and people collaborate
on projects.”
Diana Leigh, representative of Toerisme Alliantie Friesland
From the answers given it is understandable that throughout cooperation, companies are learning
from each other and facilitate their development by collaborating. Therefore, if the table1 of Lynch
(2000) is taken into account, it can be claimed that value was created by the collaborations of the
different companies.
To conclude, it can be asserted that tourism networks in Friesland collaborate with one another. Even
if they represent different interested groups they are collaborating in order to create a sense of
community support for the destination development.
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4.1.4 WHAT IS THE PERCEIVED VALUE OF BEING PART IN A
COLLABORATION OF TOURISM NETWORK IN FRIESLAND?
To be able to answer this research question, two questions have been created. The interviews
questions were concerning the created values of the company and the influence of the tourism network
in the province of Friesland.
The interviews questions are presented as follows:
 What are the values of your company and how are they created?
 Does your network have influence in the province of Friesland?
The interview questions were created based on previous research. According to Gibson & Lynch
(2007) in order to establish the importance and the possible values that concern the society, it is
fundamental to consider all the different tourism networks of a specific site.
As affirmed by Hitt et al (2001), in order to achieve results, companies, also the competitive ones,
work together as strategy. The final goal of this strategy is to obtain value creation. To obtain it, is
very important to focus on networks internal or external of the company and on the relationships. For
that reason, the first interview question was created. Therefore, the second question was created in
order to understand the influence of the tourism networks in the province of Friesland. In this case,
the theory of Gibson and Lynch (2007) about the success of tourism networks wanted to be shown
giving examples.
Starting with the analysis of the questions, the first question showed that all the three interviews are
similar, and that can be confirmed by the interview answers. All the tourism networks said that they
have reached important values. This aspect can be seen in the following answers:
1) “Well both governments and entrepreneurs think it is important that we exist. I think that says a
lot in terms of value. Our organization started 15 years ago. It was founded because the provincial
tourist office (VVV) went bankrupt. And then different entrepreneurs, organizations and governments
in Friesland did sit down together to discuss the matter. They stated that they needed one organization
that monitors and communicates the common points, and so Merk Fryslân started. What you see in
Friesland is that there are several tourist organizations. These have arisen from entrepreneurial
dynamics (regional organizations). But in most regional organizations, these are companies that
collaborate with the entrepreneurs, and you see that they have a smaller scale. They represent a small
part of the province. And to make a national and certainly international profile, Friesland is the
smallest conceivable scale that you should use on that and we as Merk Fryslân ensure that the product
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Friesland comes together, as it were. We also do this in collaboration with those regions. Merk Fryslân
has a sort of layering principle in which all companies know what their role is. And they will work
with Merk Fryslan on marketing, but the marketing will then go via Merk Fryslân in terms of national
and international marketing. And so, we have much added value. You should know that Merk Fryslân
restarted started 4/5 years ago after unpleasant situations. The organization had gone bankrupt, as it
were bankrupt, it became clearer that people could not continue without this organization. Then
money was invested which Merk Fryslân could continue as a provincial marketing organization. So,
I think that the added value for one person is sharper than for the other, but generally very clear that
it had an important value”
Martin Cnossen CEO of Merk Fryslân
2) “If you are looking into the foundation itself, we have this big network of all the tourism
entrepreneurs in our region and that are like 450 entrepreneurs and that´s where we are working
with. I think it is a great value that we reach a lot of our entrepreneurs and that we helped them.”
Lisette Grasmeijer RegioMarketing North-East Friesland
3) “The values/themes would be: connectivity, connecting to social issues e.g. job creation,
circularity, sustainability.”
Diana Leigh, representative of Toerisme Alliantie Friesland
From the answers can be seen that the values are created by the collaboration with other networks
and entrepreneurs. To create a good value, for the networks is really important to collaborate with
one another, to help each other and to promote the province of Friesland in the whole world. As stated
by Gibson & Lynch (2007), purpose is an important fact of checking success. The main aims are
connected to local, regional, national or even international priorities in order to achieve commercial
outcomes.
Continuing with the second question concerning the influence of the network in the province of
Friesland, it can be said that two of them have an important in the province of Friesland and one not.
It can be seen from the following answers:
1) “Of course, we have an influence in the province of Friesland, because we ensure with our
marketing campaigns that people are interested in going on holiday to Friesland. That would also
partly happen without us, but it has grown enormously because of our marketing. We also do
influence Friesland because we are a system organization from the province, we are also very
close to the province organizations. So, let's say that when the province drew up their first notes
23

for their upcoming policy plans (for the period of 4 years), we already had a lot of consultation
with the province. And so, we were able and allowed to provide them with crucial input and
suggestions. Suggestions of how we look at the current situation and the future, bearing in mind
the report of the NBTC etc. Because we are an important partner for the province in this matter.
We are also part of the tourism alliance of Friesland (TAF). This is also an interesting organization
since a few years. In which a number of large and small entrepreneurs and a number of educations
are represented. We are also one of the vital partners in this from the start. I also regularly hang
out with Gerard Kremer and Marjan Soepboer, leaders of the TAF. When it comes to figuring out
what we should do with the tourism in the region, the TAF discusses this together. Then we also
have influence on what entrepreneurs do and what the province wants. So, I think we are very
well represented in all those strategic networks. And from what we do we have a position that
organizations appreciate us as a partner in those processes. According to myself, we have
absolutely reached the point at this moment, that we are a seriously interesting interlocutor for all
parties involved in tourism.”
Martin Cnossen CEO of Merk Fryslân
2)“No, not really. Merk Frieslând is the Province or better they get paid by the Province. So that is
the connection we have but we do our own thing. But of course, we have a lot of contact with them”
Lisette Grasmeijer RegioMarketing North-East Friesland
3) “Yes sure, lots of the projects have to do with organizing events within the province. It’s a lot
about making sure that the economy improves, so that businesses can earn more money, can be
become more sustainable and can add value to society. We influence the province and we support
goals of the Province and their policies. And we are also included in their policies. The networks and
the projects, they are both mentioned in the strategy of the Province itself, in the policies. I guess, it
works both ways.”
Diana Leigh, representative of Toerisme Alliantie Friesland
From the answers given it can be seen that the networks have an important influence in the province
of Friesland. One important fact is the collaboration with all the province organizations. It can also
be seen in the theory of Gibson & Lynch (2007) which explains that the inter-organizational learning
is a factor that is related to the connectivity between the different tourism organizations where they
are sharing knowledge or learning from each other’s experiences.
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In conclusion, it can be said that being part in a collaboration of tourism network in Friesland is
important for all of them, and that the collaborations with one another are an important value for the
province of Friesland.
5
5.1

CONCLUSION AND RECOMMENDATIONS
CONCLUSION

When looking back at the beginning of the research the following problem statement needed to be
answered: “What are the values and how they are created within the tourism networks?”
The main aim of this research report was to clarify what the values of the tourism networks especially
in the province of Friesland are and how these values were created. The outcome of the research was
gained by doing interviews with Managers of tourism networks in Friesland, the MerkFryslân, the
RegioMarketing north-east Friesland as well as the Toerisme Alliantie Fryslân. Conducting
interviews was the chosen method to get more qualitative and reliable answers. Since 3 tourism
networks were interviewed, the 3 managers were used as the sample size of the research. Due to the
Interviews to get the required answers, a qualitative approach was applied. Research questions related
to the topic to answer the problem statement were created and analyzed above.
The first research question was “What tourism networks do exist in Friesland and what is their
function?”. As an answer, there are many tourism networks in Friesland for example the ones which
were interviewed. The main function of the tourism networks can be analyzed as focusing on
marketing to attract more tourists to the region as well as maintaining collaborations between tourism
companies and education.
“What are the differences and similarities between tourism networks in Friesland?” was the second
research question and from that the main outcome was that there are similar tourism networks spread
over the whole country. As a similarity the selling point marketing of the Region Province Friesland
in general can be identified. However, there are any differences visible for example, that the
MerkFryslân is paying more attention on the development of the tourism sector whereas the other
networks focusing on the direct promotion of the region to attract more tourists.
The third research question “How are tourism networks are connected with one another?” helped to
answer the problem statement by the result that various connections between the tourism networks
and entrepreneurs as well as organizations are identified. The most important aspect of these
connections is that within the connections different values can be created such as the value of new
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stakeholders or the value of more information that they can work with. All this leads to a strengthen
sense of community support to improve the destination development.
At least the fourth research question “What is the perceived value of being part in a collaboration of
tourism networks in Friesland?” was stated related to answer the problem statement. By analyzing
the main outcome was that value creation is still taking place within collaborations between the
tourism networks, the entrepreneurs and other organizations. The stated values are mostly related to
local, regional or international priorities with the main goal to achieve commercial outcomes.
Final, the problem statement “What are the values and how they are created within tourism
network? “needs to be answered. Based on the outcomes of the research questions, one can say that
values within tourism networks are mainly created with the help of a collaboration with other
networks, entrepreneurs or organizations, for example education, for reaching the goal of achieving
commercial outcomes. Moreover, from analyzing the interviews it is obviously that the understanding
of values is different from network to network. Mostly important values, attached by the tourism
networks, are values that are necessary to keep their work going. An example might be the value of
new stakeholders who are adding more knowledge and experiences but als0 the value of Information
can be important to improve the business steadily.
5.2

RECOMMENDATIONS

Taking into account the outcome of the research, two main suggestions can be made.
Initially, a suggestion for the industry could be to maintain the collaborations already existing, as the
results obtained so far are overall positive and satisfactory for the companies interviewed.
Nevertheless, they should consider implementing further connections with other Dutch regions or
with other countries. Therefore, to support each other on a larger scale, take inspiration about how to
promote the territory in alternative way, never considered before, as well as increase the overall
network.
To what concern recommendation regarding further research, as already mentioned in the section of
the limitations, language can be seen as a barrier. Therefore, in case of replication of this research, it
is advisable to be able to speak Dutch, thus it is probable that it will be easier to reach a bigger
audience and consequently to obtain more information from additional companies. In addition, it
could be interesting to take in consideration as well the social media dimension. By this is meant to
understand what and if there are the connection among tourism companies on social media and, in
case connections are identify, understand if they create values to the companies.
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APPENDICES

NETWORK OVERVIEW

NETWORK/COMPANY

ADDRESS
Turfmarkt 11

Toerisme Alliantie Friesland

8911 KS
Leeuwarden

Visit Friesland/Merk Friesland

Zuidergrachtswal 2
8933AD Leeuwarden

Martin.groters@nhlstend
en.com
058 - 7601900
+31 (0) 58 233 0740

info@vvvleeuwarden.nl
info@tnfw.nl.

Toeristisch network de friese wo

0647905036

uden &Stichting

Oprijlaan 3

Regiomarketing

9205BZ Drachten

Toerisme gilde/Gasten gilde

PERSON

058 234 7550

VVV Leeuwarden

Zuidoost Friesland

NAME CONTACT

(regiomarketing van
Zuidoost Friesland)
Director:
Barend Potjer
Bert Gommes & Sjoerd
de Hoop

NOTES

WEBSITE

Martin
Groters

https://www.innovatiepact.frl/portfol
io-item/toerisme-alliantie-friesland/

DMO

https://www.friesland.nl/nl/merkfrys
lan
https://www.visitleeuwarden.com/nl/
ondernemers
https://www.zuidoostfriesland.nl/upl
oads/media/5dc9a0853ef54/planvan-aanpak-2020-2030-defpubliek.pdf?token=/uploads/media/5
dc9a0853ef54/plan-van-aanpak2020-2030-def-publiek.pdf
httpp://www.gastengilde.nl
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sjoerddehoop@zonnet.nl
Regiomarketing North/eastern

Kleine Breedstraat 4

Friesland

9101 LB Dokkum

LF2028

Wissesdwinger 1 in
Leeuwarden

info@rmtnof.nl

https://www.rmtnof.nl/lerendnetwerk/

Lieuwe Krol
Mienskipsloket.

https://www.lf2028.eu

058-2343434
Tel: 06-53975657

Ontdek Ons

Grindweg 254
8483 JN Scherpenzeel

Mob: 06-53975657
www.ontdekons.nl

https://www.ontdekons.nl/#

info@ontdekons.nl
Telefoon: 0511-539500
Email:

Toeristenbureau Earnewâld

Piet Miedemaweg 9

info@earnewald.nl

9264 TJ Earnewâld

https://www.earnewald.nl/nl/

Akke & Anja
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7.1

INTERVIEW MATRIX
RESEARCH QUESTIONS
What tourism networks do exist in the northern part of the
Netherlands and what is their function?

INTERVIEW QUESTIONS
What is the function of your network / company / organization?
What do you do, your reason to exist?

In what ways are the tourism networks different from each other? What is your unique selling point? How is you company different from other?
What are the differences between one another?

Are you aware of any other companies/organizations etc. that are similar
to yours?
What are the Advantages/disadvantages of having connections for your
company?
Do you have any connections to other networks, if not, would you like to join

How are tourism networks in Friesland connected with one
another?

one?
What are the types of connections you have and what do they do?
How satisfied are you with your connections?
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Have you ever accomplished a project with another network? What did it
concern? Did you obtain a positive result?
What is the perceived value of being part in a collaboration of
tourism network in Friesland?

What are the values of your company and how are they created?
Does your network have influence in the province of Friesland?
What are your network/company/organization goals?

Additional questions

Which strategy do you use in order to reach your set goals?
Where do you see your network/company/organization in 5 - 10 years from
now?
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7.2

CODING TABLE
INTERVIEW QUESTION

1. What is the function of your
network/company/organization?

2. What do you do, your reason to
exist?

OPEN CODING
•

Collaborations

•

Innovation

•

Governmental

•

Think tank

•

Projects

•

Educational

•

Research

•

Network

•

Entrepreneurs

•

Events

•

Foundation

•

Implementations

•

Marketing

•

AXIAL CODING

•

Cooperation

•

Promotion

•

Knowledge

Promotion

•

Increase tourism

•

Attention

•

Promotion

•

Market growth

•

Proactive

•

Education

SELECTIVE CODING

•

Collaboration

•

Promotion of Friesland

•

Increasement
(Friesland)

in

tourism
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3. What is your network/
company/organization goals?

4. Which strategy do you use in order
to reach you set goals?

•

Market province

•

Promotion

•

Improvements in tourism

•

Events

•

Media

•

Product development

•

Marketing campaigns

•

Partnership

•

Promotions

•

Direct relationships

•

Regional marketing

•

Open database

•

Organization
of events/activities

5. What is your unique selling point?
How is your company different
from others?

•

Development

•

Promotion

•

Improvements

•

Marketing/promotions

•

Connectivity

•

Research

•

Partnerships

•

Region
marketing
developments

•

Company´s strategy

•

Technologies

•

Connectivity

•

Research

•

Networks

•

No tourists

•

Development

•

Developing tourism sector

•

Region/Area

•

Unique selling point

•

Attracting tourists

•

UNESCO

•

Differences

•

Memberships

•

Attracting tourists

&
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6. Are you aware of any other
companies/organizations etc. that
are similar to yours?

•

Promotion

•

Open database

•

Information

•

Partnership

•

Events/activities

•

Region

•

Landscape

•

UNESCO

•

Promotions

•

Financial resources

•

Local tourist offices

•

Relationships

•

Governance structure

•

Support of tourism, leisure
hospitality

•

Retail initiatives

•

Information

•

Cooperation

•

Financing

•

Regions/Area

•

Structure

•

Similarities

•

Inspiration & disagreement

Advantages:
7. What are the advantages and
disadvantages of having
connections for your company?

•

New idea

•

Stimulation

•

More power

•

Enforcement

•

Learn about each other

•

Disagreement

•

Good arguments
Disadvantages:
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8. Do you have any connections to
other networks, if not, would you
like to join one?
9. Otherwise, what are the types of
connections you have and what do
they do?

10. How satisfied are you with your
connections?

11. Have you ever accomplished a
project with another network?

•

Compromise

•

Different targets

•

Influence

•

Difficult decision making

•

Connections

•

Network

•

Entrepreneur

•

Organizations

•

Friesland

•

External

•

Internal

•

Strategy

•

Promotion

•

Business organizations

•

Regions

•

•

Aggregation

•

Domestic and non

•

Strategic

National level

•

Satisfaction

•

Satisfaction

•

Organizations

•

People

•

Same job

•

Project

•

Cooperation

•

People collaboration

•

Learning

•

Strategic aggregation

•

Good satisfaction

•

Good collaboration
networks

between
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What did it concern? Did you
obtain a positive result?

12. What are the values of your
company and how are they
created?

13. Does your network have influence
in the province of Friesland?

•

Province

•

Positive aspects

•

Connectivity

•

Big network

•

Entrepreneurs

•

Goals

•

Organization

•

Sharing

•

Common points

•

Marketing

•

Events

•

Economy

•

Value to society

•

Individual work

•

Tourism

•

Value

•

System organization

•

Tourism industry

•

Partner

•

Community

•

Growth

•

Promotion

•

Marketing

•

Growth

•

Consultation

•

Strategic networks

•

Sustainability

•

Shared goals to reach

•

Significant value for tourism and
the community
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•

14. Where do you see your
network/company/organizations
etc. in five to ten years from now?

Society

•

Connectivity

•

Alliance

•

Think tank

•

Government

•

Design based education

•

Big organization

•

Same target and goal

•

Grow

•

Major campaign

•

Marketing organization

•
•
•

Future
Company
Growth

•

Future growth for the company
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8
8.1

TRANSCRIPTS
TRANSCRIPT MERK FRYSLÂN

Mr. Martin Cnossen
Questions
Follow up
Starting off with:
1) What do you do, your reason to exist?
We are a so-called system organization of the province of Friesland. That means, we are selfoperating with our own legal identity so our own foundation. I am the director of this organization
and all the employees are employed at the foundation. The province finds us a system organization
since we are 1 of the system organizations, one other organization is the Marrekrite which is focusing
to the recreational aspects. The province is actually looking which goals to implement for the
province. So, the province does not do the work itself, but transfer the work to the system
organization. Up to this point, we were most often the organization with a focus to be a DMO,
destination marketing organization, and our task mainly to promote Friesland and the Wadden islands
to tourist from outside the province. The focus lays on the Netherlands, Flanders and parts of
Germany. To be a bit more specific, cities with a reach of 4/5 hours by car away from Friesland. That
is where our focus lays the most.
2) What is the function of your organization?
There are some changes lately that are important to mention. Tourism is receiving a lot of attention
since it has a lot of growth potential. 1,5 year ago, a report is presented which states that the tourism
from now to 2030 will grow.
That the tourism sector will grow with 50-100%. Both inbound tourism as well as outbound tourism
will grow, so this means that it is an important grow market. I personally don’t know any other sectors
with that kind of numbers. That leads up to the question: what do we think of this? What do we want
with it. That means for us that we are going to have a proactive role in what they call destination
management, since it is a part of marketing, we are in fact increasingly interfering with the profile we
want as a province. So, we can make optimal use of the growing tourism sector. In that sense that we
are able to make use of the positive factors of the growth of tourism, and make less use of possible
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negative aspects of the growth. That means that we do not focus on mass tourism but, where we
previously took every opportunity to acquire tourism in Friesland, we are now trying to make sure
that we become an interesting province for quality tourism.
Do you know the motivation model? Yes, I know the model:
Merk Fryslan is focusing on (in the model in the top right), the post-materialists or the post-modern
hedonist, at least the upward side, so from bottom left to right above in the model. This ensures that
you get tourists who are really interested in Friesland, really want to know what to do here, and who
do not come for a holiday at a park such as center parks, for example. It almost does not matter where
a park is, because guests are mainly on the park, using the facilities located at a park, so whether that
park is in Brabant or in Friesland, it does not really matter that much. And we aiming to make it a lot
of difference whether you visit Friesland or Brabant. We are aiming that Friesland has to be a
completely different destination than for example Brabant. Our focus lays on; nature tourism, nature
experience, the Frisian language, the target group with a low carbon footprint. We think it is important
that the tourist sector will become very sustainable in 10 years' time. We think that the target group
thinks local food is important, we actually want us to bring in all the extra customers for, say,
agriculture via tourism, which also attracts the agricultural sector more and more locally and
organically and all those terms. From the impulse that we actually put to the target group on which
we want to focus, we hopefully accelerate many sectors.
(Summary of what he said, and then he continued)
This is one of the reasons to avoid overcrowding at some places, from travelers which are not so
interesting for the province. for example, that they are only making pictures of the Oldehove, the
Woudagemaal or the Afsluitdijk, and leave immediately afterwards in big busses. In that case you
have the nuisance but not the profits. When you have the crowd, which is very interested and chooses
specifically for the province of Friesland. Moreover, the post-materialists; the who consciously comes
to Friesland, has more to spend in the region that the visitors from the bottom left of the framework. I
must add that it is not the case that we do not want the people from the category links at the bottom
here, but they already know how to find us, with a high percentage of repeat visitors of about 75%.
so that's why that group would continue to find us. But we think that the growth should mainly be in
the new target group definition towards quality tourism.
(Afke summarizes what he said, and states that the information Mr. Cnossen about the new
direction of visitors and numbers are in line with the new rapport of the NBTC.)
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That is indeed the report that I also gave the above information about, we as a company also
contributed to this report to achieve this. it was a steering group of 8 people who made this report
under the name of the NBTC. So we are very close to that, so we quickly realized that this is a very
interesting course to sail. You now also see that the province has also noticed this course, and that
they are also including this course in their new multi-year plan that will be released next month. We
are actively working on this, we spend a lot of time with them, and you see that the ranks are actually
closed as a dot on the horizon to be able to sail this course. That means for our role that we are often
asked to give an opinion on various plans of the municipalities, plans that arrive at the subsidy
counter, but that we can think more and more about gosh, this is the right tone, these are the plans
that fit with this course of quality tourism what we have in mind, so that's how you should see it, as
a company we focus not only on the marketing but also on the promotion, and the marketing from
the product development side. So we broaden our role slightly, we will certainly not do less
marketing, in fact, we will do more marketing, and we will get more money for that, but we will also
be a bit more involved with being a sparring partner.

The model as discussed: https://www.motivaction.nl/en/mentalityPagina-einde
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3) What are your organization goals?
There are actually two clear goals within the organization. The first is to market the province and
develop the destination. I am a bit lost with your question as we also have different goals from the
subsidy application with the money we obtain. This goes to different department from which
everything is organized. For example, the number of clicks on the website, but this is not very
interesting for your research. We are mainly focusing on generating media content via third parties.
For example, we never buy an advertisement ourselves, but we ensure that journalists or bloggers and
vloggers come to Friesland and ensure that they come to the right places. Those places are suitable to
the profile we have in mind, and in this way, we discuss the experience of Friesland and how you can
experience it here. Our goal is to become even better at it, and more and more professional. In
principle, our goal is simply to strengthen the Friesland product and to sell the Friesland product.
Follow up question: do you think that since your company has started, more tourism has come
to Friesland? Is that measurable?
Well that is a very interesting question in itself. that is difficult to say, firstly it can be measured, but
so far it has been done very poorly. But in the new policy that will be set in the coming month, in
which it will be made available at our request and from several organizations, a lot of money will be
made available for research, so that much more data collection and research will be done in the
coming years. The studies out there are quite high-eyed, but all national figures from the Central
Bureau of Statistics, which have the figures for the development of tourism. and then we say
something about Friesland specifically, but we know that this data can never be correct because it is
too crude an investigation. But to do it yourself in the province, don't do that for us. we use ETFI for
this. The ETFI will give us a much clearer date and will give a better picture of how tourism is
developing. Even then, the effect of marketing is always very difficult to say. Because as an example,
when we say come to Friesland, how can we really measure that they came to Friesland through one
campaign?
We do know that image campaigns are campaigns that pulls people to Friesland. That image
campaigns contribute to the image that people have. and that adds a lot to the influence, but we can't
measure exactly what it does. We can only measure exactly what it does on our own website. and
what the media value we use. So our goal is to create reach there. we can simply measure that range
ourselves. Because if an article appears in the lonely planet, for example, then we know what its
media value is. And we can keep that up, then we know how many people read that, we can also see
after the article, whether the visitors on our website are also increased. in that case we ensure that
there is a center spot/outline spot on the website where visitors can find more information.
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4) And what are the values of your company and how are they created?
Can you give me a definition first about what you do mean with values?
Explained that the aim of the research is to research the value creation with tourism networks
in Friesland. The context of the question is there a value that your company does exist? If your
company didn’t exist, how would the tourism in Friesland be developed?
Uhm well both governments and entrepreneurs think it is important that we exist. I think that says a
lot in terms of value. Our organization started 15 years ago. It was founded because the provincial
tourist office (VVV) went bankrupt. And then different entrepreneurs, organizations and governments
in Friesland did sit down together to discuss the matter. They stated that they needed 1 organization
that monitors and communicates the common points, and so Merk Fryslan started. What you see in
Friesland is that there are several tourist organizations. These have arisen from entrepreneurial
dynamics (regional organizations). For example, region north west or north east, VVV Waterland etc.
But in most regional organizations, these are companies that collaborate with the entrepreneurs, and
you see that they have a smaller scale. They represent a small part of the province. And to make a
national and certainly international profile, Friesland is the smallest conceivable scale that you should
use on that. and we as Merk Fryslan ensure that the product Friesland comes together, as it were. We
also do this in collaboration with those regions. Merk Fryslan has a sort of layering principle in which
all companies know what their role is. And they will work with Merk Fryslan on marketing, but the
marketing will then go via Merk Fryslan in terms of national and international marketing. And so, we
have much added value. One example, around the year 2018, in which Leeuwarden was the cultural
capital of Europe. Almost all marketing campaigns for this event were done by Merk Fryslan. All
marketers working off LF2018 where working in the building of Merk Fryslan. We have made it into
1 team, and worked together through the principles of Merk Fryslân within the different departments:
Press, PR, travel trade and online. There was stated that LF2018 should not do everything itself, but
should cooperate as much as possible with Merk Fryslân. The LF2018 budget was also many times
larger than our own budget. yet it was decided to work together because culture and cultural tourism
are both part of the overall profile. and as a follow-up to a previous question about where we want to
go. that is quality tourism and that fits very well in that. it would be very unwise to let different
companies carry out the same campaigns (LF2018, MF & Leeuwarden municipality) Sometimes it is
still a quest because people like to organize their own thing, so that the cooperation does not always
go well. But you can see that we are slowly but surely having a position, and that things are getting
better.
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You should know that Merk Fryslân restarted started 4/5 years ago after unpleasant situations. The
organization had gone bankrupt, as it were bankrupt, it became clearer that people could not continue
without this organization. Then money was invested which Merk Fryslân could continue as a
provincial marketing organization. So, I think that the added value for one person is sharper than for
the other, but generally very clear that it had an important value.
Are you stating that the Leeuwarden cultural capital 2018 campaign was actually seen more as
a task group that cooperated together with Merk Fryslân?
In that time, we were almost merged together with them (for the marketing part). On all of the held
campaigns, a large extent people from Merk Fryslân were working together with them. At least in
every campaign group one of Merk Fryslân was working.
We had four campaigns for the event Leeuwarden cultural capital; for the Mienskip (locals of
Friesland), for the already staying tourists, the national and the international campaign of promoting
LF2018. And in all those campaign teams’ people of Merk Fryslân where working.
It is good that it has been such a good cooperation between MF and LF2018. Nowadays you
have the LF2028, is that then part of the LF2018 legacy which is now being restarted, so it
seems? In this case, are you also a collaborative partner of this organization?
Yes, that is indeed correct. In our opinion, the legacies of LF2018 where not that strongly organized.
It is now becoming more actual again since people are mentioning it again in the newspapers and also
the politics is focusing on it. Last year they had an Occasional Culture Budget* for their marketing.
LF2028 did manage their marketing for 2019, but since this year we as Merk Fryslân are taking over
that task again. So that means that they do not do any marketing themselves at all, but that we as Merk
Fryslân do that as an integral part of the profile of Friesland.
States that we also did send an invitation to LF2028 for this research, but that we also did not
got any response from them.
What we also find very important is that tourist activities are connected. Because we as Merk Fryslân
stand for something. We actually saw that 2018 was really a theme year due to the LF2018. And we
saw that in that year we managed to get many parties working together to make good products. In
2019 that all fell back a bit. And that is why we have agreed in 2019 to work with theme years from
2020 to 2023.
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So, this year (2020) is the theme year "leve het water". Next year that will be an ode to the landscape.
That is also the national theme year. And what we would like is that both from entrepreneurs and
from cultural institutions as well as from events, performances that are made are linked to this theme.
The cooperation with LF2028 is very interesting for us, because they also have budget every year to
honor initiatives from companies. The aim is to ensure that the programs and events are developed
and connected to theme of that year. In 2023 is the theme year '' life at the bottom of the sea '' The
idea is to develop a somewhat larger cultural programming from the LF organization (that's once
every 3 years).
Given the theme of LF in 2023 "living on the bottom of the sea", we have chosen to take this as our
theme year so that it comes together again. So that is what we really try to do, and that is also our
destination management role, that as Merk Fryslân we not only do the campaigns but also try to bind
people to us. We have meetings for that, to kick off the theme together, and so that everyone can think
about what they can do in that year.
And there is a lot of enthusiasm it. So that is really great. We are very happy with that.
Connection is very important. If everyone just wants to do their own part, and does not pay attention
to the fact that it is a small part of a whole. Then it gets shredded.
I have said at the first congress after the restart of Merk Fryslân: (from the marketing point of view,
so to speak) if there are 20 campfires in Friesland, you will not hear anyone about them, because they
are such small fires because you have little wood to make a big fire.
Then there is a fire somewhere near you, but then you are only aware of it if you are very close to it.
Whilst that when you collect all that wood, collect it to build mega campfire.
And if you build up together, attention is paid to it, attention in the newspaper and then you can see
the smoke of the fire far away.
That's kind of a metaphor about the fact that if you do it together, you have much more reach. We did
this step by step and it is not always easy, but we do our best.
5) Where do you see your network/company/organization in 5-10 years from now?
I actually prefer to see us grow as a company, which we do. When I started 4 years ago, I was the
sixth employee on the list. nowadays we have about 15 FTE so that goes pretty well. As of this year,
we have almost doubled our budget from the province. In addition, we have also carried out a major
campaign for the past eighteen months called Visit Wadden. That is the campaign around the
UNESCO World Heritage Waddensea. so, we also cooperate with marketing Groningen and North
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Holland for this website. We as Merk Fryslân we are the head of this campaign. So, I do see us slowly
but surely becoming the marketing organization for everything Friesland has to offer.
Even if there would be economic profiles for more businesses. You also have to make the basic values
of Friesland very important and clear. So, I see us becoming more and more important in the
marketing of Friesland and developing the province in the field of tourism. But perhaps also on
economic branding / living & working and that kind of technical terms.
6) Which strategy do you use in order to reach your set goals?
I've actually given the answer a bit already. We try to give an added value to a controlled growth of
tourism in Friesland. In which we put quality tourism at the center of attention. And that is really in
short stated our strategy. We also try to achieve product development and crossovers to other sectors.
I will send documents with more information about our strategies.
7) Does your network have any influence in the province of Friesland?
Of course, we have an influence in the province of Friesland, because we ensure with our marketing
campaigns that people are interested in going on holiday to Friesland. That would also partly happen
without us, but it has grown enormously because of our marketing. We also do influence Friesland
because we are a system organization from the province, we are also very close to the province
organizations.
So, let's say that when the province drew up their first notes for their upcoming policy plans (for the
period of 4 years), we already had a lot of consultation with the province. And so, we were able and
allowed to provide them with crucial input and suggestions. Suggestions of how we look at the current
situation and the future, bearing in mind the report of the NBTC etc. Because we are an important
partner for the province in this matter.
We are also part of the tourism alliance of Friesland (TAF). This is also an interesting organization
since a few years. In which a number of large and small entrepreneurs and a number of educations
are represented. We are also one of the vital partners in this from the start. I also regularly hang out
with Gerard Kremer and Marjan Soepboer, leaders of the TAF.
When it comes to figuring out what we should do with the tourism in the region, the TAF discusses
this together. Then we also have influence on what entrepreneurs do and what the province wants.
So, I think we are very well represented in all those strategic networks. And from what we do we
have a position that organizations appreciate us as a partner in those processes. According to myself,
we have absolutely reached the point at this moment, that we are a seriously interesting interlocutor
for all parties involved in tourism.
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Two weeks ago, I spoke at a conference with all councilors of the province. Specifically, the
councilors specified to tourism, and I was there together with the province official, representative of
the council of the living environment and infrastructure in Friesland. The representative of the council
for the living environment and infrastructure had investigated the report of the NBTC. At that
moment, your opinion was important to those municipalities about which directions it should take in
terms of tourism.
In that sense, we have a nice role to performance in this at the moment. I think it is going very well.
It is good to see that you are valued as an organization and that you are also listened to seriously. And
that organizations also agree that marketing campaigns should go through us. So that feels good. That
is a nice place to have.
Afke explains that we are also in contact with the TAF about our research.
Mr. Cnossen adds that VVV Waterland is an interesting company to contact!
Do other organizations really see you as the ''head organization”?
No, you shouldn't see it that way. For that we actually developed the term stratification. We are all
important, only we all have different tasks.
8) What is your unique selling point? How is your company different from other?
Yes, we have a completely different profile and role in the province since we do not receive tourists
like a tourist company such as a hotel or a restaurant. In that sense we are actually a serving
organization that has a role in developing the sector and bringing tourists here. And that is quite
different from the entrepreneur in the region of Friesland.
9) Are you aware of any other companies/organizations etc. that are similar to yours?
There is no one company like our organization. However, the regions can be a bit similar, but on a
smaller scale. These regions also do a bit of marketing, only a little closer to home. So, they focus on
their own area, and a certain distance to the region. The promotions are also done sometimes partly
together. You can identify them as smaller counter parts or region level. On the islands (Wadden) you
still have the local tourist offices (VVV’s), we also do a lot cooperation with them. In a way they are
a bit like us. The main difference is that all these organizations have members. And those members
are often mainly entrepreneurs. We as Merk Fryslân do not have members in particular. We actually
have a direct relationship with the province / municipalities that finance us.
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So for example companies that are mentioned on your website, for example the Giants of the
LF2018 or for example a walking tour somewhere in Friesland? Then it will be posted on your
website, but it is not members but companies that can report it to you, as it were?
Yes, we have an open database and anyone can access it, anyone can request an account.
If you have an account you can submit events or activities that make your company visible on the
website. By the way, we have also lobbied and worked hard (and that's one of the things we do in the
context of destination marketing management) to ensure that the regions have the same technology
as that we have. So, to make sure the database is the same at every organization. This makes it easier
to switch between organizations. It is visible that those organizations are increasingly moving towards
the structure of our website. so, it looks a bit more the same. The visitor can be redirected via the
website of Merk Fryslân (visit Friesland or Visit Wadden) to a website of a region for more detailed
information and events. We 'load' Friesland on our website, with interesting parts for us. That does
mean that we sometimes make a different choice than organizations who promote in a region.
For example, it may be that an event in Dokkum is very interesting for the north-east region, it is very
important to pay attention to it on their website, while that is a less important event for us.
So would you put it on your page with a link, for example, so that they would be redirected to
the pages of the regions?
Yes, we are still adjusting it now how exactly we do that, but that is how you could see it. that at some
point there is an exit from us to the regions.
10) Do you have any connections to other networks, if not, would you like to join one?
We have a lot of connections. Almost with every organization in Friesland, for example the regions,
TAF, large entrepreneurs, cultural institutions, governments national tourist board. We also work
together with our colleagues from Groningen and Noord Holland. (visit Wadden & Holland above
Amsterdam).
I have a strategic consultation once every 3 months with my colleagues from Marketing Groningen
and Marketing Drenthe, so yes there are many connections.
11) What are the advantages/disadvantages of connections for your company?
Disadvantages: I don't think there are any, although in practice things can always go awkward. but I
fundamentally can't imagine a reason why you shouldn't be working together.
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So, you actually only see the positive sides of it?
Yes, I see the positive sides. But, working together sometimes means that you do not always have to
agree on each other (and there is also the discussion between us and the regions, for example). We
are responsible for selling Friesland as a whole, and they are responsible for developing their subregion. And that interest is not always the same. Giving an example; the theme year Water.Iif you
ask 1000 Dutch people, what is the first word that comes to mind when you think of Friesland, I think
that the great majority will say water.
But for a region like Southeast Friesland (where there is less water) it is therefore sometimes a bit
more difficult for them to connect easily and spontaneously to their theme.
While there are plenty of options that will be possible for them. But that means the decisions cannot
be always be 100% democratic. And we have to learn to deal with that well.
And my credo in that is as long as we all agree with each other, then we can work together and switch
very easily. And where we disagree, yes then a party or a region or an event may decide to do it
without us. Sometimes it is also possible that they have very good arguments how to handle an event.
Then we can also say we do it in their way.
That is in our opinion indirectly cooperation. Sometimes you have to compromise to get a great end
result.
That seems to me a good and honest way of working together.
Yes, that's the way it works. If we participate in a campaign to promote the Netherlands abroad with
the national tourist board (we also do this in various ways), then Friesland is not always in the first
place. When it comes to the Royal line, for example, the history of the house of the Royals (foreigners
find it very interesting), The Hague is definitely more important than Leeuwarden. Then we can say,
we are not participating, or we say we find it interesting enough to participate. That type
considerations apply at all levels. This stratification starts with the business organizations, the regions,
with us, but also goes to the national level.
12) How satisfied are you with your connections?
It is not always 100% easy, but that does not mean that you should not do your best to ensure that it
happens properly. I already explained it above a bit more.
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13) Have you ever accomplished a project with another network? What did it concern? Did you
obtain a positive result?
In my opinion our projects have been done positively. I will say that the Leeuwarden Fryslân Cultural
Capital 2018 was one of the highlights and important aspects of projects. That is why we got many
positive aspects, and learned a lot about the cultural sector. We are now working together with the
regions & Marrekrite to create a route network. I am overall very positive about the results.
14) Extra question: due to the fact of COVID19, did you make changes? Or did you contact the
region?
In response to all the commotion around the COVID-19 virus, we thought how are we going to do
our work exactly now? What we have done; we send out a social media message asking people who
have nice thinking ideas (how you can still do something in a certain way). And we give those kinds
of ideas a stage so everybody can read & use them.
There you also see that we switch very quickly to be an extension of what is going on with
entrepreneurs. For example, we also distributed a broad survey to ask entrepreneurs how this affects
them. And asked them what kind of support they expect from us and the government. We already
have hundreds of responses a day later, so I think we'll share the first results tomorrow. (this survey
was in cooperation with the regions).
For us it is very useful, and entrepreneurs can feel the need to tell their story. And they hope that this
will lead to some form of support. We will share the outcomes on our Facebook, Instagram and
LinkedIn.
8.2

TRANSCRIPT TOERISME ALLIANTIE FRIESLAND

Ms. Diana Leigh
1) What is the function of your network you are working in?
The toerisme alliantie Friesland is a collaboration of local and provincial governments together with
entrepreneurs and together with education, MBO and HBO (universities). They are work together;
is a sort of a think tank, the toerisme alliantie Friesland, so think tank of the triple helix. That´s what
it is called when government works together with education, works together with entrepreneurs, the
triple helix. These groups work together in a think tank to sort of promote innovation in tourism in
the Friesland area, in the province. They sit together and they come up with all kinds of projects and
these projects they get financed often by the entrepreneurs themselves or by the government
(helping subsidiaries) and of course educational, we don´t really have money but we have hours that
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we can contribute, students who helped with projects, teachers and researchers. That the kind of
think tank that the toerisme alliantie Friesland is. The TAF have serval projects, one of these
projects is called the Toerisme Collective Friesland (TCF). And this itself is also a network.
2) What do you do, your reason to exist?
The TCF is a project of the TAF and the main goal is to help the entrepreneurs to innovate in the
tourism, leisure or hospitality sector as well as retail, so a broader network of people. All kinds of
projects that the entrepreneurs they have, and they sort of come to us as partners in education and
say come on work together on this project. That is what we do within design-based education and
we do this in sort of different hubs, different hub locations. One of these hubs is in Leeuwarden, one
is in Sneek and one is in Heerenveen. So, there are three now and we are going to expand in the
future. That is the idea! There the entrepreneurs can come together with education and the
government facilitates with money and sometimes also wit sort of space, so they give us a location
where we can work. It always in the city centre so that everybody has easy access.
3) Which strategy do you use in order to reach your set goals?
I guess, that’s just working together, connecting people, talking a lot, getting people to connect to
each other, to introduce them to each other. But I don´t know if this is a real strategy! That is just
what we do. A steering group, in these groups also making sure that the network works towards the
governance instrument, so I guess we use kind of a governance structure to make sure that the
things work. And with the academy directors, they are also part of it. The strategy is also to do
research and to make sure that the research also supports what we are doing. So, we want to know
how things are going. We use the feedback and the recommendations from the research to improve.
4) How is you company different from other?
I guess it is because the TAF is a think tank and because everybody who is part of this network,
they have the same goals more or less, the same focus and that is to support and create more
tourism, leisure and hospitality, retail initiatives within the province of Friesland.
5) Are you aware of any other companies/organizations etc. that are similar to yours?
Yeah, I am also part of one in a different province, the province of Drenthe. There is a network
called “leisure valley” and they do something similar to the TAF.
6) What are the advantages/disadvantages of the connections for your company?
The advantage is that we can have more impact on one side but also, we can have more thinking
power. These networks help us come up with ideas and also when we roll out the ideas, becoming
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projects, let the projects happen. Then we have the support of the networks. Disadvantages maybe
could be that everybody wants to have influence or anticipate in the same way. Everybody wants to
participate, then the group gets too large and you cannot talk to everybody. Decision making might
be difficult sometimes if you want everyone to have a voice.
7) Do you have any connections to other networks, if not, would you like to join one? What are
the types of connections you have and what do they do?
Well, because of course the Toerisme Alliantie Friesland has lots of different participants from the
different networks, e.g. from education like me. I have my own networks. Everybody who is part of
the alliance had their own network, so entrepreneurs sometimes they have networks within the
Hospitality industry or in the tourism. We have the branch organizations, so I mean by that the
Recrom which is about recreation, about the environment and how it used. This is a network that
has members. And Histoire is for the Water sports, that is also a branch organization that is a
member of the TAF. We have the entrepreneurial organizations; they are also interconnected as a
network. That means they are part of a Dutch organizations for entrepreneurs, so they are
connected. We have from the Wadden area organizations active there. These networks are also
connected. I guess there will be dozens of networks connected to our network.
8) Have you ever accomplished a project with another network? What did it concern? Did you
obtain a positive result?
Yes, I guess really often. As I mentioned the TCF is one of the projects of the TAF so that is a
network we started. This is already running since a year and it runs projects and people collaborate
on projects. It is subsidized by the province partially and by other participants. We have a very large
project running that has become its own network.
9) What are the values of your company and how are they created?
The values/themes would be: connectivity, connecting to social issues e.g. job creation, circularity,
stainability.
10) Does your network have influence in the province of Friesland?
Yes sure, lots of the projects have to do with organizing events within the province. It’s a lot about
making sure that the economy improves, so that businesses can earn more money, can be become
more sustainable and can add value to society. We influence the province and we support goals of
the Province and their policies. And we are also included in their policies. The networks and the
projects, they are both mentioned in the strategy of the Province itself, in the policies. I guess, it
works both ways.
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11) Where do you see your network/company/organization in 5 - 10 years from now?
The alliance, I guess, hopefully still functioning, working as a think tank but with lots of different
projects that have been financed or will be financed by the government. And the company itself will
be still existing because I suppose that there will always be a need for an alliance, a triple helix
alliance. For the project of the collective that is will be embedded as a way of working for
entrepreneurs and for education. Totally embedded, not necessary to finance anymore because it is
embedded and use of design-based education.
8.3

TRANSCRIPT REGIOMARKETING

Ms. Lisette Grasmeijer
1) What is the Function of your network/company? What do you do, your reason to exist? What
are your network goals?
We are not really a company, it’s more like a network. It’s a Foundation so we get money from the
government to help the tourism entrepreneurs and that are the accommodations. That is our main goal
for doing so we are helping them to have their business better. We organize different events and
workshops, for example, like on Facebook or Instagram and we are making magazines for tourists.
We are doing the marketing and then especially for the Region North-East/Friesland.
2) Which strategy do you use in order to reach your set goals?
We don´t really have a strategy. We are working with three points. The first one is called “the learning
network”, that are the entrepreneurs themselves. That´s like the workshops with Facebook etc. And
then we have the point of “Hospitality”, so and that´s the website and the magazines and inspiration
cards. When tourists are in our region, they can find the way and they know where they have to be
and we have the tourist’s information points. The third one is the “Marketing”, we are doing it online
to get the tourists from mostly the Randstads, like Amsterdam or Rotterdam to come here to visit.
That is a bit of our strategy.
3) What is your unique selling point? How is your network different from others?
Our unique selling point is the whole region, there is a lots things to see. We have lands, we have
lakes and the Wadden Sea area. That is quite unique! That is UNESCO World Heritage and we have
two national parks and a national landscape. Moreover, we have one of the eleven cities, Dokkum.
So that is how we do the marketing for the Region to get people here. That is kind of our unique
selling point.
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4) Are you aware of any other network that is similar to yours?
Yes, we doing the RegioMarketing North-East and you have the RegioMarketings North-West,
South-East and South-West. And in other places in Holland, not only Friesland but also Groningen,
Over-Ijssel or Drenthe, they have kind of these Foundations as well.
5) What are the advantages/disadvantages of having connections for your network?
The advantages, we learn a lot about each other. The disadvantage is that all the foundations are
different, so they are working on different things. The financial support is different, so it is quite hard
to work together sometimes because we all have different targets.
6) Do you have any connections to other networks, if not, would you like to join one? What are
the types of connections you have and what do they do?
Yes, in whole Friesland we have connections. We also have a “Mother” network, the
“MerkFriesland”. They are doing the Promotion of the whole Province, but they are going to Germany
and Belgium to get People to Friesland. We are only doing it like Amsterdam and Rotterdam to get
people here. We have also connections with Groningen and Amsterdam to learn from each other, how
they are doing the marketing.
7) How satisfied are you with your connections?
Really satisfied, it is nice to know all these people who are doing the same job.
8) Have you accomplished a project with another network? What did it concern? Did you obtain
a positive result?
Five years ago, we did a journalist event with Groningen and then specially to get journalist here to
our national park. We showed them what to do and they slept here and then when they got back home
they could write about, positive review you get from journalist events. That is what we did 5 years
ago.
9) What are the values of your network and how are they created?
If you are looking into the foundation itself, we have this big network of all the tourism entrepreneurs
in our region and that are like 450 entrepreneurs and that´s where we are working with. I think it is a
great value that we reach a lot of our entrepreneurs and that we helped them.
10) Does your network have influence in the province of Friesland?
No, not really. MerkFriesland is the Province or better they get paid by the Province. So that is the
connection we have but we do our own thing. But of course, we have a lot of contact with them.
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11) Where do you see your network in 5-10 years from now?
Good question! I hope we still exists, but you will never know, especially now in this time. But also
because we got paid, the money provider could quit but still I hope that we are there in 5 years. And
maybe there will be one big organization for the whole North Holland so also Groningen, Friesland,
Drenthe. So, we all have the same target and goal and stuff.
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