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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.
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COME AND BE

INSPIREDEYICELAND

www.inspiredbyiceland.com

Government, City of Reykjavik,
lcelandair, Promote Iceland
and 80 tourism companies
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Business:
2010 Reverse the decline in tourism numbers
Objectives _
Attitude:
Objectives focused on

Tackle the rumors head-on and affect

using “people power“ to people’s perceptions

reverse the story being
told in the media of
Iceland as a “disaster ! .
area“ when only a small Behavmral'
part of the country was Inspire people to tell positive stories about
being affected by the lceland
ongoing eruption.







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 GUDMUNDUR

FOCUS POINTS FOR INSPIRED BY ICELAND

INSPIREDE'ICELAND
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2016- 2017

INCREASE INTEREST IN
ICELAND ASA
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) ICELANDA - 0

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 - 0
2) TEAM ICELAND
3) ICELAND A-0
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\CELANDERS

STAKEHOLDERS
& — Bl — -
STORYTELLERS = W e o
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INTEGRATED
INSPRED Y. MARKETING
W/ e APPROACH

TTows WEBSITES &sot\‘“‘



WORKING WITH
STAKEHOLDERS

IN ICELAND
TOURISM

Board
Meetings

Marketing

y Meetings
Division
& Team

WEEK MONTH

Regional Marketing

Offices
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Joint Strategy

Meetings
Information
Advisory Meetings
Boards in all Regions
3 MONTHS 6 MONTHS YEAR
Government
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How to inspire visitors
to travel further?
- Ask Gudmundur
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BEDNIGHT % GROWTH YOY IN THE REGIONS OF ICELAND (2012-2014) INSPIREDEYIC Fel-canDssTOFA

DECLINING GROWTH IN THE REGIONS
40% -
35% -
30% -
25% -
20% -
15% -
10% -

lg.egions

0% -

2012

SOURCE: STATISTICS ICELA




PROMOTE ICELAND

CAPITAL GROWTH ECLIPSING THE REGIONS

pA
15%
10%
5%
0%
-5%

-10%

-15%
South & Southwest West & Westfjords North East

SOURCE: STATISTICS ICELAND



Google

Iceland

Google Search I'm Feeling Lucky
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#ASKGUDMUNDUR

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? ; ; : = 7
#ASKGUDMUNDUR a #ASKGUDMUNDUR #ASKGUDMUNDUR #ASKGUDMUNDUR #ASKGUDMUNDUR #ASKGUDMUNDUR




SUPPORT:
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ASK GUDMUNDUR DIGITAL ECOSYSTEM

MAIN GOALS: 1) AWARENESS 2) ENGAGEMENT 3) INSPIRE
Use ‘hero’ videos on YouTube and Hero content aims to fuel users Gudmundur gives meaningful
Facebook to create awareness to ask Gudmundur questions and entertaining answers that
about the campaign and concept and learn more about Iceland inspires people to visit Iceland

and fuel users to engage

)
o o QUESTION mswen G

HERO VIDEO SUBMISSION SUBMISSION

You
PLATFORMS:

PR / OUTREACH I ---------------- S — ----------------- S
PAID A—

L0
--------------------------------------- gl |3 |3 |5
[IEEI ]

YouTube HUB

41
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446M MPRESSIONS DELIVERED THROUGH OUTREACH

—

52M UNIQUE REACH DELIVERED

679 ARTICLES GENERATED

1-2B ISK VALUE CREATED THROUGH OUTREACH

A U _a |

7 M TOTAL VIDEO VIEWS

| | PR | TR Li
T e :
| | = . NSPRED | :\ \ n& -A‘ \h‘ r—[
#ASKGUDMUNDUR - o | ge-AK | ( ~
s Pt ’ 4




PROMOTE ICELAND

98.4% positive sentiment

Promote Iceland
Gudmundur of the North

moteur de recherche humain

Icelandic Winter
AskGudmundur Hangout

s e . moteur de recherche .
Frangais invités a se connecter
g |I1$pll‘ed Island prasentiert ‘Guémundur

coonaic  WOrld’s firsthuman search oo Human Search Engine

Peri
nscope Icela nd East Hangouts Gudmundurs of Iceland

Reykjavik G u 6 m u n d u r Island prasentiert

upgrades the World

Reykjanes

Iceland launches Guédmundur Inspired|By lcotand Human Search Englne

world’s first human search engine

menschlichen Suchmaschine der Welt

Upgrade der ersten menschlichen Suchmaschine

AskGudmundur Northiceland



Gudmundur drives 38.6% uplift in consideration

UPLIFT IN CONSIDERATION % FOR VIEWERS COMPARED TO NON-VIEWERS

Non-Viewers

Viewers

0% 2% 4% 6% 8% 10% 12% 14% 16% 18% P

SOURCE: GOOGLE BRAND LIFT SURVEY



ASK GUDMUNDUR

INSPIRED&ICELAND

OOOOOOOOOOOOOO

INCREASE OF 164% ON
THE SEARCH TERM
“ICELAND”

400% AVERAGE INCREASE IN FOCUS MARKETS ON
BRAND, PRODUCT AND CREATIVE TERMS.**

Iceland

Google

Google Search

I'm Feeling Lucky

-(-



ASK GUDMUNDUR: ARANGUR (VIDBROGD)

Google made
a case study!

Google

NSPRED
ICELAND

About Inspired by Iceland
. ins dis

Results
+ 1.4 million paid
€ S millic

Case Study | Inspired by Iceland

Inspired by Iceland’s successful TrueView
campaign produces an increase of 164%
on the search term “Iceland” among

the video's viewers.




2015: BEDNIGHT GROWTH DOUBLED IN THE REGIONS

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

40%
35%
o 1 LT T T e
30% 1 N 000 T 30% ACTUAL
25%
\\ 2012
™~ + 21% GREATER
20% oo 2013
. THAN ESTIMATED
2014
‘s\\s m 2015
15%
AR I N e
5%
0%

2012 2013 2014 2015



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

45% HOTEL BEDNIGHT GROWTH % YOY COMPARISON IN THE REGIONS VS. CAPITAL AREA (2014-2015)

35%

1
1
1
1
1
1
1
1
1
1

25% i /
1 H !
I +200% / +280% +408% |
: i '

15% i 2014 Growth
1
i m 2015 Growth
i
1

5% i

i
1
|
1
1

-5% i
i
1
1
1

-15%

South & Southwest West & Westfjords North East
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ISLAND

INSPIREDZYICELAND

Online education tool aimed at ensuring a pleasant and meaningful experience for travelers,
while raising awareness of safe and responsible travel practices.



THE

ICELANDIC
PLEDGE

| PLEDGE TO BE A RESPONSIBLE TOURIST.

WHEN | EXPLORE NEW PLACES,
| WILL LEAVE THEM AS | FOUND THEM.

| WILL TAKE PHOTOS TO DIE FOR,
WITHOUT DYING FOR THEM.

| WILL FOLLOW THE ROAD INTO THE UNKNOWN,
BUT NEVER VENTURE OFF THE ROAD.

AND | WILL ONLY PARK WHERE | AM SUPPOSED TO.

WHEN | SLEEP OUT UNDER THE STARS,
I'LL STAY WITHIN A CAMPSITE.

AND WHEN NATURE CALLS,
| WON'T ANSWER THE CALL ON NATURE.

| WILL BE PREPARED FOR ALL WEATHERS,
ALL POSSIBILITIES AND ALL ADVENTURES.

TAKE THE PLEDGE AT
INSPIREDBYICELAND.COM

" INSPIREDEICELAND
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THE

ICELANDIC
PLEDGE

| PLEDGE TO BE A RESPONSIBLE TOURIST

WHEN | EXPLORE NEW PLACES,
| WILL LEAVE THEM AS | FOUNCHS

| WILL TAKE PHOTOS TG,
WITHOUT DYING FOR

| WILL FOLLOW THE ROAD INTC l
BUT NEVER VENTURE OF

Today, all around Iceland
and at the arrival hall at
International airports

D | WILL ONLY PARK WH ARG







The A to O of Iceland

A-O of Iceland, the Icelandic
equivalent of an A-Z guide,
which uses the 32 letters of
the Icelandic alphabet, ending
in ‘O’. 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.

WP WSPREDEICELAND

S5 sl y %5 THE .
20 .
( “ 7 REGIONS OF ICELAND

s

OF ICELAND

We're truly excited for you to learn the a-6 of all ” %
seven regions.
Lol N ‘o.

60 EXPLORE

TAKE THE COURSES

THE OF THE REGIONS

OF ICELAND




2018
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Iceland travel related searches on Google
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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
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Is this even realistic?

[-] -no-signal- 11 points 5 days ago
Shit, I'm English and i'm still supporting lceland.

It is.

[-] Irish_Collector 2197 points 1 month ago

There’s Support for Iceland all over. Summer 2018: Oh Boy I cant wait to cheer on my favorite team, US... uh... Netherl.... uh Iceland!!!

Some say they'll support Iceland because e Nice time to be an BEEEEE fan :D
their own national team didnt make it.

, I figure almost everyone is an Iceland fan at this point.
And some say they’ll support Iceland because ’ i i
they’re the underdog.

American here. Yes. And as a history teacher | would live to see Poland s=win in Russia. But seriously, go Iceland &=

We can play into all those sentiments.

Will be cheering for lceland now for fun.
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TEAM ICELAND e

A _‘1‘! You're now a part of
FA N CA M P GUNNARSDOTTIR uy #Teamlceland and have
your very own Icelandic
Your Icelandic name is: name plus a chance to win
a trip to Iceland to

M a rl’ a :eal:;:?te Iceland’s first
V 4 ]
Gunnarsdottir
We'll announce winners on
Facehook, so like our page
and keep an eye out!

maugm ﬁ w

” INSPIREDEICELAND THINGSTOD0  PLANYOURTRIP  ABOUTICELAND  WTEAMICELA

y

Join the team

BE A PART OF *
SOMETHING BIG

JOIN THE TEAM £

KATICASOOTTIR

86

e
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2018



THE CHALLENGE

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.

INSPIRED&'ICELAND
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Learnings
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#1: The best lessons, aren’t lessons
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#2: Be personal
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#3: Be responsible and authentic
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#4: Have a long-term focus
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#5: Collaborate with stakeholders
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JOURNEY TASTE LIVING
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