ISLAND

Iceland

Hot destination

in Northern Atlantic

Meeting and incentive organizers looking for something new and out of the ordinary sooner or later

might want to take a close look at Iceland. And that’s not only because of the breathtaking landscapes,
Icelanders also emphasize another significant asset: they’re small enough to plan events without any
major hassle, but cosmopolitan enough to warrant for the experience needed to successfully stage events.

Iceland has much more assets than its spectacular landscape.

celand is Europe’s second-

largestisland state, and the
world’s largest volcanic is-
land as well, and it is most
notable for its spectacular
landscape, charming inhabit-
ants, and unique cultural
wealth. And even though the
island is only three-and-a-half
flight hours away from Eu-
rope and five flight hours
from Northern America, it still
is somewhat of an exotic
place to travel. This past year,
the Island of Fire and Ice wel-
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comed 485,657 visitors,
which adds up to a plus of
8.5% as compared with the
preceding year. Approxi-
mately 10% of these, 43,942
to be exact, traveled here
from Germany. "We're de-
lighted about being able to
maintain the aspired upward
trend, and we hope it will per-
sist", said David Johannsson,
director of the Iceland tou-
rism bureau in Germany with
office in Neu-lsenburg near
Frankfurt. He is confident
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that an array of marketing ac-
tivities and additional flight
connections in summer (Co-
logne/Germanwings and
Hamburg/Lufthansa) will
support efforts to establish
Iceland as trendy destination.
And Iceland has gota number
of impressive assets. A rank-
ing by the World Economic
Forum this past year put the
island at fourth place of alto-
gether 124 surveyed tourism
destinations. Some decisive
arguments for this excellent

result are Iceland’s good se-
curity and health system,
state-of-the-art communica-
tion technologies and the
high hygiene standards. A to-
tal of 13 criteria considered
significant for any destina-
tion's tourism development
were examined in the ranking
survey's candidate countries;
these criteria include infras-
tructure and hotel capacities
as well as political stability,
natural and cultural resources
as well as security concerns
in the particular destination
areas.

And then there is another as-
pect consistently gaining in
significance: Iceland is ex-
ploiting the considerable
amount of energy produced
by its volcanic activity. In
combination with the enor-
mous hydroenergy generat-
ed by glacier meltwater, the
island has at its disposal
sheer unlimited quantities of
renewable energy. Currently,
72 percent of the energy con-
sumed on Iceland is renew-
able, clean, and economically
priced. This is in fact the
world’s highest share in con-
sumption of sustainable en-
ergy. In the EU, that share is
at 7%; the global share of re-
newable energy is 13 per-
cent.
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Blue Lagoon

An energizing meeting place

The Blue Lagoon, one of Iceland’s most popular attractions, offers a variety of services
ranging from a unique spa experience to exclusively designed meeting and conference
rooms. The dynamic natural surroundings are conveyed into the interior facilities, providing
guests with the inspiration and energy needed for a successful meeting.

After a day of meetings or conferences, a dip in the Blue Lagoon is ideal. Guests can take
advantage of a spa sauna, steam baths and energizing in-water spa treatments and massages.

The Blue Lagoon cockiail served in the lagoon is a perfect freat for conference guests while
taking the waters.

BLUE LAGOON

i. ilffﬂrhd www.bluelagoon.com
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This fact should also be a sig-
nificant marketing asset for
Iceland in  promoting its
meeting and incentive poten-
tial, because tour operators
and organizers are increas-
ingly also taking ecological
and environmental issues in-
to account for deciding for or
against a destination. Apart
from that, the Iceland Con-
vention&Incentive  Bureau
points out: "With 300,000 in-
habitants, we're  small
enough to conveniently and
efficiently plan events, but
cosmopolitan enough to war-
rant for the experience need-
ed to successfully stage all
kinds of meetings or events."
And that comes to visitor
eyes just by taking a walk
through Iceland’s capital city
of Reykjavik with its lively res-
taurant, nightlife and shop-
ping scene. The 200,000 in-
habitants of Reykjavik are
known for their innovative
style. A stroll down the main
shipping streets Laugavegur
und Skolavorsdustigur  will
suffice to demonstrate that
impressively; they're lined
with numerous art and hand-
icraft galleries, music and
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book shops, and fashion bou-
tigues with mainstream ap-
parel or offbeat avant-garde
Icelandic fashion designs.
And those seeking to recover
from sight-seeking tours or
shopping sprees will find a
large selection of downtown
cafés and restaurants. Ice-
land’s chefs-de-cuisine have
won a large number of inter-
national culinary awards in
the past years, and that will
tell above all in chic restau-
rants in Reykjavik. Fresh fish,
seafood and lamb dishes are
standard fare in many restau-
rants, but those with a crav-
ing for Indian, Japanese or
French cuisine will also find

what they're looking for. And
Reykjavik is also notable for
its exciting nightlife. Night
owls may choose from cozy
bars, trendy cocktail bars and
nightclubs or also live con-
certs.

Lively cultural
scene in Reykjavik

After long and strenuous
days and nights, the best way
to refuel energy is in one of
the no less than 16 geother-
mal pools in the Greater
Reykjavik region. In view of
this range of spa facilities, the
Iceland metropolis might ac-

Whale watching is just one of many incentive possibilities.

Traditional Icelandic housing.

tually advertise itself as
health resort.

Of course there is also a very
lively cultural scene. Reykja-
vik most probably has more
museums, art galleries and
cultural events than many
other cities of comparable
size. In addition to Iceland'’s
symphonic orchestra, opera,
theater and dance troupes all
performing on a regular basis
there are numerous art and
culture festivals scheduled
throughout the entire year.
These events, such as the art
festival in Reykjavik, the Cul-
ture Night, the Winter Light
Festival or the lIceland Air-
waves Festival, represent
Icelandic and international
talents and of course also
provide an outstanding set-
ting for incentives or pre and
post convention programs.
And talking about culture:
there's a new major project
which should further intensi-
fy art lovers’ and meeting or-
ganizers' focus on Reykjavik
from December 2009. That's
the latest the Icelandic Na-
tional Concert&Confe-
rence Centre is scheduled
to open its doors in what was
formerly Reykjavik's old port.
The new center’s exterior ar-
chitecture is designed to be
reminiscent of basalt forma-
tions typical for Iceland, but
the extensive use of steel
and glass is designated to
give the complex a transpar-
ent and light ambiance. Re-
nowned designer Olafur
Eliasson created the glass fa-
cade. Structured into numer-
ous and partially colored
glass elements, the facade
will produce kaleidoscopic ef-
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Island ist der perfekte Ort fiir Incentivereisen, mit zahlreichen Moglichkeiten fiir spannende
Outdoor-Aktivitaten: Hochlandexpeditionen mit Supertruck, Snowscootertouren, Eisklettern,
Bergsteigen, Walbeobachtungen, Golfspielen, Angeln, Hochseeangeln, Reiten oder einfach nur
Entspannung in einem dampfenden Geothermalpool. Ausserdem bietet Ihnen Island modernste
Konferenzeinrichtungen, zuvorkommendsten Service in entspannter Atmosphére an.

Setzen Sie doch einfach ein Abenteuer in Island als ndchsten Punkt auf lhre
Tagesordnung - wir von ICELANDAIR sorgen dafiir, dass es wahr wird!

Weitere Informationen erhalten Sie bei ICELANDAIR Tel.: 069-29 99 78

ICELANDAIR

WWW.ICELANDAIR.DE
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Te atrium at the Grand Hotel Reykjavik with its stained glass windows.

fects in reflection of sunlight
throughout the entire year.
The new complex itself will
consist of three adjacent sec-
tions: the concert hall with
1,800 seats, the rehearsal hall
seating 450 persons, and a
purpose-built conference hall
with 750 seats, which may
also be subdivided into two
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separate smaller units. In de-
signing the center, architects
took great care to assure that
it may be used both for single
large-sized events as well as
also for smaller functions run-
ning parallel without interfer-
ing with each other. The
range of facilities is rounded
out by yet another multifunc-

tional conference room for
126 persons, 19 smaller
meeting rooms as well as no
less than five foyers sized
from 400 to almost 1500
sgms, which may also be
used for banquets or exhibi-
tions.

This Icelandic National Con-
cert&Conference Centre is

L

One of the 14 conference rooms
at the Grand Hotel Reykjavik.

part of an impressive urban
development project for the
old port area. The project
among other things encom-
passes a World Trade Center,
a new pier for cruise vessels
and a b-star hotel with ap-
proximately 400 rooms. The
latter will be directly linked to
the new Concert&Confe-
rence Centre, which will en-
able concert visitors and con-
ference participants to get to
their event dry-shod even in
foul weather. Negotiations
with an international hotel
chain on conclusion of a man-
agement agreement are just
short of being concluded;
sources have it that it might
be a hotel operator affiliated
to the Starwood group. A pe-
destrian walkway will directly
link the new city district to
downtown Reykjavik.

Irrespective of the new hotel
scheduled to go into oper-
ation in spring 2010, the city
already now has an impres-
sive array of meeting and in-
centive hotels available. Cer-
tainly one of the flagships is
the Grand Hotel Reykja-
vik, which since the opening
of its new hotel tower has
added 205 new rooms to its
prior inventory of 108 and
which now with 313 rooms is
the hitherto largest hotel in
Iceland. Meeting facilities en-
compass 14 conference
rooms for between 12 and
450 persons with an overall
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area of 1,500 sgms. Manage-
ment is currently considering
options for expanding the
450-person Gullteigur con-
ference room in the old hotel
wing to a capacity of 700 per-
sons in the scope of modern-
ization work. The bar in the
Midgardur-Atrium  with its
stained-glass windows de-
signed by Leifur Breidfjord is
the perfect place for enjoying
a pre or post meeting drink;
the windows are the largest
of their kind in Iceland.

Only a few walking minutes
away, the Hilton Reykjavik
Nordica holds altogether
252  contemporarily  fur-
nished rooms as well as elev-
enmeeting and multifunction
rooms available, among
these a bi-partitionable con-
ference hall with a size of 530

sgms, which may be expand-
ed by another 440 sgms into
the adjacent foyer, thereby
considerably increasing oper-
ational flexibility. And the Hil-
ton’s VOX Restaurant with its
spectacular lunch buffet is a
genuine insider’s tip, not only
for  confer-
ence guests.
Located only
a few walk-
ing minutes
away from downtown Reyk-
javik, the Radisson SAS Sa-
ga Hotel just recently cele-
brated its 4bth birthday,
which demonstrates impres-
sively that it has been well-
established on the local mar-
ket for a considerable period
of time. Its specifics: 209
rooms in the 4-star category
as well as nine meeting

Impressive array of
meeting hotels

rooms, the largest of which
can accommodate up to 400
delegates. The gourmet-res-
taurant The Grill on the top
floor with an outstanding
view on Reykjavik is certainly
one of this hotel's highlights.
The expanding CenterHo-
tels company
currently op-
erates five ho-
tels and alto-
gether 339
rooms in downtown Reykja-
vik; the hotels differ signif-
icantly from each other. The
CenterHotel Klopp for in-
stance is a 3-star hotel with
46 renovated rooms; the Pla-
za has 104 rooms in various
categories held in a more
classical style, which also
characterizes the Skjadbreid
with its 33 rooms. The Cen-
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terHotelThingholt (52 rooms)
planned by Icelandic archi-
tect Gulla Jonsdottir and the
Hotel Arnarhvoll opened in
August 2007 with altogether
104 rooms are genuine de-
signer hotels. Above all the
latter two hotels should be
popularamong smallerincen-
tive groups.

But not to forget: meetings
may also be effortlessly orga-
nized outside Reykjavik, and
that occasionally at most
unique locations. There is, for
example, the almost legend-
ary Blue Lagoon, Iceland’s
probably best-known geoth-
ermal bath. The conference
room installed here with a
perfect view on the lagoon
can accommodate up to 90
persons; another smaller
boardroom for up to 12 per-

Einmalig. Immer.
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sons is also available. After
meetings are over, a bath in
the Blue lagoon including
massage and beauty treat-
ment is practically a must-do.
In view of Iceland’s impres-
sive nature, extracurricular
outdoor activities are some-
thing all organizers of con-
gresses, conferences, andin-
centives will have to include
in their plans. And options are
almost unlimited: be it snow-
mobiles tours, taking a ride
on one of the typical Icelandic

ries, they can arrange cus-
tomized programs for groups
of all sizes and
There is for instance the clas-
sical Iceland round-trip on the
belt highway or theme tours
such as geological excur-
sions, highland Safari tours or
various hiking trips. Those in-
terested might want to con-
centrate their program on
one of the island's specific re-
gions, for example Myvatn in
the north, the Vatnajokull gla-
cier in the southeast, horse-

horses, whale back  excur-
watching Outdoor sions near
cruises, excur- o ere Reykjavik  or
sions to gla- activities a whale watch-
ciers in super- must-do ing near Husa-

jeeps, wild wa-

ter canoeing or golf under the
midnight sun: there are a
number of professional and
experienced DMCs and
PCOs offering these and oth-
er similar services.

One of the oldest and most
experienced operators in the
industry is Snaeland
Grimsson, a family-run com-
pany active in bus charterand
group business for more than
50 vyears. Based on their
many years of experience
andtheirimpressive bus fleet
with vehicles of all catego-

vik. Snaeland
Grimsson have set up their
own incentive and events de-
partment capable of satisfy-
ing MICE clients’ wishes.
The firstinstitution to contact
in any case is the Iceland
Convention&Incentive
Bureau. It provides unbiased
and free advice, is specialized
onarranging meetings andin-
centives, and will provide all
information on tour oper-
ators, hotels, unique loca-
tions or traveling.
www.icelandconvention-
.com

Snowmobile tour organized by tour operator Snaeland Grimsson.
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Icelandair

Modern cabins and
more flights

celand’s carrier Icelandair
I plans to have modernized
the entire cabin equipment of
its Boeing 757 fleet by sum-
mer of this year. The mea-
sures costing a total of
around 20 million euros will
include installation of new
modern seats and an Inflight
Entertainment System with
personal screen for each pas-
senger. This system will al-
low customers to make their
own specific choice from an

Berlin). In early and late sea-
son periods (May; Septem-
ber-October), the airline will
operate up to four flights per
week from/to Frankfurt and
one per week from/to Berlin.
Flights to Halifax are again al-
so on this year's flight pro-
gram. Owing to the signifi-
cant demand for this service
in the past year, the season
for offering these flights will
be extended. From late April
through the end of October,

extensive se- [celandair will
lection of the Higher degree of operate be-
latest motion tween three
pictures, TV comfort and five flights
programs, mu- per week
sic, interactive games, e- | from Frankfurt and Berlin to

books, flight updates as well
as information about their
destination. Further sophisti-
cation of this system to in-
clude interfaces for online-
purchasing and music down-
loadsisinthe planning phase.
The new seats are designed
in compliance with current
ergonomic standards and of-
fer passengers a high degree
of comfort, convenience, and
legroom.

Other new features available
to Icelandair customers in
Germany in the 2008 sum-
mer season: from May of this

| year, the airline will offer an
| entirely new direct service to
4 Toronto.

Passengers may
choose from between a max-
imum of seven Icelandair
flights per week between
Germany and Toronto (5x
from/to Frankfurt, 2x from/to

Halifax and will also maintain
the flight connections in win-
ter 2008/20089.

Similar to flight-schedule
gearing for Icelandair destina-
tions in the US (New York,
Boston, Orlando, Minneapo-
lis), onward flight connec-
tions in Iceland between Ger-
many and Canada are per-
fectly attuned to each other
and allow passengers to fly
onward to their destinations
in between one and one-and-
a-half .

The new connection sched-
ule expands the range of
available flights in summer to
no less than 15 direct flights
per week between Germany
and Iceland in June, July and
August: from/to Frankfurt (10
flights per week), Berlin (3
flights per week) and Munich
(2 flights per week).
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