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Abstract
Heritage is defined as something that we inherit from the past and use in the present day. Heritage can be seen as a carrier of historical values, and therefore viewed as part of the cultural tradition of a society (Nuryanti, 1996; Timothy and Boyd, 2003:4). Recently, traditional heritage research has met a paradigm shift from tangible focus towards more intangible heritage (Richards, 2011). In this paper we argue that the cultural heritage of a place may have an impact on how entrepreneurs in cultural tourism business commit to the joint brand. The efforts of private entrepreneurs have been emphasized to be at the core of successful place branding (Vuorinen & Vos, 2013; Mittilä & Lepistö, 2013; Lemmetyinen & Go, 2010). 
This paper concentrates specifically on one particular context: a rural municipality in Finland. In recent years, attempts have been made to attract new visitors, tourist and residents to the area. The municipality has also launched a development project that aims to strengthen the brand building by harnessing the cultural heritage of the area. We used ethnographic techniques with open interviews to explore entrepreneurs’ views on how the heritage of the place is represented and connected to their business. By drawing on Wenger’s (1998) framework of a community of practice, we aim to understand how entrepreneurs experience their attachment to a community and interpret how they commit to a joint brand identity. 
Our findings show that in the process of building a joint place brand, the joint values of those involved have to be agreed on. The identity building process can be challenging for artist entrepreneurs. The active role of entrepreneurs in place branding needs to be emphasized. As a practical implication, we found that those responsible for the place branding activities need to be aware of how entrepreneurs belong to a community of practice.
Key words: brand identity, place brand, heritage, cultural tourism, entrepreneurship

Introduction  
In this study, we take an entrepreneurial approach to cultural heritage in tourism. This approach is justified by Graham et al. (2000: 3) who consider the concept of heritage as a cultural and an economic good commodified as such.  Cultural heritage in the modern world is not only a factor in the preservation of cultural memory, but also the political and economic capital (Romanova, Yakushenkov and Lebedeva, 2013:103). Romanova et. al (2013) state how in the twentieth century cultural heritage was seen - in the media, for example - as leisure whereas in the twenty-first century the consumerisation of the cultural heritage has taken a new place in the formation of civil society and also “a growing commercial heritage industry is commodifying pasts into heritage products and experiences for sale as part of a modern consumption of entertainment” (Graham et al. 2000: 1). Heritage can be seen as a carrier of historical values, and therefore viewed as part of the cultural tradition of a society (Nuryanti, 1996; Timothy and Boyd, 2003:4). Following these definitions, heritage is considered in this study as something that we inherit from the past and use in the present day. Furthermore, the concept of heritage will be viewed through the idea of representation (Graham et al. 2000; Hall, 1997). In order to explore how the cultural heritage can be used in building a place brand identity, we need to conceptualize entrepreneurs’ interpretation of heritage. Following Hall (1997:3) “it is by use of things, and what we say, think and feel about them – how we represent them – that we give them a meaning.” Earlier literature (Mittilä & Lepistö 2013; Vuorinen & Vos 2013; Lemmetyinen, 2013) emphasizes place branding as a multifaceted phenomenon with contradicting viewpoints, whereas we focus on exploring how cultural entrepreneurs and other stakeholders interpret heritage and how they could use heritage in place branding. This coincides with the way the stakeholders view the planning of heritage and finally with the kind of interdependencies that can be found between heritage and the local community (Nuryanti, 1996). In our study, we aim to understand how entrepreneurs commit to the joint brand identity. First, a review of the literature on place brand identity is introduced. Following this we illustrate the context of the study and thereafter provide the accounts of how entrepreneurs perceive cultural heritage and connect it to their business. We will then discuss the findings of the study. Finally, conclusions, recommendations and suggestions for future research are provided.

Place Brand Identity 
Mittilä and Lepistö (2013: 143) have studied the role of artists in the context of place brand identity construction of an old rural Finnish ironworks village. Their results show not only the importance of their role in brand identity building, but also how these unfold as stories, artifacts and atmosphere as well as entrepreneurs. Mittilä and Lepistö (2013: 150), however, call for a proper infrastructure created by the authorities, which would support the artists in earning their living as entrepreneurs, especially in the rural context. Vuorinen and Vos (2013) have also studied challenges in forming a joint place brand in rural regions with the focus on cooperation between the various stakeholders involved in the process of building the place brand. They point out the need for the public organizations to create the preconditions for a joint approach, but at the same time they emphasize the efforts of private entrepreneurs at the core of the successful place branding. Lemmetyinen, Luonila and Go (2013) in turn, have studied the role of cultural production in building place brand identity and boosting its equity. Their content analysis revealed that the distinct reputation of a cultural production can act as a magnet attracting resources to the place it originates from (Lemmetyinen et al. 2013, 164.) Lemmetyinen and Go (2010), on their part, have examined the process of developing a brand identity from the network perspective and in the context of cruise tourism. The authors emphasize that the process of building brand identity actually began a long time before the launch of the joint brand. The key initiators had a strong belief in the need to develop the cruise product from a mono-destination into a multi-destination offering. In the evolutionary process of building brand identity in the network of destinations, Lemmetyinen and Go (2010) distinguished three levels of cooperation in the brand building as well as three phases in the temporal process of the same. The scales of cooperation were referred as ‘functional’, ‘relational’ and ‘symbolic’. On the functional level, the actors of the network considered it more favorable to work together than to continue to promote the destination individually. The relational level of the cooperation was reached when the means of communication were developed to enable friction-free relations among the participants (see also Gnoth, 2000; Park, Jaworski and MacInnis, 1986). When the evolutionary process had reached the third and symbolic level of the cooperation, the joint values of the actors were manifested in the brand. At this stage, it is not that easy for competitors to copy this joint brand. In terms of the entrepreneurs’ commitment to the place brand identity, it is relevant that the evolutionary process of building a place brand identity reaches the third level of cooperation. In order to reach this level, the role of coordination is important (Lemmetyinen & Go, 2010; Lemmetyinen, 2010). Looking at the temporal process of building the brand identity (Lemmetyinen and Go; Gnoth 2002), the symbolic level corresponds to the identification phase, whereas the earlier temporal phases, the initiating and the integrating, correspond with the functional and relational levels of the cooperation (see Figure 2 in Lemmetyinen and Go, 2010).

Methodology 
Context for the research
This paper concentrates specifically on one particular context; a rural municipality in Finland. In recent years, attempts have been made to attract new visitors, tourists and residents to the area and the municipality has launched a development project that aims to strengthen the brand building by harnessing the cultural heritage of the area. The rural municipality consists of two bigger adjacent urban areas; a Rural Area and an Industrial Area (these pseudonyms will be used throughout the paper). The former has a long tradition in agriculture and the latter in industrial functions. To some extent, the residents still consider them as two separate areas and associate the Industrial area as a place for the wealthier people. In the heart of the Industrial area there is an old ironworks that was set up late 15th century. Even today, there are two big international factories keeping industrial functions going. There is a big Corporation (for anonymity reasons we do not reveal the real name of the Corporation either) which owns many of the historic buildings in the area that were used to house the company officials and other employees. The Corporation is in charge of management and maintenance of these buildings (Grahn, 2014) and operates the guest services (accommodation, catering, leisure and tourism, meetings & events) in the Industrial Area, thus having a big role in its development. The Corporation is one of the oldest family businesses in Finland having grown into an international multi-trade organization. The Industrial Area has also a rich cultural heritage and architectural value. A well-known Finnish architect Alvar Aalto left his footprint in the area during the 40’s when he designed many buildings, most of which are owned by the Corporation. At present, the ironworks and its surroundings form the Ironworks Village. Having emerged around iron and paper industries, the Ironworks Village is an interesting and culturally relevant destination. It is both a physical and natural environment for factory workers, companies, residents, visitors and old historic buildings. Evidently the Ironworks Village as a place has different meanings to different stakeholders in the Rural and Industrial area. On one hand, the Ironworks Village is an industrial area that provides housing and employment to its residents and on the other it is a recreational and travel destination for individual and corporate visitors. The interviewees in this study are positioned both in the Rural and Industrial Area. 
Research materials and analysis 
The research material comprises of the individual interviews of four micro-business entrepreneurs and a service director of a big Corporation. We used ethnographic techniques with open interviews to explore entrepreneurs’ views on how the heritage of the place is represented and connected to their business (Atkinson and Hammersley, 1994; Hammersley, 1992). We present the interviews in the form of narratives including several quotes to add the voice of the interviewees to the text (Wolcott, 1990). We based the analysis in our study on our sense making and interpretation of the interviews (Coffey and Atkinson, 1996). By drawing on Wenger’s framework on a community of practice, we analyzed how the entrepreneurs feel attachment with a community and how the heritage is connected to their entrepreneurship. 
According to the community of practice approach, individuals accept or reject opportunities to participate more fully in their community of practice depending on the fit of those opportunities with their current sense of self (Lave and Wenger 1991; Wenger 1998; Handley et al. 2006). Hence, participation is considered not only as an action (what we do) but also as a form of belonging (who we are and how we interpret what we do). Wenger (1998) suggests the following forms of belonging: engagement, imagination and alignment. Engagement requires authentic access to and interaction with other participants, i.e. doing things together, talking and producing artifacts. Imagination means exploring alternatives and envisioning possible futures requiring risk taking and a kind of playfulness. Alignment means to become part of something big connecting local efforts to broader discourses. Engagement, imagination and alignment work best in combination. 
In the following section we present the narratives based on the interviews of Ruth, a service director at the Corporation, Pamela – a visual artist, Ellen – the owner of an old Design Sauna, Kate - the owner of an Art House, Nicole – the owner of a Boutique.
Findings 
This section presents the narratives of the interviewees and our interpretation of how the heritage of the place is represented for them and how it is connected to their business. This shows the level of commitment to the place brand identity. 

Ruth - A service director at the Corporation
Ruth is a service director at the Corporation being in charge of the guest services in the historic milieu of the two Ironworks Village. The guest services is a new line of business of the Corporation. Ruth says that it was natural for the company to name the line of business as guest services due to the long tradition of hosting the company guests. Ruth states that the company has long traditions, a strong cultural heritage and industrial history, which they have used in building their identity and their corporate image. She articulates that “We certainly have the company roots here and it is wonderful that there are still these operations and functions. One of the most important functions of the Ironworks Village is that there is life and that is in my view a good base for the service business.” Ruth makes her point very clear and argues that “the ironworks is here living with us and developing further with the surrounding environment, it is not just becoming a museum.”
How the heritage of the place is seen by the Corporation 
The Corporation has a strong cultural and industrial history and Ruth sees a huge value in this by maintaining, preserving and developing the Ironworks area. Ruth emphasizes that the company wants to utilize the cultural heritage and history of the Ironworks in strengthening corporate identity and image. She also considers history and traditions to be connected with the company’s continuity, credibility and innovativeness. Therefore the history and traditions of the ancestors are taken care of by ensuring that the business is profitable.  Ruth visions the Ironworks to be full of life and not mere a museum: “We have this image of an industrial history and you can still sense the life of work and industry here. You see the smoke of the factory chimneys and meet many foreign employees of the factories. Many of them also live in the area.” 
How the heritage is connected to the business of the Corporation 

The future vision of the Corporation for the Ironworks Village is to offer a living environment for the people to be able to work and live there. This, in fact, is how it used to be when the old patriarchal living system existed in the Ironworks Village. Ruth considers that the Ironworks Village provides an excellent environment for a business that combines wellbeing, gastronomy and outdoor activities.  She sees a lot of opportunities for this kind of business as people today are after both mental and physical wellbeing. In Ruth’s view the nature of the area and pure nature in general will offer a lot of business opportunities also in the international market. (Imagination). The Corporation has made a business plan that presents how the area looks in 2030. The company has decided to target certain customer segments by prioritizing business-to-business clients and groups. The company has created a marketing slogan; “unique experiences” that Ruth brings up in various occasions. The company has also created product concepts that they offer also through social media channels including Facebook and Instagram. They have a sales office that actively contacts potential customers for the Ironworks Village. Ruth mentions that visibility and visuality are important aspects when building a brand. The company has been renovating many of the historic buildings, which Ruth considers to play an important role in their marketing and brand building. (Alignment). Ruth says that local companies are natural partners for the Corporation and she mentions, for example, small handicraft artists, pop-up art galleries and wellbeing businesses as potential co-operation partners. Cultural tourism is clearly present in Ruth’s talk. (Engagement).
Commitment to the Brand Identity
At the earlier stages of the cooperation, when the brand identity process had not even begun, the representative of the Corporation was involved in the discussions of developing a joint brand for the Ironworks Village. There were, however, some changes in the personnel and the connection to the other actors in the network were weakened. The more intensified cooperation began again for a couple of years ago with the new CEO of the company as well as Ruth as the manager responsible for the old Ironworks Village. At the moment it seems that the company values the cooperation in the area and is committed to work for a joint brand. 
Pamela - A Visual Artist
Pamela is a visual and performance artist. She is also running a perfume shop and an art gallery. She has created service packages for tourists around her artistic activities. Pamela clearly identifies herself as an artist and she says that: “art is my number one and doing art and showing it to people is my first priority and then comes my shop and tourism.” Hence, art is her true passion and an outlet for sharing her feelings to her audience. It is quite evident that for Pamela making provocative art in her birth home and honoring her family’s history is her life’s work. She has gone a long way to study different cultures to understand life from different angles and regards all human senses essential and as the basis for her creative work. Her family history is very much present in her talk and she considers her parents and grandparents to have been artisans of some sort. She also emphasizes the importance of women’s independence and she is proud to sell quality cosmetics and perfume in her mother’s and grandmother’s footsteps. Pamela says that her mother and grandmother worked towards women’s rights and she articulates that it has been her duty as well. Pamela thinks that it maybe is this women’s movement stemming from the family history that separates her from the others (the other artists in the area). 

How the heritage of the place is seen by Pamela 
History and visuality are important values for Pamela. She would like to bring people closer to the visual world and closer to both family and Finnish history and to show that they are intertwined. She sees her own family history go hand in hand with the general Finnish history and she says that “we are not separated from the world but we are part of Europe.” For this Pamela gives an example of her grandfather who started a furniture factory at the end of the 19th century in a bigger town. Pamela definitely sees parallels between her own entrepreneurship and her mother’s and grandfather’s business. She continues her family’s traditions by running the shop that her mother once established and by placing orders to international suppliers as her grandfather and mother did. 

How the heritage is connected to Pamela’s entrepreneurship

Pamela says that her mother’s cosmetics shop was the first one in the countryside in Finland. There was no wholesale either from where to order cosmetics products. A friend of the mother had a drugstore and she advised her to order products from a film studio in Berlin. The local perfume shop back then sold the same lipsticks that Marlene Dietrich and Greta Garbo used in their films.  Pamela describes how her mother ordered soaps from Germany, France and Great Britain and how she now orders soaps from Syria, India and Italy. She sees a continuum of how she and her ancestors made international business: “I have international correspondence exactly in the same way as my mother and grandfather had.” (Imagination). 20 years ago, when her mother had passed away, Pamela inherited the shop and in the beginning she was unsure what to do with it. For her mother, the shop was ‘quite an ordinary shop’   but for Pamela it became something more than that. She had her atelier next to the shop and she describes how the customers did not know whether they stepped into a shop or an artist’s atelier. She was then able to separate various activities around the shop and her art when they built a gallery. Pamela says that there are four pillars in what she prefers to call as her ‘complete artwork’; an atelier, a shop, a gallery and a residence. Pamela’s perfume shop is not an ordinary cosmetics shop but clients book an appointment to her perfume salon and they are served sparkling wine while Pamela is ‘tasting’ the right perfume. For an audience of 2 to 4 persons this is one of her main ‘performances’. Pamela is a genuine perfume expert: “I’ve studied the history and production of perfumes for over 20 years, different types of perfumes and how they were used during the Pharaohs’ time in Egypt and what is the meaning behind the different perfumes.” Pamela also reveals that she will open a perfume museum where she will display the old cosmetics products of her mother. The museum will be decorated with the furniture made by her grandfather. Pamela’s product packages are available in a tourist office in the nearby town and on the Internet. (Engagement). Pamela has been a member of a local network that consists of about ten entrepreneurs in arts and handicrafts. She mentions some of the entrepreneurs by name with whom she has had a more active cooperation with in marketing. The local municipal cultural office has coordinated the network and publishes a brochure annually, presenting each artist’s and entrepreneur’s products.  The brochure is also available on the Internet. Pamela mentions two networks to which she belongs. One is an association for artists in the neighboring town nearby and another is an art council. She explains how she has learned from the art council that every time a new exhibition opens it is of importance to send a press release and arrange a press conference. She has managed to get a few contacts among the journalists who visit her 4 or 5 times a year: “I’m a gallerist so I’ve collected a list of about 100 persons who I bomb with invitations to my exhibition.” Pamela says that this is also how they do it for a historically relevant 700 year old Castle’s seasonal art exhibition in the city of Turku in Finland. (Alignment).
	
Commitment to the Brand Identity

Pamela’s commitment to the Brand Identity of the Ironworks Village does almost not exist. She may have some sporadic business connections with her colleague whose enterprise is located in the Ironworks Village. She may see some functional benefits in the cooperation and also the relational level is somewhat reached, but there are no signs for a symbolic level commitment to the cooperation. 

Ellen – The owner of an old Design Sauna
Ellen has set up her business in an old Design Sauna. The building was designed by the world-famous Finnish architect Alvar Aalto in the 1940’s. At the time it functioned both as a sauna and a laundry for the workers in the neighboring factories. Before buying the property that today houses an elegant cafeteria decorated with Aalto furniture, a sauna, a design shop, and an art gallery, Ellen worked as a full time care-taker of intellectually disabled people at an institution. In 2005 her father had noticed that the sauna was for sale and she and her brother decided to buy it. She says that her father had dreamed of the Sauna for many years. “It took only 15 minutes for my brother and me to make the decision (to buy). We wanted to believe in our father’s dream. […] It feels like this building is meant for us.” The sauna, located at a riverbank, has a lot of sentimental values to Ellen. She has spent her childhood in the area in a house also designed by Aalto. Ellen tells how she already in her childhood home got used to seeing items designed by Aalto and how she has grown up in this architectural environment even though the family belonged to the working class. Things did not always go according to the plan and today, after four years Ellen says that she has a very versatile business that she prefers to call a circus.  
How the heritage of the place is seen by Ellen
Ellen says that her family has been born in the Ironworks Village and lived in a house designed by Alvar Aalto. Her mother, father and grandfather all worked at the Corporation. “Therefore, I’ve been raised in this industrial environment so I have probably grown into the Ironworks Village and as I said the sauna waited for us to be renovated.” Ellen senses that she has her roots in the Ironworks Village and it is rather easy for her to tell people about its history. She also tells an anecdote of the caramel cake that her 85 year old mother makes and that it became a cake of the house for the Design Sauna. The story of the cake refers to Ellen’s family history. Ellen also mentions a childhood’s friend Peter who is a design professor at an art university and who seemingly plays an important role in supporting Ellen and her brother in their endeavour to preserve and promote the cultural heritage of the place. Ellen is seemingly proud of telling about her connection to the professor. 

How the heritage is connected to Ellen’s entrepreneurship 

In a way, Ellen has become the owner of Design Sauna by chance. She feels that this situation was just waiting for her and her brother, and that they actually were realizing their father’s dream. Ellen’s family history, the history of the sauna and the corporation are intertwined. Ellen has been strongly attracted to arts in general and to the design of Alvar Aalto in particular – it is part of her childhood’s heritage and how she and her brother wanted to convey that to others by decorating the Design Sauna with Aalto’s design furniture. Ellen’s dream is to combine her background as an art therapist with her work at the Design Sauna. She hopes that one day she could provide work for disabled people and that she would have a gardener who would also take professional care of a group of disabled people. This is the way his brother who is working in the capital of Finland does it. (Imagination). So far the entrepreneurial work has taken so much time from Ellen that she has been too busy to develop her products. “The other ladies in the artistic network have products to offer to their customers. I still have to learn how it works […] I have dreams for this.” (Alignment).  Ellen tells that she belongs to the network of artists and artisans and is a bit astonished that she was asked to join this type of network in which all the others are artists.  Clearly she is proud of being invited to join in the community of local artists. She says that some of the handicraft artisans have moved away from the area and some of them have closed their business. Ellen mentions several times how pleased she would be to collaborate with others, but it is not so easy for her to leave the house. She also tells about an event that the local people arranged a couple of times but the cooperation was not ‘very rosy’ and she and her brother had to work rather alone by themselves. Ellen is seemingly happy after noticing that the Corporation mentions the Design Sauna on their web pages. She says that she should thank her brother for this. Clearly Ellen has respect for the Corporation and she also says it out loud, but at the same time she hopes that the Corporation could have a bit more cooperative mind. (Engagement). 
Commitment to the Brand Identity
Ellen has a wholehearted commitment to the brand Identity of the Ironworks Village. She has been devoted to this area already from her childhood and this feeling of affinity has become even stronger after she began her business in the area. However, this does not mean that she would not see issues that could have reached a deeper level of cooperation, especially as regards the municipality as well as the role of the Corporation. She is opposing to the dominating role of both of these players and appreciates a more equal relationship as a norm. 
Kate – The owner of an Art House  
After inheriting a family estate in 2005, Kate had an idea to start up a cultural center where she has her art applications and paintings on display. She also needed some income to cover the costs for the house. Kate organizes different courses, for example, in cooking, reading, music, poetry and art. Kate introduces herself as a visual artist. She says that she studied textile arts and worked as a textile artist for a long time. She takes pride in the fact that she is mostly self-educated. Her passion is to provide people with different cultural and artistic experiences. She says that “when I inherited this house it was obvious that I would do something that I could afford to keep the house and myself alive, so I thought I could create a cultural center where doors would be open and I could provide people with different services, experiences and most importantly my art, which is the most essential way to make ends meet.” Kate has also a connection to the Corporation as she worked as a graphic designer at the factory a long time ago.

How the heritage of the place is seen by Kate 
At the end of 1920’s, Kate’s grand-uncle bought the house in the Rural Area and from that on it has been in her family. The house is located in the same area where Kate has roots and therefore it was a natural option for her to make something out of it. The house has been built in 1905 and Kate says that it has an interesting history as it housed different kinds of public sector officers that have lived and worked in the region. For Kate, the house itself is the most important and it represents the heritage she values the most, authenticity and genuineness. In all her activities she tries to find ways that would bring income to the maintenance of the house. 
How the heritage is connected to Kate’s entrepreneurship 

Kate categorizes herself as a handicraft artist. Although she does not mention the local community of the artists and handicraft entrepreneurs she clearly sees the resemblance to the area of Fiskars, which in Finland is a famous community of local entrepreneurs. According to her, the activities in Fiskars are concentrated in such a small area, which makes a great difference to the area of Ironworks Village. Kate and some other artists are located in the Rural Area and therefore she does not feel affinity to the Ironworks Village, which for Kate is the specific interest of the municipality in their place branding activities. She wishes that the whole area covering the Rural area would be the target for the development and not only the Ironworks Village. She sees the potential of the whole areal and hopes that it would be known in the whole of Finland and that groups would come from everywhere: “I have a feeling that the services offered by the Ironworks Village kind of ‘surge’ all the potential visitors.” (Imagination). Hence, Kate has plans to offer a cultural package of her own together with two touristic attractions that are located nearby. She says that for her Facebook has been a good way to market events. During summer, her products have been available in the summer café run by a youth organization in the Ironworks Village. Kate has also actively handed out her brochure, which is not up-to-date, and she also distributes her business cards everywhere. She often visits exhibitions around the region but she finds it rather time-consuming and too much effort but she finds it important to sell her art: “one should try all the time to get to the places which give you and your products more visibility.” (Alignment). Kate thinks that the local people do not use her services as much as they could and mentions envy as a possible reason. The fact that she lived abroad for a long time may have an effect on it as well. She seems to be a bit disappointed that the locals do not show any interest because she considers that all of the handicraft artisans, as herself, are very talented and differ from each other and all of them are doing their art from their hearts and wish to be able to offer their best. When asked about the communities she might belong to, Kate says that professionally she does not have any community to join. Neither does she belong to the local artist association. Nowadays she does not take part in the common development events of the area, because she sees, that these have not been any good. She has a very strong opinion that at the end she has to take the responsibility of her business by herself alone: “I do not want to take part of those events any more, since I am doing this work alone and everything that happens here is because of me. I plan and make my products, I market them and try to communicate about them, I clean my house and do everything by myself.” (Engagement). 
Commitment to the Brand Identity 
Kate would clearly see the benefits of more intensified cooperation in the area and would like to be part of the joint brand identity building process at all its levels. However, since her Art House is not located in the core of the Ironworks Village, she feels a bit left aside. She is critical towards the tendency in which the municipality’s concentrates only to the development of the Ironworks Village, which according to her leaves the entrepreneurs in the Rural Area offside. 
Nicole – The Owner of a Boutique  
In 2013, Nicole opened up a boutique in the Industrial area, which offers quality fashion brands for women and men. The shop is located in a shopping mall. Before opening up her business Nicole worked as a hair dresser. She feels that all the pieces just fell into their places when the quality clothing boutique closed its business and she decided to take up the challenge and continue selling brand clothes in the same space. When choosing a name for her shop she studied the local history and came up with a name that represents the local cultural heritage and prestige that she wants to convey to her customers. She picked up the first names of a man and a woman of an old local industrial family. It was important to her that the name of the shop has a real connection and a story to tell because her customers are mainly local inhabitants. When asked about the communities in the region, Nicole mentions a name of the local artisans’ network and a Design Sauna by name. She does not see a need for her to collaborate with other entrepreneurs than with those in the shopping mall. She would rather focus on the Industrial Area and keep up its prestige.  
How the heritage of the place is seen by Nicole 
Nicole originally comes from the nearby region and her husband was born in the Industrial Area. She tells that when she opened the shop and studied the history of the region, she became intrigued by the heritage of the place. Up until that moment, she had not experienced it to be anything meaningful but when she got to learn the local history and she became more aware of the significance of the history and cultural heritage of the area. She sees that the cultural heritage of the place has been emphasized more than earlier and the place branders (municipality) are able to utilize it more and also that the residents value it more than before. 
How the heritage is connected to Nicole’s entrepreneurship 

When Nicole was considering a name for her business, she told that she was looking into the history of the Industrial Area and while doing this she encountered different old families and their stories.  There were two names that clearly came out and these two seemed to be suitable to reflect the image of the shop: quality and dignity. When she opened her shop the name aroused plenty of interest and the old residents were able to attach it to the history of the area. There were, however, inhabitants that did not realize the connection to the local history. Nicole has also Alvar Aalto’s vases in her shop. This way she wants to honor the local history and the famous architect. According to Nicole, when creating a brand for the Ironworks Village, the coordinators should consider it as an important element and the Rural area and the Industrial Area should be marketed as distinct areas, the Rural area representing the history of the place and the Industrial area representing the modernity. (Imagination). It is obvious that for Nicole it is an important issue that her shop is located in the Industrial area. She has always lived in this part of the municipality and she tells that she has a great respect for the history of the area. Together with the other entrepreneurs in the shopping mall, Nicole arranges different kinds of events and, via these, tries to raise awareness of the values in the Industrial area and keep up its good quality. (Engagement).
Commitment to the Brand Identity
Nicole clearly sees the benefits of the joint brand identity and feels affinity with the brand of the Ironworks Village. She is committed to the brand as long as it is meant to cover only the restricted Industrial Area and the enterprises there. She sees it possible to have cooperation with the entrepreneurs in the Rural Area as well but only on the functional level.
Discussion

There could be seen some similarities in how the entrepreneurs interpreted the cultural heritage of the place. For example, all of them saw the cultural heritage of being something very tangible; it was represented through the physical houses in which they were working and living. For Pamela, the building represented a return to her roots. It was the place where her parents lived and where her mother had her perfume shop. Into this place, she had brought not only the furniture made by her grandfather but also his way of doing business the first representing tangible and the latter intangible cultural heritage of the family. Ellen also returned to her roots when she bought the building with his brother. It was a dream-come-true for the whole family. For her the building represented the cultural heritage of the place. For Nicole, the building does not represent the tangible heritage of the place but rather an intangible representation of it. The heritage of the place is strongly manifested in the functions of the Corporation. For the Corporation, the historic buildings provide tangible resources, which they utilize to strengthen the image and identity of the business. The intangible heritage of the Corporation is represented in the development of a new line of business with the help of long tradition and a strong cultural heritage. This new service business includes wellbeing, food and nature and it is a straight continuum of the hospitality and guest services that the owners of the Corporation have always offered to their business contacts. The entrepreneurs did not refer to themselves as entrepreneurs but characterized themselves as artists or passionate art-lovers. Ellen’s Design Sauna, Kate’s Art House and Pamela’s perfume shop show that the preservation of the building gives a reason for the entrepreneurship. It is remarkable how the intangible heritage is an essential part of the service offering, for example Ellen’s passion of Alvar Aalto’s design or Pamela’s luxury product concepts. In Nicole’s case, the heritage is represented in the name of the shop but it gives a copycat feeling. Considering the informants’ commitment to the join place brand identity the Corporation has become lately a more active actor in the Ironworks Village and it has intensified cooperation with the entrepreneurs. As early as in the 90’s, the Corporation participated in discussions about creating a joint brand for the area. At that time, a representative of the Corporation was involved in these discussions. There were, however, some changes in the personnel and the connection to the actors in the Ironworks Village was weakened. A couple of years ago the brand identity discussion was boosted again when the new CEO of the company launched a new service business line with Ruth as the director responsible for the activities in the Ironworks Village. At present, the Company clearly values the cooperation in the area and is committed to building a joint brand. The Corporation’s place brand identity is about to be on the symbolic level. Kate’s and Pamela’s commitment to the joint place brand is limited meaning that their place brand identity remains on the functional level or to some extent reaches the relational level. Ellen’s feeling of affinity to the Ironworks Village is strong and she highly values the cultural heritage of the area. However, she has not been able to reach the symbolic level of cooperation. Nicole is not committed to the joint place brand to this extent but she prefers one for the Ironworks Village and another for the Rural Area.

Conclusions 
In this paper, we studied whether the cultural heritage of a place might have an impact on how entrepreneurs in cultural tourism business commit to a joint brand and how they share common values and representations of the values stemming from the heritage of the place. We based our study on the previous research on building brand identity for destinations in the cruise business (Lemmetyinen and Go 2010). Our findings show that in the process of building a joint place brand identity the functional, relational and the symbolic levels of cooperation are needed. Our study indicates that there are several reasons why the symbolic level has not been reached. First, the joint values of the involved have not been discussed. Second, the identity building process for artist entrepreneurs may be challenging.  The entrepreneurs in cultural tourism do not refer to themselves as entrepreneurs but rather characterize themselves as artists or passionate art-lovers. When building a joint place brand, it is therefore relevant how entrepreneurs develop their identity in relation to others in the same activity (Wenger, 1998; Handley et al., 2006). Third, the active role of entrepreneurs in place branding needs to be emphasized (Vuorinen and Vos, 2013). By applying Wenger’s mode of belonging to a community of practice we were able to explore the entrepreneurs’ commitment to the place brand identity. As a practical implication, we found that those responsible for the place branding activities need to be aware of how entrepreneurs belong to a community of practice. It is essential that the place branders support a type of collaboration where all the stakeholders are treated equally. It may be difficult to feel affinity if there are obvious inequalities imbalances in the relationships. In order for the stakeholders to feel affinity to the place brand stemming from the heritage of the place, there needs to be common consensus on how the entrepreneurs and other stakeholders interpret the heritage of the place. In seemingly close locations, there may be reflections of historical discord which need to be discussed thoroughly. In future research, our objective is to focus on the role of the municipality and other development agencies in building place brand identity and using heritage as an asset in the context of cultural tourism.   
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