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LOOKS LIKE YOU NEED ICELAND




WESTRJORDS

WEST ICELAND

REYKJANES

NORTH ICELAND

SOUTH ICELAND

EAST ICELAND

LAND SIZE:
103.000 sq. km.

POPULATION:
390.000 people
3,5 per sg. km

LANGUAGE:
Icelandic

CAPITAL:
Reykjavik

CURRENCY:
The Kréna

CLIMATE,

REYKJAVIK
January -1°C
July 11°C



2010

Tourism third largest foreign révenue generating industry

Visitors per year - 500.000& mainly during summer

Eyjafjallajokull eruption - crisis C_bmmunication

Promote Iceland established*- Inspired by Iceland 2011 - 2015

_ Increase awareness of Iceland as a year-round destination
2011 - three airlines flying all year round

20-30% increase in tourism - most off season!
_ae o ROadeviapsferglourism - Long Term Tourism Strategy

- Tourism Site Protection Fund: <
Tourism the largest revenue generating industry
Deerease in~beanight'growth in the regions
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Iceland
Changes in marketing tactics

In line with changes in marketing strategy, we also
had to adopt different marketing tactics. This
included:

* No more campaign related activites focused on
summer — essentially all our marketing budget
was directed at off-season tourism.

 No more summer related activites and images in
marketing material

 No more ,top destinations” in marketing images
and messaging. Focus on developing new
interesting destination outside most visited areas.







~Growth-in all reglon-s &Jower seasonahty

Destmatlon Management I'Ians |n alrregrons(lMP)

Responsrble Travel Behavior & Tourism
Z o 2019 end of a rapld growth perlod
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16 a|rhnes all-year aro (26 summer)
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‘T, Mark Zuckerberg @
- May 27 at 7:32 PM - O

Photo dump from the Icelandverse Hg
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Mark Zuckerberg @ - Follow
Amazing. | need to make a trip to the Icelandverse soon. Glad you're wearing

sunscreen too @
Love - Reply - Hide - 1w OQD 2.9K

P )‘ Author
Inspired by Iceland @
Mark Zuckerberg Oh, hi Mark! You're always welcome. Icelandverse is open

24/7!
’ 24 2
Like - Reply - Commented on by Isak Kari Karason @ 2 w Q&0 4

Inspired by Iceland @
May 27 at 9141 PM - 3

b onat-had

Hey Mark, glad you enjoyed our enhanced actual reality. Hope you had a chance to OutHorse
Your Email during your adventures in the Icelandverse!
In case you missed it -> CutHorseYourEmail.com e g

QO 766K 56K Comments 16K Shares









FUTURE VISION
for tourism

>

2030 Emphasis

4

FOUNDATIONS

LEADING IN SUSTAINABLE DEVELOPMENT

Profitable and competitive tourism industry in harmony with the country and its people

Tourism that enhances quality of life
and increases prosperity in Iceland

ECONOMY

PROFITABILITY

» Increased productivity, value

creation and competitiveness
around Iceland

Responsible tourism which
makes use of technology,
innovation and product
development

» Targeting of high value

tourism markets and
harmony between aviation
and tourism policies

"} CO-ORDINATION

Tourism that is known for sustainable
development, quality and a unique

visitor experience

COMMUNITY

BENEFIT
LOCALS

» Positive impact on local

communities and enhanced
quality of life

Emphasis on management
and development of
destinations

All regions should enjoy the
benefits of tourism, all year
round

o
22 CONNECTIVITY

UNIQUE EXPERIENCE
TOURISTS

» A visitor experience thatisin
line with or exceeds
expectations

Nature, culture and leisure
promoting a unique visitor
experience

Icelandic tourism is
characterised by
professionalism, quality and

safety

¥ quauTy

ENVIRONMENT

ENVIRONMENTAL
CONSERVATION

» Reduced carbon footprint

and pioneering role in energy
transition and use of eco-
friendly energy sources

Balance between the
utilisation and conservation
of nature taken into account
in infrastructure
development

Respect for tolerance limits
and active destination
management

KNOW-HOW




PROFITABILITY BENEFITS FOR

=] ABOVE TOURIST locALs INALL 3 Y
NUMBERS d REGIONS
LEADING IN
SUSTAINABLE

DEVELOPMENT,

vvs. UNIQUE BALANCE BETWEEN
{® EXPERIENCE, CONSERVATION O
QUALITY AND AND UTILISATION

PROFESSIONALISM

COMMUNITY - TOURISTS ENVIRONMENT



How many nights did you
stay in iceland?
1igm 3w

2.3 nights -:31.*.'
agogre I : >
eangn: I o'
g-12 nights 2%
13 Aights & meo 107%
Dol not stay

Number of nights spent per
type of accommodation®

Hoted or guesthouse

Apactment hotol

Hostol

Coltane or cabin

Ronlod privato.

Offcial campsa
Ofciad campste

Notan afool.
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Did you visit any of the following regions?

0

T 2

681%

How likely are respondents
to visit Iceland in the future

How many nights did you stay in one of these regions?

likelyner 12.1%
unbikely

ﬁ Very likely 44.8%
& Somewhat o
likely 32.2%
3.2 Neither
1.4‘

At what time of year is it likely
that you will revisit Iceland?”

@ 12.5% Spring
\Y/

. : ’
-O- 47 4% Summer
s ' ~

@ 15.2% Fall
% 24.8% Winter

Visit

Iceland

Which region(s) would you like to visit
on your next trip to Iceland?s

Y
=

24.8




Ensure sustainable grow At N IRy Y
in Icelandic tourism in al AN A
regions driven by quality B W R

and professionalism
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