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Marketing and hospitality coordinator
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sit

Vi

SUSTAINABLE
DESTINATION

Photo: Vegard Stien



Visit Troms@-Region AS

« Established in 2009
« 20 employees (including 10 permanent)
« Approx. 200 member companies

« One of Norway’s largest destination
companies

« Operates the official Tourist Information
Centre for the Tromsg region

‘.’ SUSTAINABLE lil'f' ’
’\ DESTINATION S
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New core strategy for the company

: i Position
Destination management ustaﬁ]fﬁgegdgmes
Contribute to well-functioning destination management development

and related facilitation for quality deliveries and value
creation.

: Vision
Interaction An indispensable strategic tool for
Contribute to effective interaction between the local building good local communities
and regional stakeholders and external stakeholders
(if needed).

Expertise o Objective and mandate
Spread relevant marked insight and development Facilitate for a sustainable and competitive

expertise about the destination. destination

Hosting
Ensure good hosting of the visitors.

. Core strate
Profiling 2/

. . . ‘s Focus on management and quality, binding interaction and responsible
Profile the destination and ensure it’s and customer oriented marketing

visible in prioritised markets.

Sit
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Tromsg marked as a sustainable destination
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Culture, sports &

N as

. Nprthern Lights festiva l
» Midnight Sun Marathoril
et Tromsz Intern(aglonal Filix
2.+ Bukta— opeﬁfaﬁr’"”"’ff
’AI‘C'[IC Frontlers (2

ii:

. % Traditional monarchies
are o en mo’?est i

* Today, it is a challenge that many éf these '“s crash Wlth the hlgh
season. Profitable guests in the holiday and leisure market occupy a
big part of the hotel capacity, especially during the winter season.

Visit
susmaeie. VISt s cpf
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The start of today's travel adventure in Tromsg

BEAEDVD

Strategic work in combination with positive activities:

* In 2008, the documentary "Joanna Lumley in the land
of the northern lights" came out

 In parallel, Norwegian started a direct route between
Tromsg and London

« Hurtigruten had its venture "Hunting the light", which
Peﬁtlt with light in the dark and, of course, the northern
ights

» The providers in Tromsg created many good and high-
guality products

« Social media offered a proliferation of magical _
Northern Lights images - some unrealistically magical

« Cameras on mobile phones kept %etting better. People
could take their own Northern Lights photos

Yo //_/,',‘,,///ﬂ;(/ .;/z/// 2

MAIL ON SUNDA!
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How to make Tromsg a year-round
destination?

- LIE i EEgy e s
{a " _3 i1/ BB
= [ﬁ!fllm' ﬂﬁ_,g,ﬁ:‘;‘lp#ﬂ
J'Em!ﬂﬁim‘sﬁ

T

i L
e )5@'" (Zemviens

Photo: David Jenssen



Photo: Vegard Stien




Reasons to go!

» The light throughout the year!
* Northern lights / midnight sun
« Sunset seasons / autumn Ilghts / polar

* Urban Wilderness |
- Sami culture, traditions and history

» EXxperiences
"« Whale watching tours
« Cross-country skiing/ski touring/snow shoeing
* Snow mobiling
* Dog sledding -
« Hiking and biking
« Kayaking
 Local cuisine
» Sea, mountains and fjords
« Compact city — easy to get around

“+ Many international direct routes

Visit
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Hear the sound of the Arctic




Local culture and art
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The power of m
* Prioritizing

* Honest and responsible
 Facts and information

arketing
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SPRING&SUMMER AUTUMNE&WINTER

MAY TO AUGUST SEPTEMBER TO APRIL
Midnight sun: 20 May - 22 July Northern lights: 1 September - 15 April

- . e - g P a { :
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Excursions L 3ht hoe ng C It
rﬂ.‘ i eeeeee
City Cruise wildlif Restauran ts City Cruise Wildlif Whal R t
Sight g Sail Sightseeing Sail Saf:

ildlife ale estaurants
afari
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The difference between our
Summer and Winter visitors

« Winter
» Buys a lot of activities
« Dark, snowy and icy roads, and challenging weather

» Unavailable activities such as dog sledding, Sami
experiences, fjord trips, whale and northern lights
experiences give a stronger willingness to buy

« Often a "one-stop" in the destination (not travelling around in
the region)

e Summer
« Manages well on their own
» Can easily go hiking, sightseeing and camping by themself
 Bright outside the whole day and night

* Round trip: many drive themselves (tent, motorhome,
camper, caravan)

» Low willingness to buy experiences/activities
» Fewer available products to buy

“SUSTAINABLE Vl
DESTINATION




The importance of collaboration for future

SUCCESS

* Collaboration with:
- Local authorities and interest organisations

destlnatlons in the region, in Northern Norway and natlonally | i
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Direct international
flights

Air France — Paris

Austrian Air — Vienna

Edelweiss — Zrich

Eurowings — Dtisseldorf/ Hamburg / Berlin
Finnair — Helsinki

Lufthansa — Frankfurt / Munich

Norwegian — Las Palmas / London Gatwick
SAS — Copenhagen / Stockholm
Sunclass — Las Palmas

Transavia - Amsterdam

Wizzair — Gdansk / London Luton

szt Sromso!



Let’'s meet In the Arctic

« MICE — Troms@ as a congress city

 Arctic Meetings

« 6 of 10 Norwegians travelling to
Tromsg before the pandemic was

on work-related travels
* Most work-related travels happen RESEEE

during the shoulder seasons Spring SRSSERS
and Autumn N~
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Cruise — the importance for
year-round tourism

Contribution to the sustainable development of Tromsg
as a cruise destination:

* Destination management
* Infrastructure

* Cruise strategy

* Local value creation

Will make us a better cruise destination:
* Increased cooperation

Increased competence

Increased knowledge

Product development

Good experiences

7
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The cruise development in Tromsg

Vinter Sommer Hgst
(jan. aprll (mai- aug (sept.-des.) Totalt passaSJerer

2015
2016
2017
2018
2019
2020
2021
2022

6
12
11
19
12

42

81
87
102
81
6
4
99

3 111 639
4 71 102 500
4 103 125 500
6 119 142 347
19 119 145 000
0 18 12 370
21 25 12 000
41 182 200 000
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Transportation in the region
— The Arctic Route

« Connects Tromsg as a "hub" to
the rest of the region

* In addition, it crosses national
borders to Sweden and Finland

* Private actor who thinks about
sustainability and is an important
community builder

 The best routes!

 New summer routes from 2023
between Tromsg and Lofoten,
via Kvalgya, Senja and
Vesteralen.




BreerT ransport in the region and the coumntry
Financing of the destination company
- who pays for the common goods?

More unstable world g ava
| [ansport_electricity, interes
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Expectatlons this sun m
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T h a.n k yO U for your attention ©

Regine Igesund _ - Follow Visit Tromsg:
Marketing and hospitality coordinator

Visit Tromsg-Region AS 8 '
marked@visittromso.no B @wsﬂtromso

p g |
Contact person: -f Visit Tromsg

Rebecca Skoog - _
Head of Marketing in Visit Tromsg <

Visit Tromsg-Region AS :
rebecca@yvisittromso.no - ‘ ,
+47 99 29 9 00 27 .
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