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Promote Iceland is a public-private partnership 
established to lead the promotion and marketing of 
Iceland in foreign markets and stimulate economic 
growth through increased export. 

Visit Iceland is the official destination marketing office 
for Iceland and aims to attract travelers to Iceland. We 
work effectively on promoting and marketing to 
consumers in cooperation with the tourism industry 
under the umbrella brand of Inspired by Iceland. 









Government, City of Reykjavik, 

Icelandair, Promote Iceland

and 80 tourism companies



2010
Objectives

Objectives focused on 
using “people power“ to 

reverse the story being 
told in the media of 

Iceland as a “disaster 
area“ when only a small 
part of the country was 

being affected by the 
ongoing eruption. 

Business: 
Reverse the decline in tourism numbers

Attitude:
Tackle the rumors head-on and affect 
people’s perceptions

Behavioral:
Inspire people to tell positive stories about 
Iceland





2010

CRISIS 
MANAGEMENT

CAMPAIGN: 
Inspired by Iceland

2011-2012

INCREASE INTEREST IN 
ICELAND AS A 
DESTINATION

REDUCE SEASONALITY

CAMPAIGN: 
Iceland Invites

2013-2015

INCREASE INTEREST IN 
ICELAND AS A DESTINATION

REDUCE SEASONALITY

INCREASE COMMERCE 
FROM TOURISTS

DECREASE SEASONALITY IN 
EVERY REGION FOR 
ICELANDIC TOURISM

CAMPAIGNS: 
1) ICELAND BY ANOTHER 
NAME
2) ICELAND SECRETS 
3) ASK GUÐMUNDUR

2016- 2017

INCREASE INTEREST IN 
ICELAND AS A 
DESTINATION

REDUCE SEASONALITY

INCREASE COMMERCE 
FROM TOURISTS

DECREASE SEASONALITY 
IN EVERY REGION FOR 
ICELANDIC TOURISM

RESPONSIBLE TRAVEL 
BEHAVIOUR

MAINTAIN A POSITIVE 
VISITOR EXPERIENCE

MAINTAIN POSITIVE 
ATTITUDE TOWARDS 
TOURISM IN ICELAND

CAMPAIGNS: 
1) ICELAND ACADEMY
2) ICELAND PLEDGE
3) ICELAND A - Ö

2018 -

INCREASE INTEREST IN 
ICELAND AS A 
DESTINATION

REDUCE SEASONALITY

INCREASE COMMERCE 
FROM TOURISTS

DECREASE SEASONALITY 
IN EVERY REGION FOR 
ICELANDIC TOURISM

RESPONSIBLE TRAVEL 
BEHAVIOUR

MAINTAIN A POSITIVE 
VISITOR EXPERIENCE

MAINTAIN POSITIVE 
ATTITUDE TOWARDS 
TOURISM IN ICELAND

COOPERATION WITH ALL 
INDUSTRIES

CAMPAIGNS: 
1) ICELAND A – Ö
2) TEAM ICELAND
3) ICELAND A-Ö

FOCUS POINTS FOR INSPIRED BY ICELAND



STAKEHOLDERS 
& 

STORYTELLERS



INTEGRATED 
MARKETING 
APPROACH



WORKING WITH 
STAKEHOLDERS 
IN ICELAND 
TOURISM
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How to inspire visitors
to travel further?
- Ask Gudmundur



DECLINING GROWTH IN THE REGIONS

SOURCE: STATISTICS ICELAND

BEDNIGHT % GROWTH YOY IN THE REGIONS OF ICELAND (2012-2014)
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CAPITAL GROWTH ECLIPSING THE REGIONS

BEDNIGHT GROWTH % YOY COMPARISON IN THE REGIONS VS. CAPITAL AREA (2014)
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2015

THE HUMAN SEARCH ENGINE
When you want answers, you usually use a search engine. 

But why ask a computer when you can ask a human? 



MAIN GOALS: 1) AWARENESS 2) ENGAGEMENT 3) INSPIRE

ASK GUÐMUNDUR DIGITAL ECOSYSTEM

Use ‘hero’ videos on YouTube and 

Facebook to create awareness 

about the campaign and concept 

and fuel users to engage

Hero content aims to fuel users 

to ask Guðmundur questions 

and learn more about Iceland

Guðmundur gives meaningful 

and entertaining answers that 

inspires people to visit Iceland
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ASK GUÐMUNDUR: RESULTS (SCOPE)

446M IMPRESSIONS DELIVERED THROUGH OUTREACH

52M UNIQUE REACH DELIVERED

1.2B ISK VALUE CREATED THROUGH OUTREACH

679 ARTICLES GENERATED

7M TOTAL VIDEO VIEWS



98.4% positive sentiment

ASK GUDMUNDUR



Gudmundur drives 38.6% uplift in consideration
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Viewers
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UPLIFT IN CONSIDERATION % FOR VIEWERS COMPARED TO NON-VIEWERS

+ 38.6%

ASK GUDMUNDUR

SOURCE: GOOGLE BRAND LIFT SURVEY



ASK GUDMUNDUR

INCREASE OF 164% ON 
THE SEARCH TERM 

“ICELAND”
400% AVERAGE INCREASE IN FOCUS MARKETS ON 

BRAND, PRODUCT AND CREATIVE TERMS.**



ASK GUÐMUNDUR: ÁRANGUR (VIÐBRÖGÐ)

Google made 
a case study!
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+ 21% GREATER

THAN ESTIMATED 

BEDNIGHT % GROWTH YOY IN THE REGIONS (2012-2015) 
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ICELAND TOURISM 2015

2015: BEDNIGHT GROWTH DOUBLED IN THE REGIONS
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2014 Growth

2015 Growth

+ 408%+ 200% + 280%

HOTEL BEDNIGHT GROWTH % YOY COMPARISON IN THE REGIONS VS. CAPITAL AREA (2014-2015)

ICELAND TOURISM 2015

2015: ALL REGIONS TOURISM GROWTH INCREASED BY AT LEAST 200%. 





The growing need for responsible tourism



Online education tool aimed at ensuring a pleasant and meaningful experience for travelers, 

while raising awareness of safe and responsible travel practices. 

2016



2017



Today, all around Iceland 

and at the arrival hall at 

International airports



2017



A-Ö of Iceland, the Icelandic 

equivalent of an A-Z guide, 

which uses the 32 letters of 

the Icelandic alphabet, ending 

in ‘Ö’. The aim of the initiative 

is to harness the uniqueness 

of the Icelandic language to 

highlight the diversity and 

breadth of Iceland and to 

encourage visitors to go 

further and learn more.

The A to Ö of Iceland



2018
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73% INCREASE 

IN TRAVEL INTEREST
(2016 - WEEK 18-22 VS 23-27)

SOURCE: COMBINED NUMBER OF TRAVEL SEARCHES ON GOOGLE TO ICELAND FROM DENMARK, NORWAY, SWEDEN, FINLAND, UK, ITALY, NETHERLANDS,  FRANCE, GERMANY AND ITALY.

TRAVEL SEARCH = SEARCH FOR FLIGHTS, ACCOMMODATION, DESTINATION ACTIVITIES AND CAR RENTAL 

Iceland travel related searches on Google 



It is.

There’s support for Iceland all over.

Some say they’ll support Iceland because 

their own national team didn’t make it.

And some say they’ll support Iceland because 

they’re the underdog.

We can play into all those sentiments.

Is this even realistic?



TEAM ICELAND 
FAN CAMP



2018



Create engagement with 

an over-targeted audience
Our target group “The Fun-loving Globetrotter” is one of the most over-targeted 

audiences on the planet. They are constantly becoming more ad avoiding so 

creating a promotional message that sparks interest is getting harder each year.

THE CHALLENGE



Learnings



#1: The best lessons, aren’t lessons



#2: Be personal



#3: Be responsible and authentic



#4: Have a long-term focus



#5: Collaborate with stakeholders








