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INTRODUCTION

In 2019, a group of 25 tourism and food
professionals visited southern Iceland as
part of the Sense of Place Iceland's
Culinary Experience (SPICE) Learning
Journey

We visited several locations and
businesses in the region that focused on
tourism and/or food and this report is a
collaborative effort from the following
participants:

Jared Bowersz The National Trust for
Scotland

Cris Brown z Northumberland Tourism

Claire Donaldsonz3 AT O AT A6 O
College(SRUCQC)

Stuart Fraserz The Oak Treelnn

Deborah Mackerz East Cambusmoon
Holiday Cottages

Sandra Reidz Fare ConsultingLimited
Sara Robertsory ScotBeerTours
Angie Taitz A Tait Tourism Consultancy




BACKGROUNB TOPIC

> Qur group was given the below brieto

address in our report:

Experience is the buzz word in tourism and

hospitality 1 visitors increasingly expect them and
destinations and businesses seek to offer them. Some
are getting it right while others are merely paying

lip service. So what makes an experience memorable
or meaningful when sight -viewing is no longer
enough of a draw?

> In our report, we have explored the
definition of site-doing and examined
what is meant by having
meaningful/memorable experiences.
We have then compared this with the
various experiences we had in Iceland
as well as other professionaadnd
DAOOI T Al AgPAOEAT AAO xAd OA
field. Lastly, we conducted a short
survey with everyone on the project
and analysed thesefindings.




WHAT ISSITEDOING?

Subjective to each individualtourist

Actively participating, not spectating

Degree of emotionalengagement

Educational benefits B
Active or passiveactivities | WANT 7O SEE
Memorable experience
Cultural connection
Engagement withlocals

MacLellan & Smith (1998)Tourism in Scotland state:

A key feature must be that the tourist is a

participant as opposed to being a spectator. The
activity must be the MAIN purpose of the holiday and
a significant motivator in the decision-making process.



WHY IS SITEDOING POPULAR
IMPORTANT?

° Tourists are craving anauthentic
experience

> Mass tourism no longer enough for
many people

> Seeking provenance and tdrust
the source

> Lifestyle z mental health e.g.
prescribing walking instead of
drugs

> Peopleareconcernedaboutwider
ISsuesz environment, animal
welfare

> Seeking sense of worthbeyond
physical goods and services




WHAT IS A MEANINGFUL EXPERIENCA
MEMORABLE EXPERIENCE

What is memorable? 7 the takeaway, the thing we remember
Basedon personal feelingsthat are influenced by activities

Experiences are very personal; the consumer is engaged with an event on an
emotional, physical,mentaland/or intellectual levelz anorganolepticapproach

Authentic experiences have become mainstream in tourism and according to
Cornelisse(2010), authenticity is not a physical object, it is an activity related
phenomenon

What is meaningful? 1 in the now, feeling experienced at the time

Yeomanet al 2005 associatethe following with meaningful experiences:
Ethical z principles of community, sustainability and ethicalconsumption
Natural Z not tainted or manufactured; associatedwith destination and
region
Honestz A T Tpfofise what you A A Tdélier
Simple - contrary to a world full of complications
Beautiful z magnificent view etc.

Rootedz sense of thepast
Humanz living and people-focused



10 TRENDS THAT ARE SHAPING SITE

DOIN G(YEOI\/IAN BRASSMCMAHONBEATTIE2007)

Global networkz revolutionising social
boundaries via digital/social media but
drives desire for genuine humanrcontact

Ethical consumption andvolunteering
e.g. rebuilding stone dykeqdNTS)

Affluent consumer
Educatedconsumer
Trust in the past
Individualism

Multi -culturalism
Resistance tomarketing
Time pressures
Increasedcompetition




| CELAND OVERVIEW

Sizez 103,000 km?

Populationz 350,000

Capital Cityz Reykjavik

Governmentz parliamentary constitutional
republic

Natural resourcesz fish, hydropower, geothermal
energy

Approximately 2.3 million visitors to Icelandin
2018, a significant increase over the past 10
years




LOCALEXPERIENCIREVIEW

> Visited several locations and these N
are structured/reviewed below
within two main categories

Geothermalspas
Farm to table initiatives

> Review Includes an overview about
the business/location,
conversations with local
people/guides/business
owners/employees and then an
analysis of our experience which
will be showcased throughphotos




GEOTHERMAL SPAS

> Blue Lagoon
> Laugarvatn Fontana
o SecretLagoon




BLUELAGOON OVERVIEW

> Geothermal hot springs/ spa with
high silica content that helps turn
the water blue

° Mostfrequentedtourist attraction
in Iceland

> Average of 3,000 visitors perday

> Accidentallycreatedfrom discharge
from geothermal power plant,
health benefits then discovered for
thosesuffering with skin conditions

° In 1999, facilities for visitors
opened

@n otherworldly wonder in the heart
of a volcanic landscape8 0

Geothermal spa within the volcanic
eartho
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BLUELAGOON SITE DOING




