




ICELAND 
It’s not for everyone. 

It’s not for those who go where everyone else goes. 

It’s not for the conservative and expected traveler. 

It’s for those who travel the world to experience 
something different, to come back with stories to tell  
and secrets to share.

The stories of Iceland don’t stop as winter comes. 

Every season, and in every region, Iceland offers secrets  
to the adventurous and enlightened traveler. 

So welcome! To all those who travel with the spirit of 
adventure, exploring and creativity. 

It may not be the first place you think of travelling  
to this season, but it’ll be the first place you tell your 
friends about. 

Come and be inspired by Iceland

GUIDING LIGHT IN MARKETING





OBJECTIVES FOR  
ICELANDIC TOURISM

 * The objectives are subject to change.

• Increase awareness of Iceland as a year-round 

destination

• Increase commerce from tourists

• Inspire responsible travel behavior and maintain 

positive visitor experience

• Maintain positive attitude towards tourism  

in Iceland
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TONE OF VOICE

We are authentic

We are welcomingWe are energizing

We are surprising We are responsible

We are joyful



Cultural

Creative

Adventurous

Sustainable

PureMysterious

MESSAGES AND STORIES



TARGET GROUPS
All of the target groups have something in common:

They are active travelers who travel all year round, seek out new 

and exciting destination, want to connect to the local culture and 

are respectful of nature and the environment.

THE CULTURAL COMFORT SEEKER
Careful adventure seekers that have 
high interest in culture and seek 
comfort rather than challenge when 
it comes to the outdoors and travel.

THE INDEPENDENT EXPLORER
They are steadfast, responsible, 
seek authentic experiences and 
want to travel off the beaten track  
in smaller groups.

THE FUN-LOVING GLOBETROTTER
Highly social and open-minded 
people that seek new challenges, 
but need guidance in situations 
that are unfamiliar.



People between 20 – 50 years old, have a urban profile and above 

average income and education.

They are highly social and open-minded people that don’t want to 

follow the heard. They have interest in culture, ideas and lifestyle  

of other people and want to travel to new and exciting destinations.

They seek new challenges, but need guidance in situations that are 

unfamiliar.

They use internet, mobile and media above average and love to 

share their stories on social media.

THE FUN-LOVING GLOBETROTTER



People between 35 – 65 years old, have rural profile and 

average income and education

They are steadfast, responsible and rational. They seek 

authentic experiences and want to travel off the beaten track. 

They love the outdoors and learning about the local culture. 

They are more introverted and don’t have a special need to 

engage with people on social media.

They prefer to travel in smaller groups and want to go on 

vacation during winter time.

THE INDEPENDENT EXPLORER



THE CULTURAL COMFORT SEEKER
Majority of the target group are women, 45 years and older.  

They have both urban and rural profile, average education  

and above average income.

They are careful adventure seekers that like to live in the now. 

They have high interest in culture, ideas and lifestyle of other 

people and seek comfort rather than challenge when it comes 

to the outdoors and travel.

They are active on the conventional social media platforms  

and are most interested in lifestyle media.




