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Can the Danish National Parks play a role in the reshaping of new international or domestic tourism places,
as the search for authenticity of today’s travelers turn to ‘the local’ host?

If the Danish National Park-experiences are to compete in the tourism flows, they must also understand the
role as mediator of authenticity and everyday life in a foreign/Danish or urban/rural cultural search for
experiences. How can National Park-driven ‘community divings’, ‘nostalgic dwellings’ or ‘ethical
engagements’ become part of such mediation engaging both locals and getting the attention of the tourist?

National Parks as a phenomenon diverge from country to country. The National Park framing of landscapes
of nature and culture is therefore both global culture and glocalized spaces. Mols Bjerge National Park
writes “...projects and initiatives of the Mols Bjerge National Park Foundation must always be in
collaboration with the community and within the legal obligations of the Foundation” (website) so they
provide activities, experiences and information about the local nature and culture, but what is this role of
the local and the local community?

Such a policy for development is also connecting with a new turn in tourism practices and studies i.e. the
emphasis on “the role of the host community” (Russo 2016, Ngrgaard 2018). This turn has applications for
how society creates tourism space and how the local and his/her everyday life potentially take part in
symbolic/cultural negotiation of the tourist destination (Kavaratzis 2015). The paper investigates the
meaning and potential of the ‘life and space of the local’ in the national park framing as an
international/domestic tourism experience and commodity.
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