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GOALS AND PROCEDURE

This survey was conducted by Maskina for the Icelandic Tourist Board. The respondents are foreign tourists in
Iceland in the months of September 2015 through May 2016 and the survey is about their experience in Iceland

during the winter months.
Thesurvey started October 22 and ended July 4.

Interviewers from Maskina collected e-mail addresses from tourists at the International airport in. They collected
around 500 e-mail addresses per month. Following that an internet survey was sent to them via e-mail. Reminder

was sent three times to those who did not respond.

Total of 5.101 e-mail addresses were collected, of them1.940 people finished the survey - see in detail below.

Sample andresponses

Original sample: 5101 FE RDA
Invalid e-mails: 300 MALA
Final sample: 4801 STO FA

Did notrespond: 2861 ICELANDIC

Number of respondents: 1940 TOURIST

Responserate: 40,4% BOARD =
o

Please contact the Icelandic tourist board before public reporting.

Reykjavik, September 13, 2016.

With best regards and our appreciation for this collaboration
béra Asgeirsdéttir

borldkur Karlsson

Asmundur Palsson

SHORT DEFINITIONS OF STATISTICAL CONCEPTS IN THE REPORT

Mean is a measure of the central tendency of responses. A mean is calculated by adding the values of all responses and dividing by the
number of answers.

Standard deviation is the distribution of answers around the mean for a variable that is measured on a continuous scale. A low standard
deviation implies that the mean is a good measure of the center of the distribution as answers are closely distibuted. A higher standard
deviation describes a distribution where there is a larger difference between answers.

Chi-square test is a significance test used to infer about the difference between means of variables that do not have a continuous scale.
ANOVA is short for Analysis of Variance, a test of significance between the means of variables on a continuous scale.
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349% 16,9% 10,3% 4,0% 2,9%

oC

Average age: 37 years

Q.1. Nationality

2,5%

2,1%

1,8%

1,6%

1,4% 1,3% 12% 0,9% 0,4% 17,9%

North America

Britain

Q.3. Market area

19,6%

46,2%

Central/Southern Europe 17,8%
Scandinavia
Asia
Other
0 50
Q.7. Level of total household income compared
L 43% 13% 3%
to general populationin country
0% 100%
H High  ®Highaverage Average Low average Low
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Q.90. Regions in Iceland visited by tourists
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Q.34. Accommodation during stay in Iceland
Hotels/guesthouses 76.9%

Privately-owned apartment or house
Hostels/lodges in wilderness
Friends/relatives

Summer cottages/quest residence
Farmholiday accommodation
Camping/caravansites

Other types of accommodation

22,2%

11,4%

0%

100%




MAIN CONCLUSIONS

] Questions on ascale of 0-10 B Winter 2015/2016
B Summer 2014

H Winter 2013/2014

Q.76. Variety of nature-based activities gl,glss
Q.77. Overallquality of nature-based activities 897
Q.110.General conditions of tourist sites 85@%0
Q.45. Overallquality of accommodation 874
Q.75. Services in nature-based activities %%)22
Q.83. Overall quality of health-related activities 8.70
Q.43. Accommodation service %2’568
Q.81. Servicesinhealth-related activities sngsifs
Q.80.0verall quality of culturallybased activities 854
Q.44. Accommodation facilities , 3,2347
Q.78. Servicesin culturally based activities 982'46
Q.82. Variety of health-related activities 8/ &8;6
Q.46.Servicesattherestaurants 8,88%':5
Q.106. Accessibility (paths, viewpoints and the like) %%2
0.109. Conduct of guests 8:,:%9‘21
Q.48. Quality of food inrestaurants Bae
Q.105. Tourist information and signposts 8&?%&
Q.49.0verall quality of restaurants 840
Q.89.Road system 857
0.108.Security factors (warning signs, hazard zones, definitions etc.) 1,12:76
Q.88. Restareas/viewpoints 8%2315
Q.79. Variety of cultural activities 8.3
Q.86.Signposts (road names, road numbers) 8,%'%2
.85. Road conditions 1?
Q.87. Signposts (service signs, warning signs) 8,1109

Q.107. Sanitary facilities
Q.111. Number of guests ontourist sites

Q.47. Variety of restaurants
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W Winter 2015/2016
B Summer 2014
m Winter 2013/2014

. Questions on ascale of 1-5

4,61
4,61
4,59

4,50

Q.133.0nthewhole, did your recent trip meet your expectations to
a greater or a lesser extent?

Q.131. How likely or unlikely are you tovisit Iceland in the future?

How would you rate the environmental practices of:

4,22
4,06

Q.128. Publicinfrastructure: energy utilization

Q.129. Publicinfrastructure: overallenvironmentalmanagement
Q.124. Activitiesand attractions

Q.126. Publicinfrastructure: management of trash/garbage
Q.123.Commercialaccommodation providers

Q.127. Publicinfrastructure:toilets

Q.125. Transportation

Did you find the number of visitors too many or too few, in:

W Too few Acceptable Too many

0.103. [safjoraur
Q.104.Seydisfjorour
Q.101.Landmannalaugar

Q.102. Husafell

Q.96. Akureyri
Q.98.Snafellsnes National Park
Q.99. Dettifoss

Q.97. Skaftafell

0.100.Myvatn

Q.91.Reykjavik

Q.94.pbingvellir National Park
Q.95. Jokulsarlén (Glacier Lagoon)
Q.92. Gulifoss

Q.93. Geysir

0% 100%
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Q.23. Total length of stay in Iceland

1-2 nights ~‘- 6.3%
3-4 nights __ 35,8%
5-7nights || G -
8-11 nights - 151%

12-14 nights I 30%

More than15nights [ 34% Mean: 7 nights

0% 100%

Total length of stay (nights) in various parts of Iceland*

Q.28.The North

Q.25. Reykjavik

Q.27. The West

Q.31.Reykjanes - peninsula

Q.26. The South

Q.29.The East

Q.30. Surrounding municipalities of Reykjavik

Q.32. The Westfjords

Q.33.The Interior

0 5
*Only those who stayed overnightinthese parts of Iceland.



MAIN CONCLUSIONS

]
Number of times in the following paid activities*
Q.70.Golf 5,50
Q.53. Guided sight-seeing tour 1,80
Q.67.River rafting/kayaking tour 171
Q.52. Museum 1,70
Q.68.Hunting/fishing 167
Q.51. Geothermal swimming pool 1,63
Q.62. Festival, local event 1,52
Q.73. Sightseeing flight/scenic flight 1,50
Q.57. Exhibition/art gallery 1,49
Q.59. Guided hiking/mountain trip 1,39
Q.55. Bathingin a nature bath 136
Q.60. Horseriding 1,30
Q.64. Another cultural event 1,27
Q.56. Spa/wellness (center) 1,24
Q.63. Another adventure-related activity 1,23
Q.66. Cycling tour 1,20
Q.69. Northern lights tour 119
Q.58. Boat trip (other than whale watching) 117
Q.71.Skiing/snowboarding 113
Q.61.Glacier/snowmobile trip 1,07
Q.54. Wale watching 1,07
Q.65. Caving tour 1,04
Q.74. Guided city tour/hop on-off bus 1,00
Q.72. Snorkeling 1,00
0 : : : s ; :

*0Only those who took partin any of these activites.



MAIN CONCLUSIONS

What were the three most memorable experiencesof your visit to Iceland?
I

28,0% B Winter'15/16

Northern Lights/Aurora Borealis 24,4% B Summer 14
16.1%

B Winter13/14

B Winter11/12
24,1%

27,4% B Summer 11

Nature/Landscape 27,4%
27,7%
31,0%
15,3%
Blue Lagoon 36,1%
35.2%

19,6%

17,4%
16,5%
16,4%

171%
135%

People/Hospitality

12,7%
7.8%
71%

7.7%
9,6%

Waterfalls

12,3%
14,1%
136%
13,2%
12,6%

Reykjavik

11,7%

12.5%

A%
19,6%

Food/Restaurants

9,8%

11,7%
) %
GoldenCircle 141%

0% 100%




100%

0%

Q.1. Nationality.

Count %
] American 677 349 24.9%
 eritish 327 169 16.9%
J] cnadian 199 103 10.3%
I German 77 4,0 4,0%
J chinese 56 2.9 2%
B French 48 25 25%
I Spanish 41 2,1 21%
J penisn 35 18 L8%
B swedish 32 16 16%
I Swiss 28 14 1,4%
Norwegian 25 13 1,3%
I Dutch 23 12 1,2%
J itatian 17 0.9 0.9%
IAustrian 8 0.4 0,4%
J other 347 179 17.9%
Number of responses 1940 100,0 ol% 10;)%
Number of respondents 1940 100,0
Did notanswer 0 0,0
Total 1940 100,0 Darkest bar: winter '15-16
Summer 14
Winter 13-14
Winter 11-12
Faintest bar: Summer 11
L
SR s . BMR
R \cr‘; o*’g \‘\:F’ﬁ i\c’oQ LSoeL 08 X $ o
mm <+ < N < Al 5L NN < T L Mmoo Ad {
, ol B - B e o Bl oawm
American British Canadian German Chinese French Spanish Swedish Dutch Other




Q.1. Nationality.

Number of
answers American British Canadian German Chinese French Spanish Other
Count % % % % % % % %

Total 1940 34,9 16,9 10,3 4,0 29 2,5 21 26,5
Gender*
Male 666 30,2 191 8,7 3.3 3.2 3,8 2,7 29,1
Female 1271 37,5 15,6 11,1 4,3 2.8 1.8 1.8 25,2
Age*
24 yearsand younger 337 26,1 12,2 8,3 4,5 8.3 2,7 3,3 34,7
25-34 years 690 35,2 12,9 8.4 3.6 3.2 3.0 2.8 30.9
35-44 years 350 33,7 17,7 10,6 4,6 0.9 2,6 2.9 27,1
45-54 years 259 37,5 27,0 10,4 5.0 0,8 1.2 0.4 17,8
55yearsand older 279 44,1 22,6 16,8 2.9 0,0 2,2 0,0 11,5
Whatis your profession?*
Managerial 219 35,6 24,7 8.7 4,1 14 4,1 0.5 21,0
Professionals (dr./lawyer/account. etc.) 412 42,0 14,8 8.7 3.4 0.2 15 2.4 26,9
Other professionals 306 43,8 18,0 9,8 3,3 2,3 2.3 0,3 20,3
Teacher/Medical care 197 36,0 15,7 13,7 2,0 2,0 15 4,1 24,9
Clerical/Service 95 15,8 27,4 11,6 0.0 21 3.2 4,2 35,8
Vocational/Technical 57 22,8 8,8 10,5 10,5 3,5 7,0 8,8 28,1
Unskilled 9 11,1 44,4 11,1 11,1 0.0 0.0 0.0 22,2
Student 276 20,7 7,6 7.6 51 12,7 29 3,6 39,9
Retired/Homemaker 113 35,4 25,7 20,4 0.9 0.0 3,5 0,0 14,2
Artist/Musician/Actor etc. 19 31,6 31,6 15,8 0.0 0.0 0.0 0.0 21,1
Other 164 43,3 11,6 10,4 6.7 0,0 2,4 0.6 25,0
Household income*
High 743 42,9 18,4 11,6 19 0.9 13 11 21,8
Average 777 30,9 16,3 9,7 3,0 4,5 2,7 3,0 30,0
Low 295 29,8 13,9 9.5 8.1 3.7 4,4 2.4 28,1
Educational level*
Finished high school or less 162 16,0 25,3 8.0 13,0 0,6 4,3 12 315
Bachelor's degree or equivalent 1102 34,8 17.7 12,4 2,5 3.6 1.6 2,5 24,7
Master's/Ph.D. or equivalent 592 42,2 12,3 7.6 3,4 2,0 3,7 15 27.2

*Significant difference between groups according to Chi-square test (p<0,05).




Q.1. Nationality.

Number of
answers American British Canadian German Chinese French Spanish Other
Count % % % % % % % %

Total 1940 34,9 16,9 10,3 4,0 29 2,5 21 26,5
Type of trip*
Package tour 326 39,9 22,1 10,7 3.1 58 0.6 12 16,6
Individually-arranged tour 1310 34,4 16,0 10,7 4,4 2,4 29 2,2 271
Business-arranged tour 34 14,7 11,8 29 59 0.0 29 2.9 58,8
Purpose of visit*
Vacation/holiday 1663 36,3 17,4 10,9 3,5 2,9 2,7 2,0 24,2
Visiting friends/relatives 95 32,6 9.5 12,6 6.3 0.0 11 21 35,8
Eventin Iceland (leisure related) 85 41,2 59 10,6 3,5 9,4 12 12 27,1
Education and training 56 35,7 14,3 1.8 54 0,0 3,6 1.8 37,5
Business/small meeting 40 22,5 10,0 0.0 50 2,5 0.0 5.0 55,0
Conference/large meeting 30 23,3 6,7 23,3 3,3 0,0 3,3 3,3 36,7

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




100%

0%

COUNTRY OF RESIDENCE

141%

Q.2. Countryofresidence.

Count %
Jusa 682 362 36.2%
J ritain 369 196 19,6%
I Canada 190 10,1 10,1%
I Germany 75 4,0 4,0%
I France 52 2.8 2,8%
I Netherlands 48 2,5 25%
IAustraIia 43 2.3 2.3%
I Norway 38 2,0 2.0%
I Switzerland 38 2,0 20%
I Denmark 34 1.8 1,8%
Singapore 33 17 1.7%
I Sweden 32 1,7 1,7%
J spain 28 15 0 15%
J china 21 L1 ) 11%
fJother 203 108 10,8%
Number of responses 1886  100,0 O'% 105%
Number of respondents 1886 97,2
Did notanswer 54 28
Total 1940 100,0
Darkest bar: winter 15-16
Summer 14
Wwinter 13-14
Wwinter 11-12
. Faintest bar: Summer 11
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COUNTRY OF RESIDENCE

Q.2. Countryofresidence.

Number of
answers USA Britain Canada Germany France Netherlands  Australia  Other
Count % % % % % % % %

Total 1886 36,2 19,6 101 4,0 2,8 2,5 2,3 22,6
Gender*
Male 642 31,6 22,0 8.6 3.9 3.7 2.2 17 26,3
Female 1241 38,6 18,2 10,9 4,0 2,3 2,7 2,6 20,7
Age*
24 yearsand younger 324 27.5 18,8 8,3 4,6 3,7 2.8 3,7 30,6
25-34 years 668 37,7 16.2 8.2 4,3 3.3 2.8 2.4 25,0
35-44 years 334 35,0 19,2 9.9 3,3 2,4 3.3 15 25,4
45-54 years 256 37,5 28,9 10,5 3.9 1.2 1.2 2,3 14,5
55yearsand older 279 43,0 20,8 16,5 3.6 2,5 2.2 14 10,0
Whatis your profession?*
Managerial 218 36,2 24,3 8.7 3.7 41 3.2 2,3 17,4
Professionals (dr./lawyer/account. etc.) 411 443 17,8 7.5 3.6 15 19 2,2 21,2
Other professionals 305 43,9 21,0 9,8 2,6 2,3 2,0 2,0 16,4
Teacher/Medical care 196 35,2 17,9 13,8 2.6 1.0 4,1 3.1 22,4
Clerical/Service 95 16,8 28,4 11,6 0.0 3.2 4,2 11 34,7
Vocational/Technical 57 22,8 14,0 8,8 10,5 7,0 0,0 0,0 36,8
Unskilled 9 11,1 55,6 11,1 11,1 0.0 0,0 11,1 0.0
Student 276 22,5 15,2 8.0 6.2 4,3 3.3 3.6 37,0
Retired/Homemaker 113 35,4 24.8 20,4 0.9 3.5 1.8 1.8 11,5
Artist/Musician/Actor etc. 19 47,4 26,3 10,5 0.0 0.0 0.0 0.0 15,8
Other 163 44,2 13,5 10,4 6.1 3.1 18 1.2 19,6
Household income*
High 742 44,5 18,6 11,3 2.3 16 3.4 2,0 16.3
Average 776 31,2 21,0 9,0 3,5 2,8 19 2,6 28,0
Low 292 30.1 18,5 9.9 6.8 51 27 1,7 25,0
Educational level*
Finished high school or less 161 15,5 23,6 8,1 11,2 4,3 19 19 33,5
Bachelor's degree or equivalent 1099 35,9 21,0 12,0 3.3 1.6 2,6 3.0 20,6
Master's/Ph.D. or equivalent 591 43,7 15,6 7.3 3,0 4,4 2,4 1,0 22,7

*Significant difference between groups according to Chi-square test (p<0,05).




COUNTRY OF RESIDENCE

Q.2. Countryofresidence.

Number of
answers USA Britain Canada Germany France Netherlands  Australia Other
Count % % % % % % % %

Total 1886 36,2 19,6 101 4,0 28 2,5 23 22,6
Nationality*
American 663 97,6 1.2 0,2 0,2 0.5 0.0 0.0 0.5
British 317 16 89,9 0.3 0.0 0,0 6.0 0.6 1.6
Canadian 197 15 15 92,4 1.0 0,0 0.0 0.0 3.6
German 73 0.0 4,1 0.0 76,7 14 14 0.0 16,4
Chinese 54 7.4 20,4 0.0 7,4 9.3 0.0 0.0 55,6
French 48 4,2 6.3 4,2 21 81,3 0.0 0.0 21
Spanish 39 7,7 12,8 0.0 2,6 0.0 0.0 0.0 76,9
Danish 32 0.0 0.0 0.0 0.0 0.0 0.0 0.0 100,0
Swedish 31 0,0 6.5 0.0 0.0 0,0 0.0 0.0 93,5
Swiss 26 77 0.0 0.0 0.0 0.0 0.0 0,0 92,3
Norwegian 25 0.0 0.0 4,0 0.0 0,0 0.0 0.0 96,0
Dutch 23 0.0 4,3 0.0 43 4,3 82,6 0.0 4,3
Italian 17 0.0 17,6 59 11,8 0.0 0.0 0,0 64,7
Austrian 8 0,0 0.0 0.0 0,0 0,0 0.0 12,5 87,5
Other 333 4,8 13,5 0.6 21 0.9 2,7 12,0 63,4
Type of trip*
Package tour 326 40,5 26,1 10,7 21 0,6 18 18 16,3
Individually-arranged tour 1307 35,3 18,8 10,3 4,8 3.2 2,2 2,1 23,3
Business-arranged tour 34 14,7 11,8 29 29 29 59 29 55,9
Purpose of visit*
Vacation/holiday 1660 37,2 20,5 10,6 3.8 2.8 25 2.3 20,2
Visiting friends/relatives 95 31,6 10,5 12,6 6,3 2,1 2,1 11 33,7
Eventin Iceland (leisure related) 85 41,2 11,8 10,6 2,4 1.2 1.2 0,0 31,8
Education and training 56 37,5 12,5 1.8 54 3.6 1.8 3.6 33.9
Business/small meeting 40 27.5 10,0 0,0 2,5 0,0 2,5 2,5 55,0
Conference/large meeting 30 23,3 6,7 20,0 3.3 3.3 0.0 0.0 43,3
Other 25 24,0 8.0 4,0 12,0 0.0 4,0 0.0 48,0

*Significant difference between groups according to Chi-square test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



MARKET AREA

Q.3. Marketarea.

Count %
I North America 872 46,2
J ritain 369 196
I Central/Southern Europe 335 17.8
I Scandinavia 119 6.3
B Asia 98 5,2
B other 93 4,9
Number of responses 1886 100,0
Number of respondents 1886 97,2
Did notanswer 54 2,8
Total 1940 100,0
100% -
R g
) . @
m m
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Faintest bar: Summer 11

Scandinavia Asia Other

This question is question 2 (country of residence) recoded, that is, some of the categories have been collapsed
to display market area more clearly.




MARKET AREA

Q.3. Marketarea.

Central/

Number of North Southern Scandi-
answers America Britain Europe navia Asia Other
Count % % % % % %

Total 1886 46,2 19,6 17,8 6.3 5,2 4,9
Gender*
Male 642 40,2 22,0 21,0 6.2 55 51
Female 1241 49,5 18,2 16,0 6.4 51 4,8
Age*
24 years and younger 324 35,8 18,8 22,5 7.1 9,0 6.8
25-34 years 668 46,0 16,2 21,3 4,9 5.8 5,8
35-44 years 334 44,9 19,2 19,2 8.4 6.0 2,4
45-54 years 256 48,0 28,9 8.6 8.6 16 4,3
55yearsand older 279 59,5 20,8 11,5 3.6 0,7 3.9
Whatis your profession?*
Managerial 218 45,0 24,3 17,9 3.2 6.0 3.7
Professionals (dr./lawyer/account. etc.) 411 51,8 17,8 14.8 6.6 3.4 56
Other professionals 305 53,8 21,0 14,4 2,6 4,9 3,3
Teacher/Medical care 196 49,0 17,9 16.3 9.7 2,6 4,6
Clerical/Service 95 28,4 28,4 23,2 7,4 53 7.4
Vocational/Technical 57 31,6 14,0 36,8 53 8.8 3,5
Unskilled 9 22,2 55.6 111 0.0 0.0 111
Student 276 30,4 15,2 23,6 11,6 12,0 7.2
Retired/Homemaker 113 55,8 24,8 8.8 6.2 1.8 2,7
Artist/Musician/Actor etc. 19 57.9 26,3 10,5 0.0 0.0 53
Other 163 54,6 13,5 20,2 4,3 2,5 4,9
Household income*
High 742 55.8 18,6 13,9 3.9 3.0 4,9
Average 776 40,2 21,0 18,9 6.8 7,7 5,3
Low 292 40,1 18,5 22,3 9.9 51 41
Educational level*
Finished high school or less 161 23,6 23,6 35,4 9,9 2,5 50
Bachelor'sdegree or equivalent 1099 47,9 21,0 13,9 4,9 6.1 6.2
Master's/Ph.D. or equivalent 591 50.9 15,6 19,0 7,6 4,2 2,7

*Significant difference between groups according to Chi-square test (p<0,05).




MARKET AREA

Q.3. Marketarea.

Central/
Number of North Southern Scandi-
answers America Britain Europe navia Asia Other
Count % % % % % %

Total 1886 46,2 19,6 17,8 6.3 5,2 49
Nationality*
American 663 97,7 1.2 0,6 0.3 0.0 0,2
British 317 19 89.9 6.0 0.6 0.0 16
Canadian 197 93.9 15 15 3.0 0.0 0.0
German 73 0,0 4,1 84.9 4,1 0.0 6.8
Chinese 54 7.4 20,4 16,7 0.0 53.7 19
French 48 8,3 6,3 83.3 2,1 0.0 0.0
Spanish 39 7,7 12,8 69,2 10,3 0.0 0.0
Danish 32 0.0 0.0 0.0 96.9 3.1 0.0
Swedish 31 0,0 6.5 0,0 93,5 0.0 0.0
Swiss 26 77 0,0 92,3 0.0 0.0 0.0
Norwegian 25 4,0 0.0 0,0 96,0 0.0 0.0
Dutch 23 0.0 4,3 95,7 0.0 0.0 0.0
Italian 17 59 17,6 70,6 0.0 0.0 59
Austrian 8 0.0 0,0 87,5 0.0 0.0 12,5
Other 333 54 13,5 31,8 51 20,4 23,7
Type of trip*
Package tour 326 51,2 26,1 9,2 3.1 6,7 3,7
Individually-arranged tour 1307 45,5 18,8 19,0 6.6 50 51
Business-arranged tour 34 17,6 11,8 29,4 29,4 0.0 11,8
Purpose of visit*
Vacation/holiday 1660 47,8 20,5 17.0 4,3 54 51
Visiting friends/relatives 95 44,2 10,5 21,1 20,0 0,0 4,2
Eventin Iceland (leisure related) 85 51,8 11,8 15,3 11,8 8.2 1.2
Education and training 56 39,3 12,5 26.8 14,3 0,0 71
Business/small meeting 40 27,5 10,0 30,0 25,0 2,5 50
Conference/large meeting 30 43,3 6.7 20,0 23,3 0,0 6,7
Other 25 28,0 8.0 48,0 12,0 0.0 4,0

*Significant difference between groups according to Chi-square test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



Q.4. Age.
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Q.4. Age.

24 years
Number of and 55 years
answers younger  25-34years 35-44years 45-54years andolder
Count % % % % %
Total 1915 17,6 36.0 18,3 13,5 146 I 370
Gender*
Male 655 17,4 38,6 20,0 13,0 11,0 I 358
Female 1257 17,7 34,8 17,3 13,8 16,3 I 376
Whatis your profession?*
Managerial 215 56 316 23,7 24,2 149 PN 407
Professionals (dr./lawyer/account.etc.) 407 6.4 45,5 22,4 14,0 11,8 [ 375
Other professionals 305 89 38,7 23,3 16,1 13,1 [ 380
Teacher/Medical care 192 7.8 35,9 23.4 18,2 146 N 391
Clerical/Service 94 1951 383 223 11,7 85 [N 354
Vocational/Technical 57 7.0 40,4 29,8 19,3 3.5 N s62
Unskilled 9 55,6 22,2 111 111 00 W 281
Student 271 72,3 25,5 18 0.0 04 P 231
Retired/Homemaker 111 0,9 2.7 4,5 10,8 811 I 60,5
Artist/Musician/Actor etc. 19 10,5 52,6 53 211 10,5 I 368
Other 162 8,6 47,5 13,6 14,2 16,0 P 378
Household income*
High 733 116 29,9 19,9 184 20,2 [ 406
Average 766 18,5 39,4 19,1 10,8 121 [ 35,7
Low 291 254 43,6 11,7 9,6 96 N 331
Market area®
North America 862 13,5 356 17,4 14,3 15,3 N 39,0
Britain 365 16,7 29,6 17,5 20,3 159 [ 388
Central/Southern Europe 333 219 42,6 19,2 6.6 96 PN 336
Scandinavia 116 19,8 284 24,1 19,0 86 I 366
Asia 94 30.9 41,5 21,3 4,3 21 [ 305
Other 91 24,2 42,9 8.8 121 121 N 340
Educational level*
Finished high school or less 160 33.1 18,8 14,4 16,9 16,9 [ 368
Bachelor's degree or equivalent 1092 21,2 36.3 16,4 12,7 13,4 I 36,0
Master's/Ph.D. or equivalent 579 57 40,8 22,3 14,5 16,8 N 393

*Significant difference between groups according to ANOVA test (p<0,05).



Q.4. Age.

24 years
Number of and 55 years
answers younger  25-34years 35-44years 45-54years andolder
Count % % % % %
Total 1915 17,6 36,0 18,3 13,5 146 I 370
Nationality*
American 669 13,2 36,3 17,6 14,5 18,4 [ 388
British 325 12,6 27,4 19,1 21,5 15,4 PN 405
Canadian 197 14,2 29,4 18,8 13,7 23,9 I 206
German 77 19,5 32,5 20,8 16,9 10,4 N 35,7
Chinese 55 50,9 40,0 5.5 3,6 00 PN 263
French 48 18,8 43,8 18,8 6,3 125 [N 345
Spanish 41 26.8 46,3 24,4 24 0,0 [ 302
Danish 34 14,7 23,5 29,4 20,6 11,8 [N 3389
Swedish 30 16,7 33,3 30,0 16,7 33 P 359
Swiss 27 18,5 48,1 18,5 7.4 74 N 332
Norwegian 25 16,0 16,0 24,0 28,0 16,0 [ 40,9
Dutch 23 21,7 43,5 17,4 8.7 8.7 N 34,0
Italian 17 23,5 41,2 23,5 59 59 I 319
Austrian 8 37.5 62,5 0.0 0.0 00 P 263
Other 339 254 46,0 16.8 6.5 53 [ 319
Type of trip*
Package tour 321 16,5 227 19,0 17,8 24,0 41,2
Individually-arranged tour 1296 16.2 37,5 19,1 13.3 13.8 36,8
Business-arranged tour 32 9,4 31,3 15,6 28,1 15,6 40,7
Purpose of visit*
Vacation/holiday 1644 16,3 35,7 18,7 13.6 158 376
Visiting friends/relatives 92 20,7 40,2 10.9 12,0 16.3 36,3
Eventin Iceland (leisure related) 83 20,5 38,6 181 12,0 10,8 35,3
Education andtraining 54 37,0 22,2 7.4 16,7 16,7 35,4
Business/small meeting 40 10,0 37.5 22,5 20,0 10,0 38,0
Conference/large meeting 29 6.9 34,5 24,1 17.2 17.2 401
Other 26 23,1 30,8 23,1 15,4 7,7 35,0

*Significant difference between groups according to ANOVA test (p<0,05).

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



Q.5. Gender.

Count %
fraie 666 344
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Q.5. Gender.

Number of
answers Male Female
Count % %
Total 1937 344 656
Age*
24 yearsand younger 337 33.8 66.2
25-34 years 690 36,7 63.3
35-44 years 349 375 625
45:54 years 259 328 67.2
55yearsand older 277 26.0 74,0
Whatis your profession?*
Managerial 219 438 562
Professionals (dr./lawyer/account.etc.) 412 37.9 62,1
Other professionals 304 35.2 64.8
Teacher/Medical care 197 18.8 81,2
Clerical/Service 95 30,5 69.5
Vocational/Technical 57 52,6 47,4
Unskilled 9 55.6 444
Student 276 318 681
Retired/Homemaker 112 20,5 79,5
Artist/Musician/Actor etc. 19 52,6 47,4
Other 164 311 68,9
Household income*
High 743 38,4 616 I
Average 774 30,9 69,1
Low 295 322 67.8
Market area*
North America 872 29,6 70,4
Britain 367 384 616
Central/Southern Europe 334 40,4 59,6
Scandinavia 119 33,6 66,4
Asia 98 357 64.3
Other 93 355 64,5
Educational level
Finished high school or less 161 41,6 58,4
Bachelor's degree or equivalent 1100 33,4 66,6
Master's/Ph.D. or equivalent 592 33,6 66,4

*Significant difference between groups according to Chi-square test (p<0,05).



Q.5. Gender.

Number of
answers Male Female
Count % %

Total 1937 34,4 65,6
Nationality*
American 677 29,7 70,3
British 325 391 60,9
Canadian 199 29,1 70,9
German 77 28,6 71,4
Chinese 56 37,5 62,5
French 48 52,1 47,9
Spanish 41 43,9 56,1
Danish 35 314 68.6
Swedish 32 31,3 68,8
Swiss 28 321 67,9
Norwegian 25 40,0 60.0
Dutch 23 21,7 78,3
Italian 17 52,9 47,1
Austrian 8 62,5 37.5
Other 346 39,0 61,0
Type of trip*
Package tour 326 23,9 76,1
Individually-arranged tour 1308 35,6 64,4
Business-arranged tour 34 41,2 58,8
Purpose of visit*
Vacation/holiday 1660 33.0 67,0
Visiting friends/relatives 95 38,9 61,1
Eventin Iceland (leisure related) 85 44,7 55,3
Education and training 56 39,3 60,7
Business/small meeting 40 35,0 65,0
Conference/large meeting 30 20,0 80.0
Other 26 34,6 65,4

*Significant difference between groups according to Chi-square test (p<0,05).

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.
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PROFESSION

Q.6. Whatisyourprofession?

Count %
I Professionals (dr./lawyer/account. etc.) 412 22,1 221%
I Other professionals 306 16,4 16,4%
J student 276 148 14,8%
I Managerial 219 11,7 11,7%
ITeacher/MedicaI care 197 10,6 10,6%
I Retired/Homemaker 113 6.1 6.1%
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I Vocational/Technical 57 31 31%
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PROFESSION

Q.6. Whatisyourprofession?

Professionals Teacher/
Numberof  (dr/lawyer/ Other M edical Retired/  Clerical/
answers  account.etc.) professionals Student Managerial care Homemaker Service Other
Count % % % % % % % %

Total 1867 22,1 16,4 14,8 11,7 10,6 6,1 51 13,3
Gender*
Male 632 24,7 16,9 13,9 15,2 59 3,6 4,6 15,2
Female 1232 20,8 16.0 15,3 10,0 13,0 7.2 54 124
Age*
24 years and younger 320 8.1 8.4 61,3 3.8 4,7 0.3 5,6 7.8
25-34 years 660 28,0 17,9 10,5 10,3 10,5 0.5 55 17,0
35-44 years 330 27,6 21,5 15 15,5 13,6 15 64 124
45-54 years 255 22,4 19,2 0.0 20.4 13,7 4,7 4,3 15,3
55yearsand older 277 17,3 14,4 0.4 11,6 10,1 32,5 29 108
Household income*
High 741 31,6 17,4 9,0 15,8 8.8 6.5 2.3 8.6
Average 764 18,7 16.4 13,7 9.2 13.6 56 6.8 16,0
Low 292 8,6 15,8 27,1 5,9 8.2 58 7.2 17,5
Market area*
North America 865 24,6 19,0 9,7 11,3 111 7.3 3,1 13,9
Britain 362 20,2 17,7 11,6 14,6 9,7 77 7.5 11,0
Central/Southern Europe 330 18,5 13,3 19,7 11,8 9,7 3.0 6.7 17.3
Scandinavia 117 23,1 6.8 27,4 6.0 16,2 6,0 6.0 8.5
Asia 96 14,6 15,6 34,4 13,5 5,2 21 5.2 9.4
Other 92 25,0 10,9 21,7 8.7 9.8 3.3 76 13,0
Educational level*
Finished high school or less 159 1,9 16,4 20,8 7.5 57 101 13,2 24,5
Bachelor's degree or equivalent 1087 17,6 16,4 16,3 13,0 10,2 6.6 53 146
Master's/Ph.D. or equivalent 590 36,3 16,3 10,3 10,8 12,5 3,7 2.5 7.5

*Significant difference between groups according to Chi-square test (p<0,05).




PROFESSION

Q.6. Whatisyourprofession?

Professionals Teacher/
Number of (dr./lawyer/ Other M edical Retired/  Clerical/
answers account.etc.) professionals Student Managerial care Homemaker Service Other
Count % % % % % % % %

Total 1867 22,1 16,4 14,8 11,7 10,6 6.1 51 133
Nationality*
American 659 26,3 20,3 8,6 11,8 10,8 6.1 23 138
British 311 19,6 17.7 6,8 17,4 10,0 9,3 84 10,9
Canadian 194 18,6 15,5 10,8 9.8 13,9 11,9 57 13,9
German 70 20,0 14,3 20,0 12,9 57 14 0,0 257
Chinese 54 1.9 13,0 64.8 5.6 7,4 0.0 3.7 3,7
French 48 12,5 14,6 16,7 18,8 6,3 8,3 6.3 16,7
Spanish 40 25,0 2,5 25,0 2,5 20,0 0.0 10,0 150
Danish 32 12,5 6.3 21,9 3.1 15,6 15.6 156 9.4
Swedish 30 33,3 3,3 26,7 3,3 16,7 0,0 33 133
Swiss 26 15,4 26,9 3,8 7,7 7,7 3.8 7,7 26,9
Norwegian 25 24,0 8,0 16,0 8.0 20,0 8,0 4,0 12,0
Dutch 23 8.7 8.7 26,1 13,0 13,0 8.7 13,0 87
Italian 16 12,5 125 12,5 6.3 0.0 0.0 37,5 188
Austrian 8 12,5 12,5 37,5 0.0 0,0 0,0 0,0 375
Other 331 24,8 13,6 23,9 10,9 8,8 18 48 115
Type of trip*
Package tour 320 21,3 15,3 14,4 10,6 12,5 11,6 3.4 10,9
Individually-arranged tour 1295 22,9 16,8 14,1 11,7 10,0 51 58 134
Business-arranged tour 34 38,2 14,7 59 11,8 8,8 2,9 2,9 14,7
Purpose of visit*
Vacation/holiday 1643 22,6 16,6 13,5 12,1 10,4 6.5 5.2 13,2
Visiting friends/relatives 94 13,8 12,8 20,2 6.4 10,6 8,5 53 22,3
Eventin Iceland (leisure related) 85 20,0 16,5 18,8 7.1 12 8,2 4,7 23,5
Education and training 55 12,7 12,7 38,2 55 9,1 0,0 3.6 18,2
Business/small meeting 40 20,0 15,0 10,0 25,0 7.5 2,5 50 15,0
Conference/large meeting 30 30.0 16,7 13.3 6,7 6,7 0,0 3.3 233
Other 25 8,0 20,0 4,0 8.0 36,0 4,0 8,0 12,0

*Significant difference between groups according to Chi-square test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



HOUSEROLD INCOME

Q.7. Compared to the generalpopulationin your country, how would you rate the level of your total
household income?

3.2% 8,9%
Count % 131%
B Hion ) 161 8,9
I High average (4) 582 32,1
Average (3) 777 42,8
Low average (2) 237 131 321%
Low (1) 58 3,2
Number of responses 1815 100,0
Number of respondents 1815 93,6 42.8%
Did notanswer 125 6.4
Total 1940 100,0
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When the response optionsof a question ison a ordinal scale of 1-5, like is the case in this question, an average
is calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)
the better resultsare.




HOUSEROLD INCOME

Q.7. Compared to the generalpopulationin your country, how would yourate the level of your total

household income?

N 330
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Number of
answers High Average Low
Count % % %

Total 1815 40,9 42,8 16,3
Gender*
Male 619 46,0 38,6 15,3
Female 1193 38,4 44.8 16,8
Age*
24 yearsand younger 301 28,2 47,2 24,6
25-34 years 648 33.8 46,6 19,6
35-44 years 326 44,8 44.8 104
45-54 years 246 54,9 33,7 11,4
55yearsand older 269 55,0 34,6 10,4
Whatis your profession?*
Managerial 216 54,2 32,4 13.4
Professionals (dr./lawyer/account. etc.) 402 58,2 35,6 6.2
Other professionals 300 43,0 41,7 153
Teacher/Medical care 193 33,7 53,9 12,4
Clerical/Service 90 18,9 57,8 23,3
Vocational/Technical 55 23,6 60,0 16,4
Unskilled 9 22,2 55,6 22,2
Student 251 26,7 41,8 31,5
Retired/Homemaker 108 44,4 39,8 15,7
Artist/Musician/Actor etc. 18 16,7 38,9 44,4
Other 155 29,7 49,7 20,6
Market area*
North America 843 49,1 37.0 13,9
Britain 355 38,9 45,9 15,2
Central/Southern Europe 315 32,7 46,7 20,6
Scandinavia 111 26,1 47,7 26,1
Asia 97 22,7 61,9 15,5
Other 89 40,4 46,1 13,5
Educational level*
Finished high school or less 150 29,3 50.0 20,7
Bachelor'sdegree or equivalent 1067 36.8 45,5 17,7
Master's/Ph.D. or equivalent 577 52,2 35,4 12,5

I 312
N 324
I 348

*Significant difference between groupsaccording to ANOVA test (p<0,05).




HOUSEROLD INCOME

Q.7. Compared to the generalpopulation in your country, how would yourate the level of your total
household income?

Number of

answers High Average Low

Count % % %
Total 1815 40,9 42,8 16,3 I 330
Nationality*
American 647 49,3 371 13,6 e 3,43
British 305 44,9 41,6 13,4 e 3,43
Canadian 189 45,5 39,7 14,8 N 333
German 61 23,0 37.7 39,3 [ 24
Chinese 53 13,2 66.0 20,8 [N 2,01
French 44 22,7 47,7 29,5 [ 300
Spanish 38 21,1 60,5 18,4 [ 3,00
Danish 30 16,7 40,0 43,3 [ 263
Swedish 30 33,3 50,0 16,7 s 317
Swiss 26 23,1 57.7 192 e 312
Norwegian 24 29,2 54,2 16,7 [ 313
Dutch 23 52,2 217 261 e 330
Italian 14 14,3 78,6 71 e 3,07
Austrian 7 28,6 57.1 143 I 329
Other 324 36,4 48,8 148 I 325
Type of trip*
Package tour 313 46,3 38,7 15,0 3,38
Individually-arranged tour 1260 40,5 43,7 15,8 3,31
Business-arranged tour 34 41,2 47,1 11,8 3,35
Purpose of visit*
Vacation/holiday 1603 41,4 429 15,7 332
Visiting friends/relatives 89 34,8 32,6 32,6 3,03
Eventin Iceland (leisure related) 83 33,7 44,6 21,7 3,13
Education and training 52 32,7 40,4 26,9 3,10
Business/small meeting 37 37.8 40,5 21,6 324
Conference/large meeting 29 414 48,3 10.3 3,28
Other 26 19,2 50,0 30.8 2.92

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



Q.8. Whatisyoureducationallevel?

Count %
IDid notfinish elementary school 1 0.1
Finished elementary school but not high
I school or college e Le
I High school 139 7,5
B colege 310 167
I Bachelor'sdegree 606 32,7
I Completed some postgraduate courses 186 10,0
[ Master's degree 447 241
Ph.D. or other advanced degree beyond a
I Master's degree 145 /8
Number of responses 1856 100,0
Number of respondents 1856 95,7
Did notanswer 84 43
Total 1940 100,0

16,7%

7.8%

32,7%

24,1%

0%

100%



Q.8. Whatisyoureducationallevel?

Finished Bachelor's Master's/
Number of highschool degreeor Ph.D.or

answers orless equivalent equivalent
Count % % %

Total 1856 8,7 59,4 319
Gender
Male 633 10,6 58,0 314
Female 1220 7.7 60,1 32,2
Age*
24 years and younger 318 16,7 73,0 10.4
25-34 years 662 4,5 59,8 356
35-44 years 331 6.9 541 39,0
45-54 years 250 10,8 55,6 336
55yearsand older 270 10,0 54,1 35,9
Whatis your profession?*
Managerial 217 55 65,0 29,5
Professionals (dr./lawyer/account. etc.) 408 0.7 46,8 52.5
Other professionals 300 8,7 59,3 32,0
Teacher/Medical care 194 4,6 57,2 381
Clerical/Service 94 22,3 61,7 16,0
Vocational/Technical 56 21,4 69,6 8.9
Unskilled 9 22,2 77.8 0.0 . 39
Student 271 12,2 65,3 22,5
Retired/Homemaker 110 14,5 65,5 20,0
Artist/Musician/Actor etc. 19 53 57.9 36,8
Other 158 15,2 64,6 20,3
Household income*
High 738 6.0 533 408
Average 764 5,8 63,5 26,7 N2 5 279,
Low 292 10,6 64,7 24,7 M 65% 25%
Market area*
North America 865 4,4 60.8 348 A 61% 3504
Britain 361 10,5 64,0 255 A 654% 2504
Central/Southern Europe 322 17.7 47,5 34,8 18% 48% 3504
Scandinavia 115 13,9 47,0 39,1 14% 47% 399
Asia 96 4,2 69,8 26,0 |} 70% 26%
Other 92 8,7 73,9 17.4 A 74% 17%

*Significant difference between groups according to Chi-square test (p<0,05).

w
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Q.8. Whatisyoureducationallevel?

Finished Bachelor's Master's/
Number of highschool degreeor Ph.D.or

answers orless equivalent equivalent
Count % % %

Total 1856 8,7 59,4 318
Nationality*
American 660 3.9 58,2 37,9
British 309 13,3 63.1 23,6
Canadian 195 6,7 70,3 23,1
German 69 304 406 290
Chinese 53 1,9 75.5 226
French 47 14,9 383 46,8
Spanish 39 51 748 231
Danish 31 16,1 452 38,7
Swedish 30 133 467 400
Swiss 24 417 375 208
Norwegian 24 20,8 45,8 33,3
Dutch 21 48 571 381
Italian 17 17,6 47,1 353
Austrian 6 50.0 16,7 33,3
Other 331 6.0 61,3 326 I 61%
Type of trip*
Package tour 314 8.9 58,9 32,2
Individually-arranged tour 1295 8.1 59,9 32,0
Business-arranged tour 33 9,1 333 57,6
Purpose of visit*
Vacation/holiday 1637 8.2 60.0 318
Visiting friends/relatives 93 15,1 60,2 24,7
Eventin Iceland (leisure related) 84 13,1 58,3 28,6
Education and training 53 151 52,8 321
Business/small meeting 40 7,5 50,0 42,5
Conference/large meeting 30 3.3 20,0 76,7 EAEYA 77%
Other 25 12,0 60,0 28,0 IER 60% 28%

*Significant difference between groups according to Chi-square test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



RECOMMEND ICELAND

Q.9. Onascale from0-10, how likely orunlikely are you to recommend Iceland asa travel
destination to afriend, family member or colleague?

Count % 100% -
Jo 1297 70,5
83,5%
E 240 13,0
8 185 10,1
7 66 3,6
6 22 1.2
5 17 0,9
4 4 0,2
3 4 0,2
2 1 01 136%
1 2 0,1
0,
0 2 01 e8%
00/0 a T T
Number of responses 1840 100,0 9-10 7.8 06
Number of respondents 1840 94,8
Did notanswer 100 5,2 Mean 9,41
Total 1940 100,0 Standard deviation 1,16
NPS® 80,7

*NPS® (Net Promoter Score) is @ measurement
which identifies the difference of the proportion
of people who are promoters vs. detractors of the
company. The scale of this metric is from-100 to
+100, where higher numbers indicate that there
are more promoters than detractors of the
company. Example: The value +20 indicates that
20 percentage points more people are willing to
recommend it than detract it.




RECOMMEND ICELAND

Q.9. Onascale from0-10, how likely or unlikely are you to recommend Iceland asa travel
destination to afriend, family member or colleague?

Number of

answers 9-10 7-8 0-6

Count % % %
Total 1840 835 136 28 I so;
Gender
Male 618 82,5 15,4 21 80,4
Female 1219 84,0 12,8 3.2 80,8
Age
24 yearsand younger 315 81,9 14,3 3,8 78,1
25-34 years 642 85,2 12,8 2.0 83,2
35-44 years 331 82,5 14,8 2,7 79,8
45-54 years 254 84,6 13,4 2,0 82,7
55yearsand older 274 82,1 13,5 4,4 77.7
Whatis your profession?*
Managerial 212 83,5 14,6 19 [ s16
Professionals (dr./lawyer/account.etc.) 409 85.3 12,2 24 [N 829
Other professionals 300 83,7 15,0 13 e g23
Teacher/Medical care 190 85,8 121 21 [ s3.7
Clerical/Service 92 81,5 15,2 33 e 783
Vocational/Technical 56 78,6 14,3 71 N 71,4
Unskilled 9 100,0 0.0 0,0 [ 100,0
Student 265 83,0 13,6 34 N 796
Retired/Homemaker 111 75,7 171 72 [N 68,5
Artist/Musician/Actor etc. 18 77.8 16,7 56 N 22
Other 157 88,5 8.9 25 [N 86,0
Market area*
North America 854 85,9 11,4 27 [N 3833
Britain 359 81,3 16,2 25 [N 788
Central/Southern Europe 325 82,5 14,5 31 P 79,4
Scandinavia 114 80,7 17,5 18 [ 789
Asia 93 71,0 21,5 75 [ 634
Other 91 90,1 8.8 11 I 890
Educational level*
Finished high school or less 154 83.1 16,2 0.6 [N 525
Bachelor's degree or equivalent 1070 82,1 14,0 3.8 [N 753
Master's/Ph.D. or equivalent 586 86.3 12,3 14 P ss50

*Significant difference between groupsaccording to ANOVA test (p<0,05).




RECOMMEND ICELAND

Q.9. Onascale from0-10, how likely orunlikely are you to recommend Iceland asa travel
destination to afriend, family member or colleague?

Number of

answers 9-10 7-8 0-6

Count % % %
Total 1840 83.5 13,6 28 I 507
Nationality*
American 652 87.4 10,1 25 [ s50
British 307 79.8 16.9 3.3 [N 765
Canadian 194 80.9 15,5 3.6 N 773
German 71 85,9 14,1 00 I s59
Chinese 54 72,2 22,2 56 [ 667
French 47 80,9 19,1 0,0 I 509
Spanish 38 86.8 10,5 26 [N 542
Danish 31 83.9 16,1 0,0 [ s39
Swedish 30 80,0 16,7 33 e 76,7
Swiss 25 80,0 20,0 00 I 80,0
Norwegian 23 82,6 17,4 00 [ 826
Dutch 22 63.6 13,6 22,7 W 40,9
Italian 17 82.4 11,8 59 [N 755
Austrian 8 100,0 0.0 00 [ 1000
Other 321 83,8 13,7 25 [N s1,3
Type of trip*
Package tour 325 87,7 10,5 1.8 85,8
Individually-arranged tour 1304 83,7 13,5 2.8 80,8
Business-arranged tour 34 67,6 29,4 2.9 64,7
Purpose of visit*
Vacation/holiday 1657 83.9 13,3 2.8 81,2
Visiting friends/relatives 94 88,3 10,6 11 87.2
Eventin Iceland (leisure related) 85 95,3 3.5 12 94,1
Education and training 56 94,6 54 0.0 94,6
Business/small meeting 40 80,0 20,0 0,0 80,0
Conference/large meeting 30 80.0 13,3 6,7 73.3
Other 26 69,2 23,1 7,7 61,5

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Aunique place to visit. - Even it is an Europe country, no prejudice to Turkish people. (That's a reason for me to not visit
Europe, | prefer going to Asia or Africa).

= (1) It's a very close European destination. (2) The country is beautiful. (3) Iceland Air is a dream to fly! (4) Icelanders are
very nicel

= Abeautiful country, with very nice people and access to the great outdoors that not many people have experienced.

= "Acause deladiversité des paysages,du calme;du dépaysement.Les couleurs dautomne embellissent les

= paysages.Deplus,leslslandais nousontsemblé avenants.”

= Acountry of opposites.

= Afull outdoor and cultural experience.

= Agreat placeforaholiday. Beautiful scenery, lots of interesting things to see and do. Friendly people too.

= Alotofmy friendsenjoy hikingand truly appreciate nature and all its beauty. I've never been somewhere with asa varied
and gorgeousa landscape as Iceland.

=  Amustsee beauty.

= Arelaxingplace.

= A unique destination. it'salmost too bad that it has become so popular now. Asa Canadian travelling it felt quite athome
beingthere: very similar geography and people.

= "Avery beautiful country. Peaceful, safe with very polite people.

= |discovered the country via Sigur Ros, i always recommend both!"

= Avery cultural and historic place, with beautifulscenery and many activities tosuitany traveller.

= Absolutely beautiful landscape and friendly people.

= Absolutely beautiful place with great landscapes.

= Absolutely beautiful place; many things to see and do.

= Absolutely beautiful. Easy to getaround. Friendly culture.

= Absolutely phenomenal with activities for everyone. Everythingis pristine and so clean, something you can'treally findin
New York City on a daily basis.

= Absolutely stunninglandscape. Friendly people. Excellent ART Museums and Cultural Learning spots.

= Accessible via plane fromthe US, stunning scenery, smooth tourismindustry, northern lights, a relaxingadventure.

= Activeyetrelaxing.

= Adventurous.

= Adventurousanda lottodo.

= Already done - has been an awesome experience, Great people and Great Place - Many things to do.

= Amazingatmosphere, friendly welcome throughoutlceland.

= Amazingcountry in both scenery and culture. Nowhere else like it on earth!

= Amazingcountry, wonderful sights, the nicest people.

= Amazingdestination - something you've never seen before.

= AmazingExperience.

= Amazing geography, cultural activities, wonderful and friendly people, great history, best natural spots, northem lights,
views, hikes, music, soamazing!!

= Amazing island ... Lots to leam about it ... Stunning natural beauty and NOT overcrowded (yet). Want to go back and
explore in the summer!

= Amazinglandscape.

= Amazinglandscape.

= Amazinglandscape, lots to experience, only a shortway from UK and flights aren't too expensive. A unique culture.

= Amazinglandscape, lovely people, different fromanywhere else | have travelled.

= Amazinglandscapesand lovely people.

= Amazinglandscapes, architecture, friendly people.



REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Amazingnatureand culture, and Food is excellent! People are very kind. Itis the best place for the busy people whoneed
relax and calm escape from big city!

= Amazingnature scenes, easy for English speakers.

= Amazingnature, greatatmosphere in Reykjavik, Akureyri.

= Amazingpeaceful adventurous.

= Amazingpeople and culture, beautiful country.

= Amazingpeople andplaces to see thatare impossible to find elsewhere.

= Amazingpeople andsights! Even in lateautumn!

= Amazingplacelike noother.

= Amazingscenery.

= Amazingscenery and great tours togo on.

= Amazingscenery, animals, friendly people and lots of great water to drink.

= Amazingscenery, fresh air and water. Very distinctive character of nature. Also, hospitality! People speak English very well
andvery helpful and efficient.

= Amazing scenery, wonderful people, lack of population and a great place to see despite its expense as eating out and
alcohol expensive for whatis on offer.

= Amazingscenery, wonderful people and quides.

= Amazingtrip.

= Amazing, otherworldly landscapes. Friendly people. Festival a great experience.

= Amazing, uncrowded countryside.

= Amazingly beautiful naturalsites, Charming city of reykjavik, very accessible/easy public transportation.

= An experience of alifetime.

= Andexcellent place for the athletically minded sports-person.

= Anderledes rejseoplevelse. Den barske natur, de varme kilder, hval safari, en turi lavamarken. Der er rigtig meget at
opleve og visd kun en brgkdel. Derudover er islaendinge mega cool, kreative og gaestfrie.

= Asmentioned, safe to travel, scenic & beautiful place.

= Aside from food and alcohol being expensive, it was a great trip with plenty to do. Everyone we encountered from Iceland
wasvery nice, hospitable, and just pleasant to be around.

= Astonishingviews.

= Atmosphere andsights.

= Awesome place, very different, organised, safe and clean.

= Awesome placestoexplore.

= Awesome scenery, friendly people, amazingsites. Bit of a problem with the Northern Lights though!

= Beatiful sight, kind people, nice meal and good security.

= Beauté des paysages. A accueil islandais.

= Beauté du paysage. Natureintacte

= BEAUTE,SECURITE, TRANQUILLITE

= Beautiful.
= Beautiful.
= Beautiful.
= Beautiful.

= Beautifulandastonishing countryside.
= Beautifulandfriendly.
= Beautifulandfriendly people.




REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Beautifulandfun.

= Beautifulandfun.

= Beautiful and peaceful country with laidback people.

= Beautifuland unique landscapes; clean and civil country; exciting tourist opportunities, with arelaxing, slow pace.

= Beautifuland unique natural environment. And the people in Iceland are so hospitality, better than any countries in the
world.

= Beautifuland unusual scenery; interesting people and culture that is different butaccessible.

= Beautifuland varied scenery, good quality restaurants and accommodation. Not as expensive as people expect. Chance of
seeing the northern lights!

= Beautifuland with great places to eat, drink, many things to do and people are lovely.

= Beautiful calmingnature, very friendly people and attitude. Even if It was physically intensive trip i felt rested in my body
andin my mind. Unique environment.

= Beautiful country.

= Beautiful country.

= Beautiful country.

= Beautiful country.

= Beautiful country and beautiful people.

= Beautiful country and destinations like the blue lagoon.

= Beautiful country home to some of the wonders of the world.

= Beautiful country lovely people and good food.

= Beautiful country with friendly people. Great food tool

= Beautiful country with hospitable people and an intriguing culture.

= Beautiful country with lots of breathtaking views of nature, fresh air (and water)! There are places in Iceland that you
mightnot get to see elsewhere.

= Beautiful country with very friendly people.

= Beautiful country with wonderful culture and interesting things to see and do.

= Beautiful country. Lovely people. Northernlights.

= Beautiful Country!

= Beautiful country!

= Beautiful country, ease of travel there.

= Beautiful country, friendly people.

= Beautiful country, friendly people and a real sense of a land with nature preserved asit should be.

= Beautiful country, friendly people, clean country.

= Beautiful country, friendly people, delicious food.

= Beautiful country, friendly people, easy to getaround.

= Beautiful country, friendly people, great tourist attractions, great food.

= Beautiful country, friendly people, lots of history, glaciers, volcanos, geothermal features.

= Beautiful country, friendly people, lots to do, easy to get around, no language barrier.

= Beautiful country, lots of activities, very friendly population that is proud to show off their country. Tours are very well
organizedand everything needed was provided.

= Beautiful country, lovely people, easy to get to.

= Beautiful country, more natural beauty than most European countries.

= Beautiful country, nice people, great food and drink.



REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Beautiful country, quiet.

= Beautiful country, variety of activities and friendly people.

= Beautiful country, welcoming people, very comfortable for English speakers.

= Beautiful country, | just hope that they will preserve the beauty and its natural parks. In my tour | can see tourist driving
like they were racing withoutany care for others. Icelandic people are hardworking and proud. Cant wait to go back.

= Beautiful country.

= Beautiful country.

= Beautiful Country. Friendly people. Manyexperiences to have.

= Beautiful county, friendly people and great food.

= Beautiful destination! People are nice and just loved the overall feel & vibe iniceland.

= Beautiful dramatic nature sights that cannot be seen anywhere else.

= Beautiful land.

= Beautiful landscape.

= Beautiful landscape.

= Beautiful landscape and friendly population!Such an amazing place.

= Beautiful landscape and unspoiled nature. People are reallyfriendly and everyone speaks English.

= Beautiful landscape you'llnever see anywhere else.

= Beautiful landscape, charming towns, nice people.

= Beautiful landscape, friendly people, but mostly because of breathaking landscape.

= Beautiful landscape, lovely people and top of the world sea food.

= Beautiful landscape, scenery, otherworldly, unique and a very tranquil destination.

= Beautiful landscape. Nobigcities.

= Beautiful landscapesand nice city of Reykjavik.

= Beautiful landscapesand photography opportunities.

= Beautifullandscapes, both in winter and summer. Cities inlcelandhavenot much to offer, thus | would recommend Iceland
to all who prefer nature to cities. Food is delicious, too. Itis something | didn't think to experience here.

= Beautiful landscapes, excellentfood, friendly people.

= Beautiful landscapes, friendly people, english speaking, good food.

= Beautiful landscapes, nice locals, outdoorsy things to do, not that many tourists.

= Beautiful landscapes, waterfalls, beaches, fresh air, friendly people, the best fish and chips you can get.

= Beautiful landscapes.

= English well spoken

= ShortflightfromYYZ

= Safe (fromcrime...but not the elements!).

= Beautiful natural environment andstill alot of wilderness.

= Beautiful nature.

= Beautiful nature.

= Beautiful nature.

= Beautiful nature destination.

= Beautiful nature, different than rest of Europe.

= Beautiful nature, friendly people.

= Beautiful nature, itsraining there not like in Dubai (desert) =

= Beautiful nature, nice people, nostress.




REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Beautiful nature, nice people, safe to visitand great food.

= Beautiful nature, volcanicland, Northernlights.

= Beautiful outdoors.

= Beautiful place.

= Beautiful place foranyone who loves spending time outdoors.

= Beautiful place to explore.

= Beautiful place to see. Everyone speaks english, soisavery easy place to visit for enlgish speakers.
= Beautiful place with fantastic food and great arts.

= Beautiful place with landforms and natural beauty that cannot be seen anywhere else.

= Beautiful place, wonderful people, never felt unsafe.

= Beautiful place.

= Beautiful scenery.

= Beautiful scenery.

= Beautiful scenery.

= Beautiful scenery andfriendly and welcoming locals.

= Beautiful scenery and outdoor activities.

= Beautiful scenery, easy to get to.

= Beautiful scenery, friendly locals, English speaking, fun nightlife, adventurous.

= Beautiful scenery, friendly people, great food and culture.

= Beautiful scenery, friendly people, lots of artand music.

= Beautiful scenery, friendly people.

= Beautiful scenery, good food.

= Beautiful scenery, great hiking, interesting landscapes.

= Beautiful scenery, greatfood and fantastic people.

= Beautiful scenery, natural wonders, warm & friendly people. Like no place else | have ever been. Plus, aurora borealis!
= Beautiful scenery, northern lights, polite locals.

= Beautiful scenery, quaint city with a nice feel, not too over developed.

= Beautiful scenery, unique ecosystem, easy to travel to/around.

= Beautiful scenery, unique landscapes, nice people. English communication was simple. Easy to getaround.
= Beautiful scenery, very friendly people, clean, safe, modern (able to pay with credit card everywhere).
= Beautiful scenery, wonderful experience all around.

= Beautiful scenery; Unique experiences; Affordable travel from Denver, Colorado via Icelandair.
= Beautiful secenery and warm welcome fromlcelanders. Lots to do even in winter.

= Beautiful sights.

= Beautiful sights. Wonderful horses. Great place to try whale and horse and amazing lamb.

= Beautiful unigue country thatis easy to travel.

= Beautifulunique landscape.

= Beautiful Vistas, amazing Hiking, great nature.

= Beautiful!

= Beautiful!

= Beautiful, accessible, unique, nice outdoor activities.

= Beautiful, differentlandscape than home, friendly people, lots of amazingsights.

= Beautiful, exciting, adventurous.

= Beautiful, primal landscapes, wonderful peaple, lovely culture.

= Beautiful, relaxed, challenging, cultural differences and great food.




REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Beautiful, remote. people are very friendly.

= Beautiful, safe, friendly city and landscape with delicious food and interesting language and culture.

= Beautiful, unlikeanything I've ever seen.

= Beautiful, unmatchable scenery and overallfeel!

= Beautiful, untouchedlandscapes, friendly tour guides, tasty seafood.

= Beautiful. Unique location.

= Beauty.

= Beautyanddiversity of landscapes and wildlife.

= Beauty of the country and range of activities.

= Beauty, friendliness.

= Beauty, people and ease of getting there.

= Becauseevery placeisreally beautiful.

= Becausel enjoyed my stay and most of the people we met (Icelanders) were friendly.

= Becauselenjoyed my trip, the people were friendly and helpful, it was beautiful, and campingis free.

= Becauselenjoyeditwith my girl-friend.

= Becauselhadagreattimeanditisa differentexperience.

= Becauselhadagreattime! Peoplearereally friendly.

= Becauseiwasgenuinely impressed by the otherworldly nature of the winter landscape.

= Because Iceland's geographical features are nothing I've ever seen before; they are giganticand awe inspiring. There are
also variety of different landscapes and things to do. Overall, words and pictures cannot describe what | saw there and
how it made me feel.

= Becauseisatravel thatisimpossible to forget.

= Becauseisone of the most beautiful countries | have ever visited and the landscapes are breathtaking.

= Because it has a bit of everything; history, scenery, friendly people, good food, interesting alcoholic drinks,
art/music/literature, long days (in summer) and the Northern Lights.

= Because it has so much diversity. Volcanic, sea, history, not yet spoiled by commercialism. It offers something a bit
different.

= Because it has something absolutly unique! | was fascinated by things i saw every day. People are travelling to beaches
and big cities, therefore thisisa cool experiece thatis differentfromall the others. | really enjoyed the nature and thatis
whatiwill recommend!

= Becauseithasuniquenature and many differentkinds of nature in a relatively small area, and most of itis still rather wild
andraw, which israre in this world nowadays.

= Becauseitisabeautiful country, well maintained, and | loved reaching clean air and drinking pure water.

= Becauseitisabeautiful, desolate country. Very interesting. Terrainisincredible. People are lovely.

= Becauseitisadynamiccountry unlike anythingI've ever seen,.

= Becauseitisagood place for enjoy the nature. Everythingis wonderful.

= Becauseitisagreatexperience! You can dosomany cool thingsand see a city which is so different to England. Itis similar
to England in some factors but the beautiful landscape of Iceland isamazingand the trips you can do are great! So much
fun andyes|would recommend.

= Becauseitisasurreal new world, different from the usual trips. Contact with nature is too intensein this place.

= Becauseitisaveryinteresting place unlike any others|I've visited.

= Becauseitisan amazing country with so much to offer and wonderful friendly people.

= Becauseitis an amazing place that is so different than anywhere I've ever been, but it's also easy to get to and to get
around, and people are extremely friendly.

= Becauseitisan amazingplace tovisit (although quit expensive butstill amazing).



REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Becauseitisbeautiful and uncrowded - too cold for crowds.

= Becauseitisbeautiful here and so different from back home.

= Becauseitisone of the most beautiful landscape | saw in my life.

= Becauseitisone of the most magical places on earth!

= Becauseitisone of the most wonderful places on earth.

= Becauseitissodifferenta place to visit, the experiences you will not be able to find anywhere else.

= Becauseitissounique! Amustsee.

= Becauseitissuch an incredible and exotic place. Definitely different thananywhere else I've been to.

= Becauseitisthe most beautiful (and kind of mystical) country i've been toso far.

= Becauseitisthe most magical land I've ever been to, somuch tosee, and we only had 10 days. If | could doitagain, | would
come in Spring to experience something differentand spend more time therel

= Because it seems like areally cool country, even though we only got to see Keflavik. | don't know many people who have
said that they want to go to Iceland, it's always warm, beachy places that they want to go to, but | think Iceland is
overlooked and under-rated by a lot of people and actually have a lot to offer in terms of a vacation.

= Becauseitwasa beautiful country, greatfood, lots to doand easy tofly to.

= Becauseitwasbeautiful and satisfyingly different from other places.

= Because it was the most amazing country that I have ever been. Everythingwas so different that | @n't explain how the
place looks like. It's better if the person goes and takes a look on it.

= Becauseitwasthemostbeautiful placel have ever seen.

= Becauseitwasunlikeanyplacel've ever been and it wasso great.

= Becauseitsa beautiful and diverse place with friendly people, lots of things to do and see and a good atmosphere.

= Becauseit'sabeautiful country and offers a unique experience from other countries.

= Becauseit'sabeautiful country with lots to see and doand very friendly and happy people!

= Becauseit'sablend of perfect things, wonderful nature, kind people, professional services everythere.

= Becauseit'sabeautiful country, organized and full of nature and landscapes.

= Becauseit'saniceandrelaxing place.

= Becauseitsaphotographers dreamwith so much unspoilt countryside & epic scenery.

= Becauseit'san amazingdestination with so much to offer.

= Becauseit'sawesome.

= Becauseit'sbeautiful and magical.

= Becauseit'sbeautifulandsorich inculture.

= Becauseit'sexoticandsplendid! People were really friendly with us! Fromall the countries I've been Iceland was the most
surprisingone... With beautiful and exotic landscape!

= Becauseit'snotlikeanythingelse - a very exciting and different destination for the whole family, only 3 hours flight away.

= Becauseit'ssuch a beautiful island that compares to nothing I've ever seen.

= Becauseit'sthe mostbeautiful country | have ever been to.

= Becauseit'sunique andbeautiful - even though: too expensive:).

= Because of beautiful landscapes, unique environment, prevailing silence.

= Becauseofitunique landscape, low population density, ease of travel and short flight time from the UK.

= Becauseofits excellentgeology.

= Becauseofitsnatural beauty and often changing landscape.

= Becauseofitsuniqueandamazinglandscape.

= Becauseof landscape and food.

= Because of the amazing natural scenery and unspoiled, undeveloped landscapes, something that | think is becoming
increasingly rare. | foundittobe avery unique natural environment. Also it wasrelatively easy to travel around by car and
easy to find inexpensive accommodation such as cottages or guest houses where we could cook our own food. Also it is

only asixanda halfhour flight from Edmonton in Canada.



REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Becauseof the Aurora experience and because Iceland is not your typical destination.

= Becauseof the beauty of natural landscapes.

= Because of the beautiful landscape, the Golden Circle, the lagoons and excellent food.

= Becauseofthegloriousnaturel

= Becauseof the landscapesand the contact with nature.

= Becauseofthe natureandtheamazingly friendlypeople.

= Becauseof the nature experiences.

= Becauseof the naturel

= Because of the scenic value of the country. There area very few places in the world with similar terrain and scenicvalue.
Thatcoupled with an amazing culture and outdoor activities makesita wonderful place to visit for all types of traveler. In
addition, the food and nightlight wasa lot of fun.

= Becauseoftheveryinterestingnaturessites, the quiet of the country and the special calmatmosphere.

= Because of the wonderful, fairy tale-like landscapes that you can onlyfindinlceland.

= Because of your good food, friendly people and beautiful landscape it's like walking into a storybook where you get loads
of inspiration.

= Because the country is like nothing 've ever seen before. | am a great lover of nature, and to see such amazng scenery
was such a delight. Experiences like standing either side of an actual tectonic fault line, seeing an erupting geyser,
witnessing the Northem lights, going whale watching, riding Icelandic horses, and bathing in a hot spring all within the
space of 4 days and without driving for longer than 1.5 hours is just incredible. Everyone speaks English, and the only
person | came across who didn't, was desperately trying to help me in her native language and was just lovely! its just a
unique place, only a three hour flight from London!

= Becausethelandscapesare gorgeousand sodifferent fromany other place | have ever seen.

= Because the landscapes are very different from our national and you can see wondeful natural phenomenons suc as
aurora borealisand geysers.

= Because the nature is amazing, specially if someone have studied vulcanos, lava, geyser etc. it is simply amazing, the
colours of the ground, magmatic stones, incledible waterfalls...

= Becausethepeople were friendly and welcoming and there are so many unspolied natural wonders.

= Becausethesceneryisbreathtaking.

= Becausethesceneryisunigueandvaried, nowhere else like itinthe world and there is somuch todoandseein Iceland.

= Becausewehada greatvacation in Iceland.

= Becauseyou can see things there that can't be seen in other places.

= Because,it'sjustavery beautiful country. Love the landscape, the food, the shoppingand night life.

= Becuaseitoffers something for everyone, whether itis justa short city break, wildlife tours, arts and music or hiking trips
you can do it all. The country is beautiful and the people are very welcoming. Its not overrun by tourists yet and you @n
really have a holiday.

= Beeindruckende Landschaften. Walebesichtigungen. Interessante, eigenstandige Kultur.

= Beentheretwice. Loveit. Fromthe ppl to the sights tojust whatitlooks like. I'd move there tomorrow if | could.

= Bestplacein the world.

= Beautiful, friendly, landscapes, great food, lots to do and lots of beautiful country to see.

= Beutiful.

= Beyond the pure beauty of the landscape, it is incredibly tourist friendly. Locals are very welcoming and having English
everywhereis comfortingasa tourist. Theamount of untouched land and non commercialized space makes this country a
place you can truly getaway and unwind.

= Both my wife and | fell in love with Iceland, beautiful country, wonderful people, all of which were very friendly and

welcoming.
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= Breath taking country of beauty, unforgettable.

= Breathtaking.

= By farit'sthe Northern Lights. Loved the whole trip but that was the reason | traveled to Iceland.

= (ar tout est magique, grandiose, epoustoufflant. Une vie simple, une nature tellement sublime, on sy sent tout petit, et
que pour la premiere je me suis sentie... Ama place!

= (aterfor all tastes; relaxation/adventure, traditional/modern, nature/city.

= (Cause everybody should have the chance to experience the amazing country @

= (elafait 3 foisqueje suisvenu en Islande. Cestun paysdaventure etde nature.

= (estleparadisdu plein air ol les paysages sont unigues.

= (esttotalement depaysant. D'une facon merveilleuse.

= (Cestun endroit magique etun peupleislandais trés accueillant et amical.

= (estun paysnaturellementbeau, de grands paysages.

= (Cestun paysquinous permet de tous voir en peu de temps (montagne, geyser, glacier, volcans, etc...).

= (estun ressourcant et surtout impressionnant ! L'islande m'a transporté dans un monde quasi irréel avec ses paysages
tantdt lunaires, tantdt verdoyants. Les phénomenes naturels présents sur cette fle sont fascinants et j'en ai été
émerveillée. C'est pourguoi je n'hésiterai pas a recommander cette destination a tous car"il faut le voir pour le croire” et
chague homme mérite d'avoir vu cesrichesses de la nature au moins une foisdanssa vie.

= (Cestunemagnifique destination sifon souhaite découvrirde lanature, et c'est pour cela que je ne larecommanderaipasa
toutle monde.

= Cheaperflights with Easyjet, amazing scenery, friendly people, a feeling of adventure, a sense of beingaway from itall, a
nice scale, modern infrastructure and wifi, and great memories.

= Child/ family friendly, fun, nature, kind people, music/ art/ festivals.

= C(lean, safe, beautiful scenery and friendly people.

= (lean, safe, friendly, English speaking, beautiful country - not too crowded with tourists.

= (lean, safe, interesting, smart people, easy traveling.

= (lean, wonderful environment relatively free of tourism.

= (lose to nature, beautiful scenary.

= Completely different experience than anywhere else | have travelled. Alsosafety.

= (Completely different from other destinations that most people choose. A great experience. People are very friendly. But|
warn themthatitisavery expensive destination. | love to shop but did notbuy a thing! A lot of souvenirs are actually made
in China!

= Completely different landscape, something different, friendly place, great food, fun activities.

= Completely different type of holiday. Amazing landscapes! Chance of seeing northern lights.

= Completely unigue country like no other I've seen before.

= (Completely unigue fromconventional places thatis worth while to experience.

= (Confrontation with the earth upon whichwe live.

= (Contrasting countryside, cultureand history.

= (Convenience on your way to/from Europe. Completely unique landscape that has to be seen with lots of great outdoor
experiences.

= (onvenientto get there from Baltimore. Affordable air fare and exchange rate makes accomodations and food affordable
aswell.

= (ool place for a holiday. With many adventurousactivities can be done.

= (Cosit'sauniqueandbeautiful country!

= (Cost of travel, unique climate and natural wonders of the landscape, the native Icelandic purple and their niceness and
sincerity, the fantastic foods, and the availability to stop on a multi day layover when enroute to other destinations.



REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= (reo que es un paismuy inexplorado y que noestd tan cargado turisticamente. La gente que vaa islandia lohace porque
sabe que le va a ofrecer la oportunidad de entrar en contacto con la naturaleza y va a lograr escapar de los grandes centros
urbanos a los que estamos acostumbrados.

= Daich dortseit4 |ahren saisonal arbeite (und michimmer tiber Besuch freue) und vom Land fasziniert bin.

= Daslandisteinmaligund mitnichtsin Europa vergleichbar.Island muss man einfach gesehen haben.

= Des paysages superbes, des acceuils chaleureux, de bonnes infrastructures de logement (qualité).

= Despite thename, Icelandisaland of warm embraces.

= Destination hors du commun, des paysages magnifigues, des expériences uniques ( bain dansle blue lagoon, explosion de
geisers, etc...). Le contactavec la nature etles éléments est tres présent.

= Det eretdejligtland, og jeg @nsker selv at komme tilbage.

= Deteretfascinerende oguniktland.

= Dépaysant, accueillant, une belle aventure!

= Dépaysement.

= Dépaysementtotal, retouraux sources, magnifique.

= Dépaysement, tranquillité, décors fantastiques... un voyage quipermet de s'évader.

= Diferentfrom typical tourist goals- Natureisincredeble.

= Different type of vacation- more adventure.

= Different, clean, friendly people (mostly).

= Direct flights. Travel time. The hospitality of the icelandic people.

= Directlow cost(wow air)flights from Montreal. Easy to communicate in English if you don't want tolearn to say 'tak’, 'goon
dag.

= Distinctive and attractive local culture; magnificent nature; relatively easy to travel to.

= Dramaticand different.

= Dramatic countryside, delicious food, reasonable airfares, notalongflight.

= Etroppo bello.

= Eunluogo meraviglioso, la natura & al suo massimo.

= Easeof placestoget around, friendly people.

= Easeof touringarrangements-fresh air-safe.

= Easeof travel for English-speaking touristsis especially a plus. The country is very organized and easy to travel (credit card
friendly, etc.).

= Easyaccessto abeautiful country.

= Easyaccess, clean, friendly, great scenery, outdoor activities.

= Easyto getaroundand communicate with people, beautiful scenery.

= Easyto getto (from Toronto, Canada), friendly and safe country and LOTS to do.

= Easyto getto, lotsto do (even in the winter), good food, beautiful naturalscenery, easy to getaround on tours.

= Easyto getto, lotsto see, can doalotin a few number of days, easy to book and see things. Because it's sooo beautiful!

= Easyto gettoo, competitive prices, lots to see, quirky and intresting places to visit, well organised trips.

= Easyto navigate. Nice people.

= Easyto travel to/in, unique experiences, beautifuland different landscape.

= Elmejorviaje de mivida.

= Enfantastisk oplevelse.

= Englishisspoken, scenery is beautiful, very easy to make reservations for tours.

= Enjoyedthe unusual things Insaw there.
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= Eshatmirsehrgutgefallen.

= Esistdasschonste Land, dasich jemals bereist habe.

= Esist ein wunderschones Land. Ich habe grossziigige Gastfreundschaft, wunderbare Naturschauspiele und die lieblichen
islandischen Pferde genossen.

= Esunlugarhermosoy majestuoso, todas lasatracciones estdn perfectamente establecidas y confortables.

= Esun paisincreible.

= Esun paisunico, tiene paisajes que en ninguin lugar del planeta se pueden ver.

= Esunaexperiencia diferentealo convenconal! Todo el mundo busca playay sal, y el paisaje de Islandia no lo compensa un
cocktail a la orilla del mar, Islandia es absolutamente magico y cautivador.

= Especially froma geology point-of-view, itisan AMAZING place! Thenumber of natural wonders abounds, and a week just
isnotenough time to travel and see them.

= Etfantastisk landatrejseiunikt.

= Every destination was just "wow'". The apps and websites online also provided adequate safety information on roadsand
weathersuch that we could travel safely.

= Everyseason isdifferentandthe landscape is spectacular.

= EveryonespeaksEnglish, the flight fromNYCisnottoolong, everythingis so beautiful and thereis somuch todoand see.

= Everyonespeaksenglish. Easy to book trips toamazing places. Thecity life of Reykjavik.

= Everyonewasfriendly. It waseasy to getaround. Itis a beautiful country.

= Everythingabout it - the raw, expansive landscapes, the restaurantsin Reyjavik, the friendly people. The Blue Lagoon is
an easy sell! Probably won't be recommending the weather though!

= Everythingthat we saw wasso new & different tous, not like anything we had ever seen before. We are talking of coming
back in summer to see everything else we didn't getaround to butin a different season. So of course we are telling that to
everyone we talk to.

= Exceptional scenery so very different to home, no traffic on the roads makes for easy self drive tour, everyone speaks
perfect English, fantastic food and beer.

= Exeptional landscape,open/creative people.

= Exotic, accessible, affordable.

= Experiences, activites, scenery.

= Extraordinarios paisajesy buen servicio.

= Extreme geology, unusual habitats, rare birds, friendly people, variety.

= Extremely easy to plan, navigate and explore.

= Extremely. Itsthe best.

= Egelskuislands.

= Fantasticcounty, beautiful scenery and landscape.

= Fantasticlandscapes, very organized tourism companies, lovely people, outstanding food.

= Fantasticnature.

= Fantasticnature only a few hours flightaway. Dramatically different fromanywhere else in the tourist world.

= Fantasticnature.

= Fantasticplace, can be cheap, BEAUTIFUL.

= Fantasticscenery.

= Fantasticthingstosee, great people, relaxed attitude!

= Fantastisk natur oplevelse ogrimelige priser.

= Fascinating country, very different, friendly people.

= Fascinating geography. Friendly people.

= Fascinatinglandscape, northern lights. In summer, good for hill walking and camping.
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= Fascinatingnatural history, ease in gettingaround, so many places to visit.

= First and foremost, Iceland has the most beautiful landscape of any country to which Ive every been. Additionally, the
people of Iceland are very friendly and helpful, which makes it a particularly wonderful place for less experienced
travellerswho may be a little unsure of themselves and may need a bit more help.

= Flightwaseasy and my layover there was nice.

= Flightwasinexpensive, people were friendly, scenery was beautiful.

= Flights were very cheap, travel around the country was extremely easy, the beauty is beyond compare, and the people
wereincredibly friendly and easy to talk to.

= Flotnatur, venlige mennesker, megetatopleve.

= Foran outdoorsy person, icelandis absolutely paradise. Itissuch a beautiful country.

= For someone who would like to try the non-typical dty/beach vacations, Iceland is definitely a good destination. With its
beautiful natural wonders inspiring tranquility and simplicity. Its people are kind and polite. And, if you manage to avoid
the high season you can reallyrest and take your time to appreciate your surroundings!

= Fortheamazingnatural beauty.

= Forthebeautitul nature, the many bathsand interestingmuseums, and interesting architecture. It'salsoan isolated - and
therefore unigue - country. Also friendlylocals.

= Forthe experience of the unique nature.

= Forthelandscape.

= Forthelandscape, nature, food.

= Forthenatural beauty.

= For the same 3 reasons | gave in 'the memorable experiences' question + for the relax pace, chilly weather, nice frendly
people, arctic animals, simple architecture, all arts variety & crafts (handmade, homemade, authentic), outdoor pursuits,
amenities available, accommodation especially the hostels, better access this year as direct flights now on. ch and the
wonderful blue lagoon! the country is so diverse & unique.... feels'other worldly'yet homely!

= Fordidet erdejligtatveereder.

= Fordidet er et vakkertland med hyggelige mennesker og variert tilbud til en besgkende.

= Fordidet er sa specielt. Fantastisk natur og megetimgdekommende mennesker.

= Fordijegelskeratrejse ilsland og synes bestemtatdet er etland, man skal besgge mindst én gangi sit liv.

= Fordijegselv har haft en fantastisk rejse.

= Founditabrilliantand friendlyplace to visit.

= Friendliness of people, culinary scene, natural beauty/wonders of the land.

= Friendliness, closeness to Canada, everyone speaks english, ease of traveling around, amazing landscape, outdoor
possibilities.

= Friendly, lotstodo. Same time zone.

= Friendly and accommodating people and beautiful scenery.

= Friendly and lovely place to visit.

= Friendly and welcoming culture and beautiful country.

= Friendly Icelanders. Easy for an English speaking person to communicate and getaround, unlike anywhere else.

= Friendly locals, beautiful scenary, many activities.

= Friendly locals, greatfood, scenery like know where else in the world and lots of things to see and do.

= Friendly locals, interesting to explore, gorgeous natural wonders, and always exciting.

= Friendly people...lovely clean air....uncrowded.

= Friendly people and beautiful scenery. Tackle Perception about cold weather.

= Friendly people, beautiful country, clean accomodations.

= Friendly people, easy city to navigate, tons of things todo.
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= Friendly people, greatactivities, safe and great fun.

= Friendly people, prices are the same as Boston for food/drink, excellent tour opportunities not far frommy hotel.

= Friendly people, safe destination, fantastic landscapes.

= Friendly safe intresting.

= Friendly, safe and beautiful country.

= Friendly/Helpful people and amazing, natural, beautiful landscapes.

= Friends, family, co-workers, customers, strangers | meet by chance.

= Fromall my travels, its one of my favorite places and | myself cannot wait to return for a third trip. Itis refreshing to be
someplace where the fear of crimeisnotat the forefront of one's concerns. Itisbeautiful beyond words, its citizenshave
awonderful nature, andi wishi could live there.

=  Fromthemomentllandedin Iceland, tothe moment | was on the plane leaving Iceland | had goosebumps and butterfliesin
my stomach and body. Every inch of Iceland gives you the chills makes you realize how beautiful earth is. How a waterfall
or a bird, or some rocks on the beach can create such an impact moment in your life. How driving and seeing nothing but
mountainsand clouds and fog can bring some beauty to the human eye. Bye far the greatest trip of my life.

= Fullof fun.

= Funnice prople diffrentand safe vacation and jaw droping beauty.

= Fun travel destination with manyoutdoor activities and beautiful landscape.

= Fun!Greatoutdoor environment.

= Fun, exciting, amazing scenery.

= Gefdllt mir selber!

= Genuinely nice people, breathtaking views, wonderful tourism!

= Geographyisvery unusual; people were friendly.

= (Geology, easy to get to, very unigue, fun.

= Geothermal pools, Golden Circle, Strolling around Reykjavik by foot, small music clubs.

= Godmad, sede mennesker, god service, gode naturoplevelser.

= Going to Iceland got me some deep rest. | felt like | was meditating for 4 days. | was impressed by the brightness of the
colorsall around, the strength of nature and all the beautiful and quite unique phenomena it created in Iceland, so feeling
andseeing thatis something that | would definitely recommend to my friends.

= Goodplaceto relax.

= Good value for cost, close enough to get to without significant travel time, beautiful natural landscape, friendly, no
language barrier.

= Gorgeouscountry, friendly people, fantastic food.

= (orgeousnature, alottosee.

= Grandiose Landschaft, unglaubliche Naturwunder.

= Greatanddiverse nature.

= (Greatexperience.

= (Greatexperience. People are friendly, food is great and it has lots of adventures activities todo in a beautiful land.

= Greatfood/people/culture. The landscapeis mustsee.

= Greatfor first time travelers!

= (reatlandscapes, space, freedom.

= Great natural landscape (ice @ving, geysers, blue laggon, mountains, falls). Easy accessibility, even if country is quite
expensive for us (Mexicans), most of the things are naturals with free entrance.

= Greatoutdoors, friendly, efficient, unique.

= (Greatoverall experience.

= (Greatpeople and greatplace.
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= (Greatplace.

= (Greatplacefor ashort visit.

= Greatplaceto visit. Amazingscenery.

= (Greatplace, nice people, beautiful landscapes.

= Greatscenery, greatactivities, pleasant population, etc.

= (Greatviews.

= GroBartige Natur, nette Leute.

= Hadareally good time.

= Hadawonderful time, love the weather, interesting people, great food, and so much to explore.

= Hasalotof beauty to offer.

= Hasbeautiful scenery, somuch tosee and do.

= Haveagorgeouslandscape.

= Having been there many times to visit family, and been around the country, | feel | can recommend activities a person is
interested in.

= High density of natural beauty.

= How beautiful thelandscapeis.

= Http://leaveyourdailyhell.com/2015/12/18/30-pictures-that-will-make-you-want-to-visit-iceland/.

= | absolutely loved every aspect of my trip, and will never forget all that | saw and experienced. Iceland is a clean, safe,
beautifulandinteresting country filled with culture and a fascinating history.

= |absolutely lovedIceland. | found the entire country to be beautiful in thatit wasan unspoiled land. There isn't a massive
build up of hotels or commercial buildings. The starkness of the landscape had me in a sense of awe and wonder as| drove
through the countryside that was coveredin a thin layer of snow andice. The food wasamazingand the people were just
thefriendliest people I've ever met. My experience in Iceland was overall great and | cannot wait toreturn.

= |amatravel agent, andit'smy jobto sell theideal location to each client. | have several clients who would be interested in
thislocation.

= |enjoyedbeingin Iceland. | felt peace and contentment. Wonderful to be dropped at and picked up fromapartmentwhen
touring.

= |enjoyeditandl!think my friends would too.

= |enjoyedmy entire experience.

= |feelthatlcelandisstill untouched by modern technology. There is somuch natural beauty in the country thatis still very
pure. The glacier wak really was an experience I've never had before. And | feel like there were not too many tourists
which isa good thing!

= | felt myself very confortable in Iceland, the people are very much the same in the attitude towards life than in my home
country.

= | findlceland to be both very exotic (landscape, intriguing history) and easy to travel in due to friendliness of locals, most
of whom speak English, excellentinfrastructure, etc.

= |hadagreattime. The tour guides were knowledgeable, experienced and | understood them very well.

= |hadanamazingtrip. | loved the walking and site seeing tours | wenton, there's so much to seeing explore, | felt sosafe as
afemale solo traveler, and | had very positive interactions with everyone | met.

= |hadsomuch fun anddid not see everything | wanted to see yet. | will definitely go back.

= | hadsuch alovely time in Iceland. The people that | met - from the tour quides, guesthouse proprietor, service industry
workers - were warm and welcoming. The landscape is stunningandvast, and the more | saw the more | wanted to see. |
am intrigued by the dynamic geology and geography, the local folklore and the resilience of those who make a living
alongside thevolcanoes.



REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= | have been in Iceland in 2012 and decided to return in 2015. | would like to return to Iceland again. It is one of the most
appealling countries for me asitallows me to embrase nature and culture ata rithm that | like and with the calm that | wish
to have whenever lamin my travelling mode.

= | have been there 3 times already throughout the seasons and | LOVE IT! The people are wonderful, there are many
incredible thingsto doand places to see. It'samazing!

= |havebeen threetimesand| love Iceland...each time that| have been, it has been completely different.

= |haveneverseen a country with somany contradictions: cold & hot, white & green, ice & fire.

= |havenever visited a place with this landscapes before.

= |have travelled tomany European countries and have never experienced such wonderful hospitality everywhere and the
ever changingbeauty of the landscape.

= |justsimplyloveiceland.

= | like the relaxed atmosphere and it's different kind of destination. | did not travel the nature this time (been in Iceland
before), but would recommend everyone travel respectfully to the countryside as well.
= |likevery much tobe there.

= |love Iceland as a travel destination, summer and winter. Friendly people, excitingnature, cosy towns, hot pods, Alafoss
yarn, volcanos, waterfalls, geysir, northem lights, loads of great jewellry makers, good restaurants, yule-lads, and the
brilliant possibility of a stopover when flying Icelandair to/from North-America!

= |love Iceland as if it were my own country. | already have friends planning trips based on my recommendations and am
being personally asked toaccompany themas an ,,official” tour quide as I've traveled to Iceland three times in the past year
and have already traveled the entire country. As a photographer and designer, | have inspired people to make Iceland their
next vacation either on astop-over or in general. | am constantly asked what | believe they should do, where to go, and
how to goaboutdoingit.

= |love Iceland. The countrysideitself is ethereally beautiful and stark - feels like you're on the moon (but in a good way!).
The people are friendly and practical with a delightfully twisted sense of humor. Everything in Iceland seems to make
senseand be done in the most sensible way. Therestaurants are fantastic, and even in the dark of winter, Reykjavic feels
brightandalive. The food is fantastic as well. Every time we visit, we have to make reservationsat Grillmarket, and every
other restaurant we tried has been really good too. | also love the geothermal spas - not to mention little perks like not
havingtofeel quilty about taking a reeeally long hot shower!

= |loveitsomuch there, | amRussian and love the climate and extremeness, the people, culture and lanquage. | hope to live
there eventually!

= |lovethebeautiful scenery.

= |lovethecountry andit's full of activities.

= |lovetheenergy of Iceland. The adventurous activities, the relaxing hot springs, and the friendly people!

= |lovethelandscapesand people.

= |lovedall aspects of my trip there: the beautiful natural sights, the people, the food, the clean cities, and well maintained
roads.

= |lovedeverythingaboutthe country. The way of life as well as the excellent holiday.

= | LOVED Iceland! | rented a car and traveled around the Ring Road on my own for 2 weeks and | wish | could have stayed
forever! Iceland offers so many things that are so unique and that I've never been able to experience or see anywhere else.

= |loveditandl'ddefinitely go back myself.

= |lovedit. Itwasuniquely differentto my usual destinations.

= |loved my trip. It'sa great place to visit. Very economical. Noissues with language or food.

= |lovedthe beautiful landscape.

= | suppose the otherworldlyness of Iceland is very appealing, the History, the beauty of the Island. | want to see and

experience more of Iceland.
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= |think Icelandisa beautiful country, full of amazing sights and landscapes.
= |thinkIcelandisa fantastic country.

= |thinkitisareasonably priced destination for a different travel experience.

= |thinkitisawonderful place to travel with friends or family to explore, participate in outdoor activities and enjoy nature.

= | thought it was beautiful, easy to get around, easy to understand and communicate in English, delicious food, driving on
theroads was good, it felt safe.

= |wanttoqgoback andsee more of it. Itis so beautiful and people were very friendly.

= | wasextremely surprised with how beautiful Reykjavik was and efficient everything the area was to getaround.

= |wenttoUS, | haveseen half of Europe but the nature, people and food is just the best | have ever seen.

= | would recommend Iceland as a travel destination because it's very unique and unlike any other country. | also was
speaking with a local and it's wonderful you leam so many languages in school at a young age. | think Iceland is
inspirational and a treasure! | hope to go back one day!!

= | would recommend Iceland for the incredible and unique landscapes, beautiful natural wonders and waterfalls, and the
wide range of activities on offer such assnowboarding, glacier exploration, trekking, and horse-riding. The country has a
wonderfully laid-back feel and you can exploreitin your own way in your own time.

= | would recommend Island, not for someone who likes big cities, but for someone who likes or need to meet nature,
because the landscapes are very various and unexpected and unusual !

= | wouldrecommend it for those that love nature and natural beauty. It is a unique place with stunning scenery. We have
directflights from Denverandin less than 7 hours you are there experiencing another culture with friendly people always
willing tohelp.

= |celandbeautiful, clean, & with somuch nature toexplore! I'll be returningto check out the east side of the country & I've
already asked other friends tojoin me.

= |celand has a beautiful landscape full of opportunities for outdoor activities. It also has very unique activities, such as
geothermal baths and the ability to hike on glaciers, that you can't find most other places in the world. Finally, the food
was better than | originally expected.

= |celand hassome of the mostamazingsightsin the world, every corner of the country that you visit is ready to amaze you.

= |celand hassomething for almost every type of personality. You can relax in a geothermal pool/spa, shop in Reykjavik, hike
just about anywhere, take sightseeing tours or enjoy a gourmet meal. Out of all the places I've visited, it's the location
where the earth has felt mostalive.

= |celandhasthe mostamazinglandscape I've ever seen! Nature is amazing!

= |celandisabeautiful and exquisite country.

= |celandisamagical country with great scenery and plenty of things to do. Great food and very friendly people.

= |celandisa placelike noother. If you have not been there, you are missing out badly :).

= |celandisasmall country with many natural wonders, northernlights, and a walkable capitol city. Many of Iceland's natural
features can be accessed as day trips from Reyjavik. Reasonable flight distance from Eastern US.

= |celandisavery beautiful country tospot the northern lightsand to see the breathtakingice caves. Of the waterfallsand
thelandscapes were gorgeous as well.

= |celandisamazingfor people wholove to be outside. Thereissomuch beauty andit'squite easy togettoalot of it by car.
Thepeople of Iceland are all very kind and welcoming too which makes getting around the island easier.

= |celandisamazing!Itisa very beautiful country.

= |celand is an amazing country with outstanding natural scenic sights that no photograph will ever capture the sheer
essence of magicand perfection.

= |celandisan amazing country, the land of ice and fire. Great experience.

= |celandisan easy and safe country to travel. The direct flightwith lay over option willbringus back.
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= Icelandis extremely clean, friendly, beautiful and everythingis organic.

= |celandisjaw-droppingly beautiful.

= |celandislikeanother world and unigue to explore.

= |celandislike no other placeI've ever visited. The geological masterpieces, the vistas, the culture and food are all reasons|
would give.

= |celandisone of my beautiful placesI've ever seen, and | travel alot.

= |celandis one of my favorite places to visit! It's great for outdoors people, wholike hiking, horseback riding, etc., and the
scenery isstunning.

= |celandisone of the mostbeautiful and interesting places I've ever been.

= |celand is one of the most spectacular places | have ever been. | have never experience such extreme and beautiful
landscapes. | love that you can be in the middle of a city, then drive forhalfan hour and feel asif you are the only person
for hundreds of miles. | had never seen geyser, natural pools, or such a large amount of snow!

= |celandissobeautiful, so close tonature.

= |celandissuch abeautiful and interestingcountry. Everyone should visit Iceland.

= |celandis such apure country. Theair, the food, even the lanquage is like a breath of fresh air to listen to and speak. You
feel like you are on another planet where the mountainsand glaciers go on and on and there isalways a hidden waterfall
or patch of the softest moss tolay on. Itissoinexpensive tofly there, and while the prices in Iceland run rather high itisall
for good quality and a full experience. Iceland has something for everyone and has preserved so much of its culture.

= |celandisthe mostbeautiful place | have ever been in my travels. The people are equally as lovely and there is so much to
see and do while there.

= |celandisvery beautifuland nature.

= |celandisvery clean, locals are friendly and helpful, thereisalot to see and do.

= |celandisvery pretty and there are things there | have never seen anywhere else.

= |celand is what people expect. After much research for our trip, Iceland will be a destination for more trips. It's beauty,
ever changing terrain, activities tofiteveryone, spectacular waterfalls which are different during the winter and summer,
theaurora borealis, and most of all the friendly people. This makesIceland a destination hot spot.

= |celand just has so many wonderful and amazing things that other parts of the world do not have. While I had only spent
less then a week here previously | defiantly want to go back as there are so many more interesting things to explore and
learn about. | think anyone would love to visit this country for the uniquenessit has to offer.

= |celand natureisawesome, very unusual.

= |celand nature was a great surprise, the falls, geyser, ice caves, the northern light when i was driving on the road.
Georgeous!

= |celand offers activities for everyone: there's city life in Reykjavik, opportunities to go hiking or go on nature walks, and
relaxation in many of the geothermal pools.

= |celand offers expert advice on geothermal energy and has vast volcanos!

= |celandstole my heart, it'smagical. It's full of history, landscapes, endless outdoors activities, kind people, everybody over
there were kind tome. Itis the cleanest country I've ever been. Itis affordable, there are many waystosave. Iceland hasit
all, one can never get bored.

= |celandwasaunique travel destination, before going | didn't know that much aboutitbutllearndalotand foundit has alot
to offer. It'shistory, geophysical, aurora borealis, the Icelanders and their culture to name a few things.

= |celand was somewhere that | wanted to visit and was not disappointed. The experiences gained on my trip were
wonderful and the scenery was absolutely spectacular. | can't wait to visitagain and want my friends and acquaintances to
experienceit too.

= |celanders are very friendly. Amazing history and geology. Very safe, very clean, love attention to environment. Great

food.
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= |ch kenneviele Leute, die Natur lieben undIsland hat eine sehr eigene und urtiimliche Natur.

= |ch werde es empfehlen, weil die Islander selbst sehr offen und freundlich gegeniiber Reisende sind. AuBerdem ist die
Landschaftsehrbeeindruckend!

= Ifyou love natureas much asldo, Icelandis the place to go.

= Incredible landscapes, fun people.

= Incredible natural beauty, geological formations and activity, easy tonavigate and plan, tons to do, great deals, kind and
intelligent people and culture, great music and Iceland Airwaves.

= Incredible natural beauty; high standard of customer service.

= Incredible place with unique thingsand experiences.

= Incredible scenery.

= Incredible scenery and beautiful wildlife. Iceland is incredibly easy country to travel around, information is readily
available, infrastructure and facilities are European standard, locals are friendly and helpful and everyone speaks English.

= Incredibly beautiful, with arich history and amusing people. Has soo many natural wonders itis hard to take itall in during
onesingle trip.

= Insanely beautiful nature andlovely people.

= |Interesting.

= Interestingand uncrowded.

= Interestingandunique place. Friendly people. Easy to get to.

= Interesting country to visit, the friendly people and the well organised tours and flights. Hotel was central and fine for a
short break.

= |Interestingfeaturestosee, very easy tofind your way around and very helpful and friendly people from start of holiday at
car hire, throughout holiday with hotel staff and people we met generally. Very welcoming.

= Interestingplace.

= Interesting, unique, friendly.

= Interstinglandscape and the sheltered life of the towns (non international influence).

= |snotveryfarfromCanada, itisvery differentcountry and thereisa lot to see.

= |slanderetdejligt sted, der er god infrastruktur omkring oplevelserne.

= |Island er et fascinerende land med mange muligheter for opplevelser, et stolt folk som holder pa spraket og tradisjonene
sine og samtidig utvikler seg.

= Island er meget smuk i vinterdragt. Har tidligere besggt gen en sommer - det var ogsa en dejlig oplevelse. En dejlig @,
dejligt folk.

= Island har megetatbyde pa. Bl.a. storslaet natur, god mad, gaestfrie Islendinge :).

= |Islandhatwas...

= |sland ist eines meiner lieblingsreiseziele. Dieses land mit seiner natur, seiner landschaft, weite, einsamkeit,
unterschiedlichen facetten bedeutet mir sehrviel.

= |slandistmeine zweite Heimat.

= |slandtutgut. Esbringteinen zur Ruhe.

= Island'sbeauty isone of akind, it's not something you can find anywhere else in the world.

= |tis a one of kind destination. Beautiful and unique. Plus the people in Iceland are exceptionally warm and helpful to the
tourists.

= |t has agood mix of family activities but also romantic fun for couples. We want to go back to Iceland in summer because
the change of season means we will be able to see and do things in a different light. It'sa unique destination because it's
not just about going there and checking activities off the list. It'sa very spiritual and beautiful setting to build memories
and moments that we will be thinking about forever.
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= Ithasalot to offer, from hiking, to swimming, to snowboarding and there are many beautiful sights to see by car or on a
tour.

= |thasfantasticlandscapes, very well kept and everythingis clearly marked. It was the first time we saw the northem lights
during our honeymoon, it was a very special experience.

= |thasgreatnatural beauty andis sointeresting geologically.

= |thassomany extremes, fromvolcanos to mountains to graciers to grassy planes to turbulent coasts.

= |thassomuch natural beauty. Everybody speaks near perfect English so there isnolanguage barrier.

= |thassomethingforeveryone.

= |thassomethingfor everyone - outdoor hikingexploring, city life, drivable by visitors with good maps/information, easy
touritineraries.

= |thassuch an unique naturalbeauty thatis awesome!

= |thassuch beautiful and variable naturallandscapes.

= |tisabeautiful country.

= |tis a beautiful country and there is a lot of different activities to do and foods to try. Due to its isolation, itis really a
uniqueplace tovisit.

= ITISABEAUTIFUL COUNTRY AND WE FELT VERY WELCOMED.

= |tisabeautiful country with alotto LEARN and see and do! Itis very unique geologically.

= |tisabeautiful country with lotstodoandsee. Thedistance fromthe USis managable.

= |tisabeautiful country with unique experiences to takein, interesting food choices, and natural beauty.

= |tisabeautiful country!

= |tisabeautiful country, the scenery isamazingand the people are so friendly.

= |tisabeautiful country, where you will never fail to find something to do or find something amazing to see.

= [|tisabeautiful country, with lots of unspoiled nature.

= |tisabeautiful place.

= |tisabeautiful place with very differentlandscapes!

= |tis a beautiful place, breathtaking views, people are friendly and there's so much to see. | have been to many European
countries, butlcelandis by far my favourite one because of it'snature.

= |t is a beautiful place, easy to get to from east coast US, reasonable to fly there, has great food and drink, and no
complaints. I have already told about 30 people to go.

= |tisabeautiful place, everyoneissonice, itkeeps getting better and better, and there's still somuch to see.

= |tisadifferenttravel experience.

= |tisagreatcountry, very fascinatingand people are sowarmand welcoming.

= |tisamagicalland. Thereisnoplaceelse like it!

= |tisaplacelikenootherintheworld.

= |tis a really cool and awesome place where has the contrasting things like snow and volcanic area like Black Beach;
amazing natural created. The nature is great, the air is really fresh. Northern Light is real impressive and | hope the
MidnightSun isaswell.

= |tis a really unique country. The scenary is different from anywhere else | have seen. The people are friendly and
welcomingand | founditvery easy to travel around.

= [tisarelatively shortandaffordable flight. Thelandscape is completely unique. | have traveled coast to coastin Canada,
and many other countries | have traveled to just remind me of a piece of home (making part of me wish I had traveledin
country instead). Iceland is something new. The hiking and outdoor adventure opportunities are varied and due to the
small size of the country everything isaccessible. This makes travel there during a vacation much less of a chore than it
mightbe elsewhere.
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= |tisa shockingly beautiful and in its own special way very exotic destination that can be done affordably and without
requiringa lot of time off work or away from home if time is an issue. Though the food/shops are quite expensive, it is a
quick flight from the US that can be purchasedat decent fares, and housing optionsatall price points are plentiful. | have,
in fact, already recommended it to several friends and colleagues, just about anyone who is even the slightest bit
interested in travel. You may consider me one of your unofficial U.S. Tourist Ministers!

= [|tisasmall beautiful country.

= [|tisauniquebeautiful country that nota lot of people know about.

= [|tisaunique country with much beauty and friendly people. |alsoliked the weather.

= |tisaunique destination that offers a spectacular view of nature and the elements. Most of all | love the people who are
kind, courteousand practical individuals who have been fashioned by their environment.

= |tisauniquedestination thatisvery easy totravel to. There'sa wide variety of activities to doand even with the week we
were there, there'sstill a lot that| would have loved to do.

= |tisauniqueplace.

= [|tisauniqueplace with stunningscenery.

= |tisawonderful country with so many great natural wonders to see! It was such a welcoming and beautiful country as
well!

= [|tisawonderfully, undiscovered travel destination with lots of culture and experience, fit to satisfy a casual vacation ora
hardcore adventurer. Iceland has something for everyone.

= |tis absolutely breathtaking and | always have a great time when | visit. |am married to an Icelandic person and | plan on
movingtheresoon. | justneedtofinda job. If you have any suggestion feel free to let me know :-).

= [|tisamazingplace with beautifull nature.

= |tisamazingly beautiful.

= |tisan absolutely gorgeous country andalthough it can get expensive to travel around, itis a very worthwhile vacation.

= |tisan amazing & diverse country, unigue and unlike anywhere else i have been. 4 days wasn't enough to see the country.

= [|tisan amazing country.

= [|tisan amazing country with brilliant, friendly people.

= [|tisan amazing country with spectacular scenery and an array of geographical landforms. The people were really friendly.

= |tisan amazingplace! Thiswasour third trip and | already want to come back!

= [|tisan amazing place, the beauty, the clean air, water, nature.. itis trulya friendly and free nation.

= |tisan amazingplace. I've been 3 timesin 2 years (In June, August, and April) and want to go back and see more each time.
My artwork has changed as a result of my coming to Iceland; it's a photographer's dream. The music, the fact that each
town hasits own handwork shop, the people, the fresh air that makes me feel so healthy...I could keep going on and on.
Truly in love with Iceland.

= |tisan easy flight fromthe eastern US, especially with the cheap airfare from WOW airlines. Itis beautiful and adventurous
and well worth visiting.

= [|tisan exceptional country full of interesting people and landscapes found nowhere else on Earth.

= |tisan exceptionally beautiful country and the people are extremely friendly and welcoming. It has so much to offer.

= [|tisan exciting place with incredible nature and outdoor experiences to be had and the people are great.

= |tisan extraordinaryisland. Although linked with Europe, itis very different from other European countries. The standard
of service and cleanliness is very high and there is plenty to see and do. The tourist attractions, such as the Northern
Lightsand geiser are not commonly seen elsewhere.

= |tis an incredibly beautiful place and it literally takes your breath away. Icelandic people are also wonderful and very
welcoming. Reykjavik is a great city tospend timein butif someoneisintonature, Iceland is the place to be.

= [tisan interestingdestination with plenty of natural beauty, a lovely capitalcity as people with good humour.
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= |tisbeautifuland touristfriendly.

= |tisbeautiful place one mustsee:).

= |tisbeautiful!

= [|tisbeautiful, accessible, and there are lots of fun thingstodo, butitis also quite unlike other places I've been or heard of.

= |tisbeautiful, thereissomuch todo, the city issmall and charming, and itisa unique place.

= |tisbeyond beautiful. Thisis my second trip therein two years. | was in awe the entire time.

= [tisdifferent toanywhere | have been before!

= |tis easy tonavigate, easy to find the main attractions and everybody's English is very good, makingit one of the easiest
and most enjoyable placesI've ever travelled.

= |tisfunandreasonable.

= [|tisgorgeous, the people are friendly and lovely, and the food is great.

= |tisone of the most beautiful countriesin the world. This being said itis not for the fair at heart. Iceland will break you, but
in doing so, it shows you true beauty.

= |tis one of the most beautiful places | have ever seen, and so open and welcomingandaccessible. Ithas everything - the
only downside is how expensiveitis! | will paying it off for a long time to come!

= |tis one of the most beautifully different and amazing countries | have ever travelled too. Not only was the landscape
perfect, the people and food were also justas good.

= |tispeaceful and beautiful- a differentkind of traveling.

= |tisprobably the most beautiful place | ever visited. It houses the best mother nature has on offer. And also for the relaxed
atmosphere.

= |tisreally different as a whole. In fact, it has set such a high standard in terms of nature that after i've been to Iceland,
(highlands in Scotland) doesn't appeal very much tome ™It'sreally amazing & beautiful how just within the south coast of
Iceland, you get to see different transition in landscape, esperiencing waterfalls, black sand beach, glacier all at the same
time. It'slikeanother planeton its own! The people are very friendly & helpful too! Although it can be a little expensive to
travel in Iceland butits so worth every penny!

= |tissobeautiful. Nexttime | would like to stay longer and see the volcano.

= [tissodifferent from anywhere else | have been. The scenery is breathtaking and the people very friendly.

= [tissodifferent from everywhere I've been. The people are very friendly to tourists.

= |TISSODIFFERENTTO ANY OTHER COUNTRY THAT IHAVE VISITED, ITISABIT LIKE AUSTRALIA IN THAT ITHAS EXTREMES
ON WEATHER AND LANDSCAPES. THE RAWNATURE OF THE LAND IS EXCITING.

= [|tissouniqueithastobe experiencedaswords don'treally describe it effectively.

= |tissounique with such breathtaking landscapes. Itis like traveling back 1000 years to experience nature at that time but
with modern 21st century comforts - this experience hasnever been feltin any places we have visited before and we have
seen quite a bit of this world.

= |tissuch abeautifulandunique country. There are things to doand places to see which you can't getanywhere else in the
world. The people are generally very friendly and welcoming and the vibe is overall very relaxed and easy-going.

= |tissuch abeautiful country with warm people. The food is good and it feels very safe to travel solo.

= [|tissuch abeautiful country, withamazing scenery and amazing people.

= |tissuch aspectacularly beautiful place with many things for outdoor enthusiasts.

= |tissuch anincredible country and is so gorgeous! The people are friendly. | fell in love with the country and can't wait to
go back!

= |tisthe most beautiful place | have ever been. Its natural beauty is surreal.

= |tisthe most beautiful place | know.

= |tisthe most beautiful place I've ever seen and the land is untouched. Youfeel so at peace while your there.
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= |tis the most beautiful, scenic county that is not too touristy. The people are so friendly, and there is so much to do and
see.

= |tistotally differentexperience, outof thisplanet!

= [tistotally diffrentto Spain, the weather, the nature and the culture, thismake it extremely interestin in my opinion, plus
isareally safe country and people is welcomingand very helpful.

= [tistotally fascinating. | have been to other volcanicareasand in some ways Iceland has sosimilarand yet it hasa flavour
all of its own.

= [|tisunique.

= |tisuniqueandwelcoming.

= [tisunique, greatnature, friendly people, feels healthy, clean and ecological. And great vegetarian food in restaurants!

= |tisunlike any place | have traveled to before, and offers a variety of experiences.

= |tisverydifferent from therest og the world. The nature is fascinating. People are friendly. Iceland's history is interesting!

= Itisvery differentof every other place that| have been and ithasa wonderfulnature.

= |tlooksspectacular, it's easy to book tours, parts of Reykjavik are very walkable, it feels very safe fora single traveller.

= |toffers a beautiful landscape of the mountainsand seal!

= |toffers alotfor natureloversand you can easilyspend time there even with avery eager 1 year old.

= |tprovided amazing outdoor adventures, deliciousandfilling food, and pleasant people, for an affordable price.

= |t seems beautiful and a great place to discover. I'll go back when it's warmer and when lactually plan the trip instead of
getting"stuck” there because Iceland Air decides to cancel my connecting flight from Europe.

= |twasa beautiful country andreally easy to get to.

= |twasabeautiful country with adventure atevery turn. And witha direct flight from Boston, it was VERY easy to get tol

= |twasabeautiful country with very friendly andhelpful people. The only downside was we spent a lot of money when we
were there but we had been told to expect thisand | would warn friends about this also.

= |twasa beautiful extreme place thatis not that far from Boston.

= |twasabeautiful place. We had somuch fun. Itwasa mustsee!!

= |twasafun andsafe experience thatlreally enjoyed and would do againina heartbeat.

= |twasagreatexperience. The people were friendly. The country was beautiful.

= |t was a great stopover point for me and there are a lot of things to do that are close to the airport if you have a limited
time. I think itwould be lovely to see more of the country, which has sucha unique landscape and structure.

= [|twasarefreshingchange of pace with beautiful sights to see.

= |twasawonderful experience to see the country and try the foods.

= |t was absolutely breathtaking. There is nowhere else on earth you can see everything that was seen there, volcanos,
glaciers, northern lights, fissures, fjords, geysers, waterfalls, etc.

= |t was amazing and different in so many ways, especially geologically and meteorologically. Also very clean amd
comfortable and friendly.

= |twasamazingly beautiful and the people were very nice and welcoming!

= |t was an amazing experience, and | can not wait to retum- and hopefully a few friends will join me. I have never felt so
close to (and soawed by) nature, and Iceland is easily the most beautiful place | have ever been. Plus the cultureis super
interesting tolearn about, and everyoneis so friendly!

= |twasanamazingvacation that | never would have thought possible.

= |twasan experience like noother, and something everyone should get to experience oncein their life.

= |twasan interestingand very differentholiday.

= |twasanotherworld. Remote, isolated, clean,. differentnature, beautiful.

= |twasbeautiful andrelaxing.

= |twasbeautiful and very natural. Unspoiled by excessive tourism.
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= |twasbeautiful and wildand not like anything I'd even seen before.

= |twasbeautiful with lotsto see. Small enough that someone could get thru itwithin a week, but bigenough that thereis
LOTStosee. Somany hotelsand guest houses to choose from. People were so friendly too.

= |twasbeautiful!

= |t was beautiful, different, and so easy (and comparably cheap) to get to, with a direct flight from my hometown of
Denver, Colorado.

= |twas beautiful, different, friendly, and accommodating.

= |twasbeautiful, easy to get to, and the horses were amazing!

= Itwasbeautiful, feltadventurous, andIcelanders are very friendly.

= |twasbeautiful, greatairportand everyone was friendly.

= |twas beautiful, the people were friendly and travel felt very easy!

= |twas beautiful, with somuch wonderful hospitality, and so much to explore.

= |twasbeautiful, with stunning scenery, friendly people, great food and a fantastic experience.

= |twasbeautiful. It was easy tonavigate. The people were great.

= |twaseasy to get around speakingonly English and withouthavingtorenta car. lthas many natural areas to explore that
are beautiful.

= |twasfabulous, somuch todoandsointeresting. The country has so much to offer for tourists. | would highly recommend
family and friends to travel toIceland.

= |twasfascinating, and the people were wonderful.

= |twasfunanddifferent.

= |twasincredible, there weren't too many people crowding all the incredible outdoor spots, and it was easy enough for us
to getaround.

= [|twasincredibly beautiful.

= [|twaslikenothingl've experienced before. It's beautiful. There's somuch to see.

= [twaslovely in my brief time there. People were very friendly. Gorgeous landscape.

= |twasmy favorite place thatl have ever traveled to. It was beautiful, the food was delicious, the people were sonice, the
feeling of safety was unlike anything I've experienced anywhere else in the world, the nightlife was great, etc. The only
thing that | didn't like were the tourists disrespecting the beautiful country by doing things like littering, so | will only
recommend Iceland to people whal think willrespect the country and treat it well.

= |twasnaturally beautiful, easy to getaround, friendly people and relaxing.

= |twasoneof the greatest experiences | have hadin this point of my life.

= |twasone of the most beautiful places we've ever visited, with some of the most friendly people imaginable.

= |twasoneofthe mostinteresting vacations thatlhave ever taken. [t was not restful but it was so enjoyable. The Icelandic
people were so friendly and helpful and the scenery was amazing.

= |twasone of the most magical experiences| have had.

= |t was otherwordly and took me out of my comfort zone, yet there is something familiar about Iceland when you come
from Maine. Also, the trip was so easy from Boston!

= |t was paradise. I've never seen such beauty, not even in the Bahamas. It was like a painting everywhere | went. So much
culture, a million things todo, and endless avenues with new discoveries.

= |twasreally nice tosee a combination of different faces of nature very well preserved. We would like tovisitIceland once
again in summer and will visit remaining locations of Iceland.

= |t was so beautiful. | felt safe travelling and never felt lost or in trouble. As a tourist, | fell in love with the people and
gorgeous landscape.

= |twassobeautiful. | think everyone should see it.

= |twassodifferent from California and it wasa fundestination. Loved the Icelanders!
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= |twassodifferent to where we are from. Everyone is friendly and was proud of their country. The landscape is beautiful.

= |t was so gorgeous and the people are so friendly and amazing! It was great to visit a European country that welcomed
tourists so well!

= |twassuch abeautiful country, safe, cleanand easy to get to. The people were very friendly as well.

= |t was such aunique experience. Reykjavik wasa lovely city with so many lovely cafes and restaurants. Driving along the
ring road was amazing, the landscape was beautiful.

= |t was the best travel experience | had so far, even though | have only visited 5 countries besides Iceland. Iceland is the
most beautiful country | have even seen. It's the ideal place if you're into nature and natural wonders and it is also
challenging froma psychological point of view: the weather is ever changingand a lot of activities depend on itsoyou can
plan your whole trip ahead and have it changed at the very last minute. The amazing thingis that, no matter how much
your plansforcibly change, you have beautiful things allaround you and it won't be disappointed.

= |twastheideal trip; easy and approachable, butstill an adventure.

= [|twasunique and beautifuland natural.

= |twasunlikeany placel have ever been.

= |t was very easy to get to and around, it's crazy beautiful, it wasn't terribly unreasonable price-wise, the food was tasty,
there'salot of character, it'sreally cool.

= [twasn'tterribly far. It was different. People were VERY friendly. Lots to see and explore.

= |t'samagicplace with magic people.

= |t'sabeautiful and majestic place. There's something new around every corner and you get to be absolutely encompassed
by the natural beauty of the earth.

= |t'sabeautiful and peaceful place to go and see and be one with the wonders of the earth.

= |t'sabeautiful and unsual country.

= |t'sabeautiful country.

= |t'sabeautiful country and|feltvery welcome there.

= |t'sabeautiful country and peaceful.

= |t'sabeautiful country and there are a variety of interesting attractionsthat you can't find elsewhere. The people we met
were very friendly and helpful no matter where we went.

= |t'sabeautiful country I loved every minute of my visit.

= |t'sabeautiful country with amazing landscapes.

= |t'sabeautiful country with many outdoor activities.

= |t'sabeautiful country with somuch structure, safety and nature!

= |t'sabeautiful country with somuch to see and experience-there'snoway tofititall ininthe 3.5 days we were there.

= |t'sabeautiful country, friendly welcoming people.

= |t's a beautiful country, amazing natural phenomena, very quiet so good for a relaxing holiday, very liberating to travel by
car on those quiet roads, people are friendly, cozy questhouses, thehotels and (great) food are expensive but the sights
are for free, it's easy to travel around as it is safe and well signposted, it's not too long of a flight and no major time
difference.

= |t's a beautiful country, like another planet. Everywhere you tum, the views are amazing, the people are so kind and
gettingaround was easy.

= |t'sabeautiful country, peaceful, relax, and the glacier is good experience.

= |t'sabeautiful country, the people are nice andit's not too far.

= |t'sabeautiful country, with incredible things to do and a warmand easy people.

= |t'sabeautiful country. Lots of things todoif you like outdoor activities.

= |t'sabeautiful country. The landscape was beautiful. Loved everywhere that wasn't a city.

= |t'sabeautiful destination with unique sitesand it's very traveler friendly for English speakers.
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Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= |t'sacountry where thereisstill ,pure nature”. You can make beautifull hikes with magnificant views, stunning waterfalls
+ you can combine the hiking with relaxingin one of the manypools. It'sa country that breathspeace.

= It'sadestination few people | know have ever visited and | found Iceland to be such an incredible gem | want my friends to
experienceitaswell.

= |t'safantastic place.

= |t'safascinating country with spectacular natural wonders.

= |t'safascinatingdestination.

= |t'sa gorgeous peaceful place with a lot of undiscovered or advertised diversity. I'm from NYC and we have everything
here. | did not miss it because | could get everything there plus the airis cleaner and crisp. The people were so nice and
welcoming. We wish toreturn annually to this beautiful country.

= |t'sagreat place-accessible, easy to get around andreasonably priced. As per previous - it's beautiful and thereislots to
see anddo. I'dlove to go back toride the horses, see the Northern Lights, spend some more time in Reykjavik.

= |t'saplacelikenowhereelse.

= |tsashortflightfrom Torontoandthereisplenty todoandseein Iceland, enough for a weeks visit.

= |t'sa shorter flight than expected from Seattle (only 6 hours). Icelandair is a fantastic, affordable airline. Icelandic people
aresowarmandinviting, and the landscape is otherworldly.

= |t's a special place. The people are warm and welcoming. The landscape is stark and beautiful. Ifsa unique and wonderful
country.

= |tsaunbeliaveble place tovisit. Totally different of everythingin the world.

= |t'saveryinteresting country with beautifulheritage and history. | would love to visit again and see more of the country.

= |tsaveryinteresting, unusual country, beautiful landscape, safe, good service everywhere.

= |t'saveryunigueandunmatchable experience! You can't experience anythinglike Iceland anywhere else in the world. The
people are lovely and the natural scenery is amazing.

= |t'sa well kept secret! Im glad Icelandis promoting tourist so more travelers have an opportunity to experience the great
country.

= |t'sa wonderful country and everyone was so incredibly nice. | would love to come back and explore the country in the
Spring/Summer and see the black pebble beaches in Vik. The next time | return, | will bring my kids and mother.

= |tsawonderful place. Lots tosee & do, buta bit pricey. | felt very safe and welcomed.

= |t'sabsolutely beautiful. People are friendly and kind. Amazing seafood dishes.

= |tsamazing.

= [Itsan adventurous place to travel to with a lot of different excursions, the people are super friendly, it was easy to get
around and the food was great. The only downside is how expensive drinking is.

= |ts an amazing country with a good enough touristic infrastructure to be sufficient for any traveler but without
exageratingand creating too much structure shifting the focus from the sights. Perfect country for my kind of sightseing
since | absolutelly love beautiful untouched landscapes.

= |t'sanamazing country with lovely citizensand beautiful scenariesall year around.

= |tsan amazing country with wonderfulscenery that youare unable to find anywhere else in the world.

= |t'sanamazingcountry, full of surprises.

= |t'sanamazingcountry, the natureis sobeautifuland you can come atrestin Iceland.

= |tsanamazingplace, it'sbeautiful andit's like you are on another planet!

= |t'saneasy tripfromNYC. The people there were friendly and the country is beautiful.

= [|tsbeatifull, unique, notfar fromnetherlands, easy to drive and do sightseeing, good english.

= |t'sbeautiful.

= |tsbeautifulandsodifferent to most holiday destinations. Wildlife watching opportunities are brilliant.
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= |t'sbeautiful and somuch funl!

= |tsbeautifuland the country seems to work like it's supposed to.

= Itsbeautifuland unique.

= |tsbeautifuland unlike anywhere I've been before--like visiting another planet!

= It'sbeautifulandvery different from Canada.

= |tsbeautiful place with helpful and kind people.

= |t'sbeautiful!

= |tsbeautiful! And unlike any other place I've been.

= |t'sbeautiful! Easy to get to. So many things to see.

= |t'sbeautiful, clean and food is good.

= Itsbeautiful, friendly people, small and easy to get around.

= |t'sbeautiful, friendly, excitingand interesting.

= |t'sbeautiful, great outdoor activities, friendly people. I'd like to visit again in another season.

= |t'sbeautiful, noplacelikeit.

= |tsbeautiful, not too touristy. Clean city - lots of activities available.

= |t'sbeautiful, peaceful, and quiet. Icelanders are friendly and the food was great. The scenery is breathtakingand the Blue
Lagoon wassorelaxing.

= |t'sbeautiful, the people are friendly, andit's so wild.

= |t'sbeautiful, the people are sonice, the country isreally safe.

= |t'sbeautiful, unigue, and hassle-free.

= |t'sbeautiful.

= |t'sbeautiful. If'sexciting tolearn aboutand see.

= [|tsbeautiful. Nature, people are friendly, safe, free, fun and exciting.

= |t'sbreathtakingtodrive through asan experience, and so easy toaccess.

= |tscamedown tothe excellent tour quides. They are well educated. That made a huge difference in the tours.

= |t'sclose. Fun and still rugged - not as commercialize. Experience that you will remember (outdoor) and goods that are
normally not available outside. Movie setting.

= |tsdifferent. The natural featuresare spectacular.

= |t'sfantastic! greatlandscape-lovely nature- baths - people!

= |t'sfantastically gorgeous.

= |tsgreat!

= |tsincredibly beautiful, the cultureis quite interesting, the people are friendly, and even though itis extremely expensive,
itsworth every cent.

= |t'sinteresting.

= |tsinterestingandenjoyable.

= |t'sisolated fromtherestof the world, stayed untouched with amazing nature. People are nicerand more helpful than any
other country.

= |ts just a different life style from London, not loads of people rushingaround trying to catch a bus or tube and unfriendly
people, Iceland wasa lovely place to visitincluding the people who welcome you to it would rather buy a house there then
in my own country.

= |t'sjustanaturally stunningplace!

= |t'sjustsuch abeautiful place.

= |tslikeanotherplanet.

= |t'slikenootherplace I've been to, everyone should visit Iceland.

= |tslike nowhere else. Vastand beautiful. Peaceful and welcoming. Incredible aspects of nature everywhere.
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= |t'slocation and small/home-y feel.

= [Itsnatureisunique and people are mostly friendly and wonderful.

= Itsnotcommercialized, yet.

= |tsnotterribly far to travel fromhere. | can leave after | finish work and arrive in Iceland in the morning. Its convenient fora
extended weekend gateway. Taking off from Terminal 2in MSPis not as stressful as Terminal 1 too soit's quick and easy.

= |t'sone of a kind experience. The landscape is remarkable: its combination of various natural phenomena that you don't
get to experience in one place anywhere. People are friendlyand always helpful. And food isamazing.

= |t'soneof few places in the world one can see such a primordial landscape.

= It'sone of the most breathtakingly beautiful placesI've ever been! People are very friendly, the atmosphere is clean, and |
lovedit!

= |t'sone of the most magical, inspiring, and spiritual places I've ever been to.

= |t's only a short flight away, but offers a quite unusual holiday experience. It is also very well set up for tourism, the
servicesare very efficient.

= |tsquiteuniquein landscape, sunshinedistribution, culture, and society.

= Itsreally a great travel bargain, beautiful, clean, and friendly with an excellent transportation system.

= |t'sreally beautiful and different fromwhere live.

= |t'sremarkably beautiful.

= |ts remoteness but lively lifestyle and culture Loved learning about Iceland's history. (Would have liked to have leamed
more).

= |t'ssafe, many people speak English, lots of things todoand see.

= |t'ssafe, modern, and there are plenty of things to do.

= |t'ssobeautiful there.

= |t'ssobeautifulll Thereisalways snow, the atmosphere is greatand attitude is so relaxed and friendly.

= |t'ssodifferent fromany other continent.

= |tssodifferent toanywhere else | have ever been!

= |ts so different to anywhere I've been! The facilities offered were fantastic!! No matter the age there is something
different for everyone to experience! Whether thats the endless bus tours available or a physically demanding adventure.
Icelandis perfect for everyone.

= |t'sso naturally beautiful and everyone we encountered was friendly and enthusiastic. There were lots of attractions to
see (waterfalls, glaciers, museums, etc.) and they were all very accessible. There's something for everyone!

= |t'ssonaturally wonderful, people are friendly and helpful, it's different from other vacation destinations.

= |tsstunningandamazing aninhabited wilderness.

= |t'ssuch aunique country and has many exciting things to see and do.

= |t'ssuchaunique landscape. Plus, I'd love to go back during the summer for hiking. Additionally, since it's a direct flight
from Denverit'svery easy for ushere.

= |t's such an interesting place. Fantastic scenery/landscape. Lots to see and do. Very friendly people. Wonderful
architecture. Fresh air!

= |tssurrealinitsbeauty. I've never been anywhere quite like it.

= |tsthemostamazingplacelhave evervisitedand|aman avid traveler!

= |t's the most amazing place I've ever been to. The landscapes are stunning and | felt close to the nature for all the time.
Everythngis clean and not spoiled by humans.

= |t'sthe mostbeautiful place | have ever seen.

= |t'sthe most beautiful place I've ever been and there's no other place like it.

= |t'sthe most beautiful place I've ever visited, and it's affordable to get there.

= |tsthe most beautiful place I've visited.
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= |ts the perfect place to visit for both family, friends and couples. Its adventurous, beautiful, romantic, fun and most of all
SAFE! I never feltin danger EVER!

= |t's unique. Definitely worth a visit if you like to be at peace with nature, calm and relaxing atmosphere. Very friendly
icelandic people. Visually beautiful.

= It'sunique. Full of cleansing energy.

= |tsuniqueness.

= |tsunlikeanywhere else you're likelytovisit, and the flights from NYCare relatively inexpensive and quick.

= |tsvery beautiful.

= |t'sverydifferent fromanywhere else I've visited, and has a unique culture. | found Icelandic people extremely helpful and
the tours very well organized.

= |t'svery different to any other holiday destinations, hasits own charm and the people make you feel really welcome and
safe.

= |t'svery easy toget around and extremely beautiful.

= |t'svery organised for tourism, beautiful scenery.

= |'ve already recommended it to a number of people, because not only is ita beautiful country with many unique things to
doandsee, butit'salsoagreat place tovisitfor travelers of all traveling experience. Even someone leaving the USfor the
first time can travel at ease in andaround Iceland and enjoy the country's beauty.

= |'vebeen 3 times. It's my favorite place to visit.

= |'venever enjoyed traveling anywhere more than | did Iceland. | loved it so much | would love to move there. It's beautiful
andunique and amazing!

= J'adore les pays du Nord. Les gens sont tous trés sympathiques, les paysages a couper le souffle. Je pourrais y vivre
tellement c'est beau.

= J'ai adoré. LIslande semble étre un autre univers. Et la beauté de son paysage préservé est magique. Reykjavik est aussi
unemagnifique ville. Cestun paysriche en culture.

= Jeder Naturfreund, der gerne etwas wandert oder einfach nur die Natur auf sich wirken lassen mochte, sollte einmal nach
Island fahren, umdiese Vielfalt von Naturgewalten zu erlebenund kennen zu lernen. Ich wiinsche dem Land"Island", dass
die Entscheidungstrdger des Landes es schaffen, einen "sanften” Tourismus sicherzustellen, damit das Land so bleiben
darf, wie es ist und ein nachhaltiger und schonender Umgang mit der Natur gewahrleistet werden kann, aber auch den
Blirger einen guten Lebensstandard geboten werden kann.

= Jeg har vaert der mange ganger og trivesveldig godt pa Island. Spesielt badene, som jeg dessverre ikke rakk a besgke
dennegangen.

= |egholder meget af atkomme pa Island. Har boet der og vil gerne have, atandre ogsa skal opleve landet.

= Justgorgeousandclose.

= Justlovedit: I'ma semi-professional photographer and Icelandis a photographer's paradise.

= Kindpeople, wonderfully wild.

= La beauté des paysages, les grand espaces vierges, les volcans, les glaciers, les cascades et la faune et la flore
remarquable.

= La culture de I'lslande est vraiment intéressante. Les paysages et la nature sont magnifiques. Ce n'est pas encore trop
touristique. Il ya une culture des arts bien vivante.

= Lanatureencorevierge.

= Lanatureetlapaix.

= L'accueil des islandais, la simplicité des déplacements, de l'approvisionnement, de la communiation. La nature
impressionnante, les phénomenes géothermiques, les volcans, les aurores boréales, la gastronomie, I'offre variée
d'hébergement, sa qualité, la lumiére (voyage en novembre), le dépaysement. Méme si je viens dun pays nordique,
habituée a la rudesse du climat, il y a un c6té "exotique"a I'lslande quin'est ni européenne ni américaine. Heureusement 1!

Cest ce qui faitson charme.
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= Landscape.

= Landscape.

= Landscapeandambience.

= Landscapeandscenery.

= Landscapelike noother.

= Landscape like no other place on earth. Northem Lights are a must see phenomenon. Still under traveled. Feels like a
unique experience.

= Landscapewasincredible.

= Landscape! Nordic Lights!:).

= Lespaysages.

= Lespaysagessontincroyables.

= L'slande est un magnifique pays avec des paysages fantastiques et uniques. Une mentalité super et des personnes
incroyables. Et pour terminer une histoire tresintéressante etune cultureriche!

= Lived here for 2 years, so much to do and see, and since Iceland is considered expensive, it also becomes an exclusive
destination.

= Livingin New York city, [ve seen and done things here | would never be able todoin nyc.

= Living in New York City, you forget how important it is to connect to nature. Seeing Iceland in person brought out how
beautiful the world can be and to remember to continue to travel the world. Iceland was a great beginning to an even
greater destination.

= Lotsof beautiful places todrive around and most of itare untouched and pristine.

= Lotsof fun activites.

= Lotsto do.

= Lotsto doandsee, friendly people beautiful landscape, possibility of seeing northern lights.

= Lotsto doandvery friendly locals.

= Lotstodo, unique, easy to navigate.

= Lotsto explore, very unique landscape, easy to get toand easy to getaround.

= Lotsto seeanddo, andvery friendly.

= Lotsto seeanddo, great food.

= Lotsto see, very varied, lovely friendly people.

= Lovelceland.

= Lovetheclean clearairand water. Beautifulscenery and spectacular Northern Light.

= Lovethecountry, natural beauty and people.

= Lovethescenery.

= Lovedit.

= Lovedit-landscapesaresoaccessible.

= Lovedit. Great people interesting natural history easy to travel. Loved the horses & hot springs.

= Lovedthelandscapeandthe people. Everyone wasvery friendly.

= Lovedthesightsandthe people.

= Lovedthewholevacation andalready recommended it to many people.

= Lovely, safeand friendly place to visit.

= Lovely clean country. Feel very safe. Somuch to do. Amazing scenery. Fantastic food. The people who live there are lovely.
Everyoneissofriendly. Nodrunk or disorderly.

= Lovely people and beautiful country.

= Lovely people lovely scenery.

= Lovely people, beautiful landscape.
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= Lovely people, well organised tours, lovely places to visit. Calm, peaceful and good scenery.

= Lovely place togo, easy to navigate.

= Lovely, beautiful place with kind welcoming people and very interesting attractions.

= Low crime, friendly Icelanders, everyone speaks English, there's lots to see and do.

= Magnifique pays.

= Many beautiful natural landscapes, easy to travel around, and safe.

= Many beautiful scenery.

= Manydiverse landscape and culture, road trip is relatively easy.

= Many thingthatcouldn't be seen such as Northern light, Puffin bird etc.

= Meha parecido el mejor viaje que he hecho.

= Meetthenatureandnothingelse - hiking.

= Meget sansynligt.

= Meget smuktsted, lige efter min smag!

= Moreattractive placesand good for budget.

= Most Americansdonotknow much about thisamazing country and they need to.

= Mostbeautiful country- so many outdoors things to offer.

= Mostwonderful place I've ever been.

= Mother Nature ison display everywhere. Waterfalls, geysurs, glaciers, icebergs, hot springs, horses, sheep, and | love the
weather.

= Much toexplore, beauty of the landscape, the desolation that awaits beyond the city.

= Much tosee, spectacular landscape and geology, Reykjavikis a nice place.

= My day to day experience there was unlike any other country | have visited in terms of landscape/secenery. | would
recommend my friends thatare nature-lovers to come.

= My holidays in Iceland were fantastic with plenty of good memories. Lots to see. Good destination for most people :
elderly; couples; young families.

= Mysonandlfoundlceland tobe an astonishingplace, given thefactthatitisavolcanicisland. The tours we took brought
us to some very interesting places, Thringvellir National Park, the Strokker, Geysir, the Gulfoss Waterfall, and the
geothermal baths at the Fontana Wellness Spa. In addition, we found the people to be extremely warm and friendly, the
food was fantastically fresh, the coffeehouse culture especially hooked my son, and the ease of gettingaround, either by
walking or takingadvantage of the transporation offered by Reykjavik Excursions, made our visit a pleasure. There was so
much toseeanddo, and the factthatitwasonly a 4.5hour plane ride from Boston, MA made itan easy travel choice forus.
We will definitely return.

= My visit was filled with so much wonder and beauty both in the city of Reykjavik and outside of it. | love the swimming
pools, museums and shopping in the city, and the food was amazing as well. | loved the snow and the shifting weather
patterns and the fact that any outdoor gear | needed | could buy in downtown Reykjavik. | liked the ruggedness of the
country, even the horses are rugged. Speaking of which, | loved my time riding at Laxnes Farm. | found many of the
Icelanders | met to be very socially conscious and willing to talk about the culture which is alwaysa welcoming feeling. |
loved the culture that | experienced and what was explained to me. | want to learn more!

= |n the winter, the short day is very beautiful because it is an all day sunset. If anyone enjoys the outdoors, this is a
city/country for them. | really want to return during the warmer season to experience the extended day and the nightlife!

= Between the viking history and the natural wonders created by the geothermal phenomenons of the Iceland, there isso
much tosee and experiencein Iceland. | recommend it to everyone who asks me aboutmy trip.

= Mywifeandlreally enjoyed the natural beauty, history, culture, food, and the warmth of the people.

= Natur.

= Naturoghyggelige mennesker.
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= Naturund Nattrlichkeit.

= Natur, Gastfreundschaft.

= Natur, Ruhe, Angeln,Bevdlkerung.

= Natur, Weite der Landschaft, Freundlichkeit der Bewohner.

= Natural beauty.

= Natural beauty.

= Natural beauty and friendly people.

= Natural beauty, ease of getting round, openness to tourism.

= Natural beauty, easy accessand friendly locals.

= Natural beauty, focus on renewable energy and sustainability, egalitarian society, interesting history, Viking sagas.

= Natural beauty, people, adventure.

= Natural beauty, Skyr!

= Natural beauty. easy access.

= Natural beauty. Geological extremes presentin one country.Notas distant from the USA as most of Europe.

= Natural beauty; geographicand geological history/features.

= Natural hot thermal springsand lovelypeople. Beautifulwhen coveredin snow.

= Naturaleza.

= Naturally Gorgeous place, not very populated! Somany things to see, needed more time! Great food and lovely people!

= Nature.

= Nature, good accomodations, Icelanders.

= Nature, can be much cheaper than many people think (= itis not necessary to have the stay here expensive if one does not
make it expensive)a, locals (with their kindness or openess) and Iceland as a paradise for hitchhikers.

= Nature, Hospitality, Adventure.

= Nature, hotsprings, photography.

= Nature, people, arts, music, glaciers, police without guns, incredible landscapes, amazing swimming pools with
geothermal waters, hundreds of waterfalls and loads of musicians.

= Nature, people, design: all are special.

= Nature, weather conditions, scenery different fromany other country.

= Naturen.

= Naturerlebnis.

= Nicenatureandnice people.

= Nice people. Beautiful scenery. There're many interesting activities to join such as glacier walk, golden cirde, whale-
watching, blue lagoon and horseriding. There are also free walking toursin the city area. Fresh seafood is also one of the
highlights.

= Nice place tovisit good food and countryside.

= Niceplace, friendly people, easy to get araound.

= Nicescenicviews.

= Nice, attractions.

= Nootherplacelikeitin the world.

= Northern lights, cheap flights from BWI airport, beautiful adventure travel destination, the friends i made on my visit.

= Northern lights. Glaciersand volcanoes.

= Notuverrun with tourists. Quality people and experiences. Wild natural environment.
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= Ony trouve des paysages uniques au monde.

= Onecanseeavariety of natural attractions within arelatively small area, and within a few hours of driving distance.

= Oneofakindlandscape, natural phenomenon (aurora, lagoon) - cant find itanywhere else.

= Oneofthebestcountrieswe have ever been to. Stunningscenery.

= Oneofthe most spectacular places on earth.

= Original, authentic, outstanding.

= Qur trip from Reykjavik to Vik allowed us many opportunities to stop at something just a few kilometers off the main road,
making it easy to see and do many amazing things ina short time.

= Qurtripwasamazing. The surroundings were beautiful, their was lots to do, and literally not enough daylighttodoitin.

= Qutstandingnaturalbeauty.

= Parceque cestabsolumentmagnifique!

= Parcequecestun paysincroyablementbeau gu'ilfait visiter au moins une foisdanssavie.

= Parce que cCest un pays magnifique et trés intéressant, on y respire bien, les gens sont dun accueil royal, des paysages a
perte vue et fautdire que c'est reposant malgré toutes les activités a faire la bas. Et je ne cache pasque je le recommandé
a condition qu'on m'emmene a nouveau.

= Paysmagnifique.

= Paysage.

= Paysagesincroyables, nature sauvage, lumiére magnifique.

= Paysagesmagnifiques.

= Peace & Quiet, Relaxation, adventure.

= Peaceful, majestic, isolated, great people.

= Peaceful, quiet, kindand nature asitis.

= Peaceful. Gorgeous environmentand welcoming people. Unique.

= Peasemoltobello e persone interessanti. Prezzi abbastanza ragionevoli.

= People.

= Peoplearefriendly, the history isinteresting, it's beautiful, it's easy to travel there from New York, it's different than other
vacation destinations.

= Peoplelovely, lotstosee, differentexperiences.

= People presume Iceland is small with not much todo but from our only three days we know there is far more tosee and do
than three daysallow. We have already decided we must come back!

= Peoplesofriendly and welcoming, good public transport, clean roads and good food, beautiful scenery.

= Peoplevey friendly/ landscape is beautiful.

= People, food and natural beauty.

= People, landscapes and food and deep traditional Viking culture.

= People, nature, history/culture.

= Perglistupendi panorami e scenari.

= Perscoprirela natura selvaggia.

= Perche' e un paese cherispetta la natura.

= Placewith beautiful countryside.

= Pleasant climate during winter season. Friendliness of your citizens, safe feeling, and walkable destinations in Reykjavik.
Communication in Englishisanasset.

= Plenty of scenic places, nice people, safety to trave alone or with couple.

= Plenty of things todo, Northern Lights, Whale Watching, various tours and attractions, a very good selection of shops, bars
andrestaurants.
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= Plenty todoIN Reykjavik, easy (in theory) to get out to the countryside, people are friendly to tourists, and you are able to
use English to communicate.

= Porlobellodelos paisajes, laamabilidad de las personas y los fenémenos naturales tinicos que presenta el pais.

= Por que es una experiencia muy bonita recorrer los pueblos y sus paisajes, ver cosas muy diferentes a lo que estamos
acostumbrados.

= Porsu belleza, naturaleza y sensacién de aventura.

= Porsuincreible naturaleza.

= Porsunaturalezay por ser diferente a todo.

= Porsuspaisajes.

= Porsuspaisajesy naturaleza para ver. Unviaje diferente.

= Porsuspaisajes, la calidad de la oferta hotelera y la amabilidad de la gente.

= Porqueesnaturalezapura.

= Porqueesun lugarunicoen le mundo.

= Porqueesun lugar Gnico en sus paisajes, baja densidad poblacional, muchas actividades relacionadas con la naturaleza.

= Porqueesunsitioincreible, mdgico y parece otro mundo.

= Porqueesunaparaisode naturaleza.

= Porquemehaencantadoellugar.

= Porquesus paisajeshacen que valga la pena decidirse. El respeto que tiene la sociedad a la naturaleza es digno de ser visto
y experimentado. La confianza dela que estd hecha su pueblo, hace que uno mismo vuelva sus propios origenes. Islandia
para mi fue una puerta para encontrarme con mi yo interior, su energia es muy palpable.

= Pourlabeauté de ses paysages mais également pour sa culture et pour sa population au ton direct et engagé. Et puis pour
sesartistes.

= Pourle dépaysement total du décors, la possibilité de voir des aurores boréales et les possibilités touristiques qu'offre ce
pays (rando, détente..).

= Pour les paysages, le prix encore abordable, sulement 3 heures de vol, une compagnie low costs (Wow). et puis les
islandais sont tres gentils et souvent droles.

= Pourlespointsdevue.

= Pourvenirsyressourcer et profiter d un cadre magnifique.

= "Pragtfulde naturoplevelser.

= Vimgdte mange venlige ogimgdekommende mennesker.”

= Pretty.

= Primarily the unigue and beautiful nature. And the wool of course. :) Also the easygoing cafe/bar culture could be a point.

= Pristine beauty, wonderful people, wonderful culture, healthy food, no drone regulations.

= Pristine country with very friendly residents and a safe environment for people, especially families with children.
Beautiful natural wonders, easy to navigate.

= Pristine. People are wonderful and very knowledgeable. Scenery is breathtaking and no litter, crowds or smog.

= Quick before it gets too built up with skyscrapers blocking the views of the ocean and snow cap mountains. Or the thrift
stores get pushed out by big corporate stores.

= Quick getaway from US with a number of activities todoin any weather.

= Quietand peaceful.

= Quiet, very many places to hike. Topographyis very appealing.

= Rarely seen nature and wonderful facilities for travelers.

= Really enjoyed my trip, think | will definitely return.

= Really enjoyed our experience, friendly people and lots to see.

= Refer to the 3 most memorable things about Iceland. But really, the scenery is out of this world, nothing we can ever get

anywhere elsein the world!
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= Relatively easy travel destination.

= Relatively inexpensive flights from US East Coast, unreal landscapes unlike anywhere else, great for
hiking/exploring/photography.

= Relatively unpopulated, off-the-grid. Lots of interesting sites/chances to explore the wilderness.

= Releaseand closer tonature.

= Reykjavikisanice city and therest of the country (atleast what| saw) isincredibly beautiful and different from anything
we have athome.

= Reykjavikisreally a wonderful city with lots to offer, but just outside there are plenty of exciting outdoors destinations to
see. We really enjoy outdoor sports/hiking as well as learning about earth science so this was really the perfect
destination for us!

= Ruggednatural beauty.

= Ruhe, landschaft, sicherheit.

= Safe and wonderful. Impressive experiences.

= Safe place totravel, Beautifuland nice people.

= Safe place. Beautiful and special scenery.

= Samereasons| provided for whatis memorableabout Iceland.

= Scenicviewsand friendly people.

= Scenic, cool, edgy, friendly, amazing geology, culture.

= See more beautiful scenery.

= See my answer above on the 3 amazing reasons why | would absolutely recommend Iceland.

= See previousanswers.

= Seems like an interesting and dean place to travel. Not too over crowded and touristy. Easy to navigate. Downside is
people tendtobe less friendly and helpful. Lack of speaking English as well at least in the airport for help.

= Sehenswerte Natur.

= Sehrbeeindruckende Landschaft, ganzanders als Zuhause, kombiniert mit sehr gutem Service.

= Sehrnetteundhilfsbereite Menschen; Moglichkeit eines Stopovers auf dem Flug nach Kanada/Amerika.

= Shortdirect flights from Norway. Perfect long weekend destination. We are coming back fishing.

= Shortflight.

= Shortflight fromNYC. Hotel was a greatlocation close to city.

= Shortflight, easy toget around.

= Sightsnever before seen and can notbe foundin USA.

= Sightseeing.

= Significantnatural resource with northern Europe atmosphere.

= Sinceldecided to take this trip with my grandma, | shared my trip on Facebook.

= | am a simple person, not a VIP, and the album of the trip, or single pictures received per average 200 likes per update. |
was astonished.

= | received dozen of messages on whatsapp and via messenger of people ,thanking me" for sharing my trip and describing
so well emotions, stories of Iceland (one of the most appreciated was that one on Axlar-Bjérn) and being able to capture all
this placed with my smartphone.

= During this trip | was with my grandmother (it was her dream to see the northern lights) and | think | encouraged many
people to consider this country because | was with her and people could see the smile on her face.
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= | recommend this trip because it is impossible to describe or capture the emotion of seeing this wide panoramas, the
limitless ice and sea, where- as you say- ice and fire live together. And because | was really astonished by the fact that
many italian traveller-friends and web influencers/blogger (I work as a Digital PR so | am personally connected to many
many bloggersand web influencers) didn't know anything about thisamazing country.

= Smallish country with a diversity of things to seeand do. Very clean, delicious and safe food. Beautiful and nice people.

= Smuk natur.

= Sobeautiful and an easy international destination as many speak English and its easy to navigate.

= Sodifferent thatanywhere else. Good transportation options. Very good food. Music scene.

= Sodifferent toanythingyou can experience anywhere else.

= Sodifferent to other countries, unique lifetime experience.

= So many reasons! This was our second visit. We recommend it because of: ease of getting around the country; local
support of tourism; amazing landscapes; great food; aff ordable places to stay via AirBnB. Plus: amazing dairy and great
lattes (important for someone from Seattle!).

= Somay thingstodo.

= Somuch toexplore.

= Somuch toseeanddo.

= Somuch tosee and do, nomatter what season you goin.

= Somuch toseeand do. And lots of good food.

= Somuch tosee and do. Geography isstunning.

= Sorawandunlikeanywhere Inthe world I've ever been!

= Some where different. Reykjavik has a nice feel toit. Northern lights!

= Somethingdifferent.

= Somethingforevery age group. Oractivity level. Ice caving and hiking to just soaking in hot springs for a relaxing vacation.

= Something for everyone in Iceland - there's adventure, festivals, pools, food, outdoor activities, nature, animals, and
natural wonders like the lights.

= South and capital.

= Soy de México, en islandia pude ver cosas que jamas imagine, sentir un frio diferente, cultura, comida, todo es tan
hermosamente diferente y asombroso que estoy sequro que a todos les qustara ver eso.
El idioma es maravilloso y tan dificilll Qué lo hace muy interesante
Aprendi algunas palabrasy se las ensefio a todos misamigos, la primera palabra que aprendifue "'tag™ queria decir a cada
persona que conoci en islandia.

= Special nature, unlike other places.

= Spectacularlandscape. Organization and ease of travel. Interesting food and unique culture.

= Spectacularscenery.

= Spectacularscenery. Geology in the raw.

= Splendidlandscape view.

= Still pure nature land and developed with very old tradition culture, history , language.

= Stunningbeautiful landscapes and amazingly friendly people.

= Stunningbeauty, people, amazing food choices.

= Stunningnaturalbeauty.

= Stunningnaturalbeauty and friendly people!!

= Stunningnature, very different from other places. Friendly people.

= Stunningnature, very much tosee, nice people and tasty food, there is really much to experience fora nature lover.

m
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= Stunningscenery.

= Stunningscenery and friendlypeople.

= Stunningscenery and great people.

= Stunningscenery found nowhere else on Earth.

= Stunningscenery, friendly and helpful locals. Excellent opportunities to do activities.

= Stunningscenery, friendly people and good food. Relaxed atmosphere but plenty todo and see.

= Stunningscenery, friendly people, easy to drive around to the best sites.

= Stunningscenery. So many highlightsinsucha small area.

= Stunningtopography. Cozy cafes great musicand culture.

= Stunningly beautiful scenery, peace and quiet, delicious food, lovely friendly people. It's totally unlike anywhere else we
have visited. This was our fourth trip.

= Suchanamazing, naturally beautiful country with lovely people.

= Such natural beauty and very easy to navigate/get around.

= Such unusual landscape and things to see.

= Superfriendly people, beautiful country, good food.

= Superbespaysages, belle nature, destination unique en Europe.

= Surreal landscapes, friendly people, no place like it!

= Theamazingscenery and fun activities, ability to get away from Chris.

= Theamazingunique and spectacularlandscape!

= Thebeautiful landscape and ease of travel.

= Thebeautiful scenery.

= Thebeauty.

= Thebeauty and uniqueness of the country.

= Thebeauty of Iceland is beyond imagination.

= Thebeauty of its placesand kindness of its people.

= Thebeauty of the country, friendly people. Great for hikers and horseback riders.

= Thebeauty of theisland and the friendliness of the people.

= The beauty of the landscape is like nothing | have ever seen. It was easy to let my imagination run away with me staring
outthe window of the bus.

= Thebeauty of the landscape which is unrivalled to any other country.

= Thecountryandit'speople are beautiful andunique. Itis fairly affordable if you remember to cook your own food instead
of goingoutall the time, andit's not your,typical” travel destination.

= Thecountryisabsolutely beautiful.

= Thecountryisamazing, the people aresofriendly, and the sitesare unreal.

= Thecountryisbeautiful ad the people are very nice.

= Thecountryisbeautifuland we had a fantastic time driving around Iceland taking pictures. It's so peaceful thereandit'sa
great place to decompress.

= Thecountryisbeautiful, the people are friendly, and travel and accommodation is very easy toarrange.

= Thecountryisbeautiful, the people were friendly and the history was amazing.

= Thecountryisbeautiful. People are very friendly.

= Thecountryisincredibly beautiful naturally and offers plenty of new things to experience.

= Thecountryisincredibly safe, it'sa unique destination thathas features not found anywhere else on earth, the residents
areincredibly warm, andit'sarelatively short flight from the US.

= The country is one of the most beautiful and pristine places on Earth, the food is amazing, travel time from NYC is

shortrelative to other unique vacation locations, people are kind and hospitable.
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= The country was beautiful and the people were thoughtful and kind. The geography was AMAZING! We loved the cozy
home we stayed in, the restaurants we tried and just generally the'vibe' of Iceland.

= Thecountry wasincredibly beautiful; the hot springsand hot pots were constantly enjoyable; everyone we met was very
friendly and kind.

= Thedifferentthings tosee.

= Thedramaticlandscapes, interesting history, friendly people.

= The ease of travel, organization of Tourist activities, clean and uncrowded, the raw natural beauty of the area where we
traveled, English spoken.

= The fantastic natural settings, educational experience of geothermal sustainable living, Viking culture and history of the
Icelandic people.

= Thefantasticnature. It'sclose to Sweden and you can easily combine it with a trip to the US.

= Thelcelandicnatureis wild and raw - stunning. Very much different from the Danish.

= Thelcelandic people were very accommodating. It was easy to communicate. Beautiful scenery.

= Theincredibly nice and welcoming people, the national parks and sites, the tours that are available and the food!

= Theinteresting blend of terrains and landscapes. The people were friendly and helpful. The ability to camp on the side of
the road and see utterly beautiful sunrises was breathtaking. The long rich history and the museums that preserved it
were high quality and well done.

= Theislandisbeautiful. Even for those whoaren't very "outdoorsy" itis still there are still plenty of things to do (visit one of
the hot springs, see geysir, look for the northern lights). The landscape is stunning.

= Theisolation isrelaxing.

= Thelandisbeautiful, the people are friendly, it is easily accessible as an English-speaker, and itis very safe.

= Thelandisunique and beautiful. The people are very friendly.

= Thelandscapeand culture are unigue. With no neighbors toinfluence it, Iceland has a history and culture allits own.

= Thelandscapeandthe people. The factthatitis different.

= Thelandscapeisabsolutely breathtaking. The culture, the food, the people are all things that everyone should experience
atleastonce.

= Thelandscapeisamazingforhiking, scenicdriving, and photography, people are friendly and helpful, and almost everyone
seems gifted artistically in one way oranother.

= Thelandscapeisamazing. Thereis somuch to see and experience thatare so unique.

= Thelandscapeisawe inspiring, and the people extremely friendly. Itis a fun destination butalso extremely safe.

= Thelandscapeisbeautiful and unigue. The flights there are fairly inexpensive. There is somuch to do!

= Thelandscapeisbeautiful, andithasa fairly convenientlocation to the US.

= The landscape is breathtaking. It is the most magnificent place | have ever visited. The food is delicious. The people are
friendly. Thereis somuch tosee and do.

= Thelandscapeisincredible and the people are very nice.

= Thelandscapeisincredible.

= Thelandscapeisunlike anythingmy loved ones have ever seen in person and they need to see it to believeiit, photos just
don'tdoitjustice. Thelcelandic people are warmand welcomingand make a trip in a foreign land feel like a visit toan old
friend'shome.

= Thelandscapeisvery different to most countriesin the world - itis beautiful.

= The landscape itself is very unique, one of its kind. the sights are just simply magnificent and | would definitely
recommend people to visitIceland. Coupled with friendly people, what more | could ask?

= Thelandscape seems out of thisworld! Untouched beauty everywhere, you feel like you're somewhere really special and
unique. Also, love how sustainable and eco-friendly everythingis.

= Thelandscapesareamazingandnothinglike you'llsee in any other country.
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= The landscapes were mind blowingly different every few miles. The experiences were diverse. We came in Autumn but |
can imagine each season havingareally unique vibe:).

= Themostbeautiful country I have ever seen. Clean, safe as well. Food is good.

= The most natural, real place | have ever visited, did not seem like a huge tourist trap, loved the cold and how different it
was.

= Thenatural beauty.

= Thenatural beauty and traditional culture.

= Thenatural beauty isunparalleled to what I've ever seen, and it'san easy trip to make.

= Thenatural beauty of Iceland. The friendliness of thelcelandic people. The easy travel and short flight from London. The
fabulousservice in hotels, shops and attractions. Plenty of things to see and do. It'snot as cold as | imagined!

= The natural wonders are marvelous! Unlike anything Ive seen before, such diversity of landscapes. As an outdoor
enthusiast|would highly recommend visiting camping and hiking and just being outside.

= Thenature.

= Thenature.

= Thenatureand landscape are magnificent.

= Thenatureisbeautiful that you need tosee. Itis also a perfect stopover or for a getaway.

= Thenatureisbeautiful, the local people are friendly, there are many things todo and see.

= Thenatureisbeautiful, the people are quite friendly.

= Thenatureisfantastic.

= Thenatureispristineand the people are friendly.

= Thenature of the landscape and extremes living side by side impacts on body, soul and spirt. Ithighlights where lam not at
peace with myself simply be finding myself in context of the powers of nature. Itisunsettlingin a contructive way. People
aretrustingand friendly and there isan unploilt quality in the human spirit. However, | am concerned what tourism does to
your beautiful country and it's people.

= Thenaturewasamazingand | can'twait tovisitagain! It willalso so surprise people thatitis notsuch acold place after all.

= Theoutstandingscenery and nice people and very easy road tripping. Not packed with people.

= Thepackage deal through Icelandair made the trip quite affordable. Tourismand transportation was highly organized and
accessible.

= The people are friendly & helpful, there are so many unique natural phenomenons to see, museums &the best drinking
waterin the world!

= Thepeoplearefriendly and the atmosphere is like nowehre else in the world. This, combined with truly unique sightsand
sounds, makes ita must visit location.

= Thepeoplearefriendly, the cultureisfun, and the landscape is gorgeous.

= The people are friendly, the landscape is impressive, and there is a plethora of outdoor activities you can take part in to
truly experience life on theisland. Icelandis a unique place, and while it's tourist-friendly it doesn't appear to sacrifice its
cultureand heritage.

= The people are genunine and friendly, it isunbelievably beautiful, there is something for every single type of person to
enjoy, itissafe,and FUN!

= Thepeoplearelovely, thelandscapeis spectacular and the activities you can take partin are sovaried.

= Thepeoplearenice, the country is beautiful.

= Thepeopleof lceland are so over the top nice.

= Thepeoplearevery friendly, helpful and speak English. There are some amazing sightsand one of akind experiences. Plus
itisagreatsolo destination for solo travelers like myself.

= The people are very friendly, it's a short flight, Reykjavik is beautiful, the natural phenomena are great, and Iceland's

history is both interestingand inportantasa part of Euro-American history.
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= Thepeopleareverynice. | recieved great customer service throughoutmy trip. The prices are also within meansand the
country is beautiful. | felt the architecture the scenery and the cuisine was very thoughtful and modern.

= The people are warm, the geography is stunning, the food is delicious, the history is fascinating, the architecture is
beautiful and there is somuch to see and do!

= Thepeople thescenicbeauty the fresh air.

= Thepeople were astounding and the scenery is like nowhere else in the world.

= The people were friendly, the scenery was amazing, the food was good even if it was a tad expensive. | loved the whole
experience.

= Thepeople were sopolite and kind. The food was wonderful. Everything was very tidy and clean. The natural beauty was
amazing.

= Thepeople were wonderful, the landscape was majestic, powerful and serene, and | loved the weather.

= The people, thescenery, the saga, the waterfalls, the beauty, the majesty, the language, the Northern Lights, Fire & Ice,
ALL INCREDIBLE. We hope toreturn in the summerl!

= Thephotographic opportunities are amazing.

= Thepriceandthe ease of flying from Denmark.

= Thereason of recommendation would be the unique nature and beautifullandscapes on theisland.

= Therelaxingatmosphere, the unique food and people.

= Thescenery.

= Thescenery and natural wonders. Also the extreme sports.

= Thesceneryandthe people.

= Thesceneryandunique travel experience.

= The scenery in Iceland was magnificent and can't be missed. We found everyone around the country to be extremely
friendly and it was very easy getting around. Another reason we would recommend Iceland as a travel destination is
because there are now several low-fare options from the US.

= Thesceneryisamazing, the peoplearenice, drivingrulesare similar tothe U.S. Easy to getaroundand see interestingand
dramaticscenery. Aseafood loversdreamdestination.

= Thesceneryisunlike many placesin the world and the country is easily navigable. There is wifi everywhere which makes
gettinginformation and making decisions on the fly very easy and convenient.

= Thetrip fromHalifax during the summer flightsisa short trip. The people are friendly and the food is excellent.

= Theuniquelandscape and the commitment to tourism.

= Theunique, natural beauty of the landscapes and friendly people.

= The views are phenomenal where | have never seen in other places around the world. People and animals are friendly.
Environmentis super clean.

= Theviews, the food the people. Is a beautiful country.

= Theweather, thelandscape and the detachment from western society.

= Therearenatural sightings thatare notseen in many other placesin the world (e.g. Geysir).

= Thereareseveraluniqueitemswhichisnotavalable inthe other European countriesand can enjoy nice food.

= Thereisalotofoutdooractivities todo on Iceland anditis a very beautifuland unique country.

= Thereisa lot to do whetherit's nature, spa, food, etc. The natural beauty of the country is worth seeing. Also, Reykjavik
wasa beautiful city with alot to doand good food.

= Thereisenough variety fromsightseeing to excursions to bars and variety of restaurants to appease anyone.

= There is great topographical variety with pure landscapes, exciting outdoor destinations, and beautiful views and
experiences.
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= Thereisnowhere else that| have been (and | have been to over 40 countries) that looks like Iceland. Thiswasmy 5th visit
and | certainly plan to go again. Thelandscape is breathtakingand the people are extremely friendly and helpful. | really
love thatyou can drive for milesand not see any sign of civilization. | feel such a connection tonature and a sense of peace
there. Andalthough lusually try tolearn a few phrases of the language | find that if you only spoke English you wouldnot
haveany trouble atall. | have actually encouraged many people to go to Iceland and several have and all of thanked me.

= Thereis so much to do and the scenery is out of this world. Compares to New Zealand as our most favourite destination
now. Such a beautiful calm place.

= Thereissomuch tosee. Atotally unique experience.

= They can see something different to what they can see in continental Europe. Beautiful nature, healthy - fresh air. You
can see different way of life that is dictated by the climate and weather, taste traditional food. You can't see famous
brands like Mc Donalds or Starbucks that make Iceland an unique in their own way country.

= Theywillunderstand when they arrival iniceland.

= Thisisbeautiful place, posibility to see the northern lightsand eat delicious food.

= Thisismy secondtrip there. The fact that everyone speaks English. The locals pride in their culture and friendliness.

= Tienemuchoslugares que ofrecer. Paisajes preciosos y experiencias inolvidables.

= To me this was the first trip to Iceland recomende by my wife and father. Iceland is a fantastic place with lot's of
possibilities for adults and children to share the same interests for nature, history and exploring great attractions within
shortdistances.

= TolleEindriicke und die Weite.

= TollesLandausFeuerundEis.

= Totally different experience. A beautiful and natural country with many natural wonders.

= Travellingaround was very easy and there is lots of different things to see and do. It'sa very engaging holiday.

= Trésbelle découverte.

= Unbeatable unspoilt landscape.

= Unglaubliche Erfahrungen und atemberaubende Natur.

= Unglaubliche Natur, wenige Menschen, anders als alles andere.

= Unicaedindimenticabile. In pochi giorni si vede di tutto. Facilita di organizzazione Cordialita delle persone.

= Unique.

= Unique.

= Unique.

= Unique & beautiful landscapes. The people were very tourist and English speaking friendly which made communication
easy.

= Unique & beautiful natural landscape, very clean & safe, great food and friendly, helpful & interesting Icelandic people.

= Uniqueattractionsyou cantfindin other countries, also how efficientand set up for TourismIcelandis.

= Uniquebeauty, good food, friendly culture, easy to travel.

= Unique country.

= Unique country, beautiful geological features, nice culture, adventurous. Blue Lagoon was a wonderful experience!

= Unique country, wonderful people, completely different from home.

= Uniquedestination.

= Uniquedestination and culture, naturalbeauty and diversity of landscape, friendly people, easy travel from USA.

= Unique environment, interesting geological features, midnight sun, northem lights, different food experiences such as
puffin, whale and shark, geysirs.
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= Uniqueexperience and high quality services.

= Uniqueexperience, friendly folks and activities for a variety of interests.

= Unique experiences. Lovely people.

= Unique geology, stunningnatural beauty, dean townsand renewable energy, warm, open, friendly people, low population
density, wonderful sense of history and culture.

= Uniqueincredible experience.

= Uniquelandscape, affordable, easy to travel to, friendly people, good food, English speaking.

= Unique landscape, potential for different types of holiday, relatively safe.

= Uniquelandscapes.

= Unigueoneofakindplace.

= Uniqueplace, lovely people.

= Uniquescenery.

= Uniquescenery, easy to converse in English, fun cultural experiences not yet highly commercialized.

= Uniqueterrian, nice people.

= Unique, awe-inspiring natural attractions - good restaurants - friendly people.

= Unique, beautiful landscape. Lovely people. Delicious food. Hot springs.

= Uniquely beautiful, strange and awe inspiring, a dream.

= Uniqueness, healthful cuisine and water, literacy of Icelanders, Hilton was excellent.

= Uniqueness, Icelanders are doing a terrificjob with tourism.

= Unlike any other country. Beautiful and mostly untouched. Friendly people etc.

= Unlike anywhere else.

= Unlikeanywhere | have been before. Friendly locals. Great food. Homely accommodation. Beautiful landscapes, Northern
lightsand easy flights.

= Unodelospaises mas hermosos que visité en mi vida.

= Unparalleled natural exploring and picturesque beauty.

= Unspoilednature, very clean, friendlypeople.

= Unusual country and lovely people.

= Unusual destination which is very easy to getaround, & has beautiful scenery & the chance of seeing northern lights.

= Unusual environment, great people, good food, fun place.

= Unusual travel destination with interesting geography, fresh air, clean water and friendly people who want to make your
visitenjoyable.

= Unusual, unique, friendliness of people, cleanliness, environmentallyfriendly, ability to walk around city.

= Unicoen el mundo.

= Variety of thingstodo, lots of nice restaurants, quite unique attractions.

= Variety of thingsto experience, and the beauty and uniqueness of the landscape.

= Varmekilder, natur, folket.

= Verybeautiful & nature place. | can'tbelieve it's real amazing world where | can see in my eyes!

= Very beautiful country and enoughtodo.

= Very beautiful country. Lots todo. Nice people.

= Very clean and beautiful country with warm hearted people.

= Very close by and a lot of outdoor activities.

= Verydifferent.

= Verydifferent and nature.

= Verydifferent scenery lovely people.




REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Very different to the Uk, people are friendly and helpful.

= Very friendly people and beautiful country!

= Very friendly people, unspoiled, and wonderful place for photography.

= Veryfriendly place, great nature experience and the country was well equipped for tourists.

= Veryinterestingand friendly.

= Veryinterestinghistory and geology.

= Veryinterestinglandscape and Reykjavik was fun to explore.

= Veryinterestingthingstoseeanddo.

= Verylikely.

= Very likely. It was one of our favorite trips!

= Verynice travel destination with many types of activities forall to enjoy.

= Veryniceviews.

= Veryrelaxing, beautiful scenery and pleasant surroundings.

= Veryunice.

= Veryunique compared to other places.

= Veryuniquelooking place, really nothing quite like it. The city has interesting parts and navigating around is easy.

= Vivarselvkunitransit til usa. Men vi meget gerne tilbage og udforskelIsland.

= Viel Platz, qute Luft, viel Natur, eindrlickliche Erlebnisse.

= Vielfdltig.

= Vik.

= We are on a6 month round theworld trip, and Iceland s by far our favourite country visited. The vast and ever-changing
landscapes, the volcanos, geysers, hot pools, icy waterfalls, icebergs, lakes, and of course the Auroral It was so special to
us that we got engaged in Iceland as wellll We hired a carand travelled the loop around theisland in 7 days (2100kmin
total) and were constantly amazed with what we saw around every corner. Thank you Iceland!!!

= We enjoyed our trip to your country. It's fascinating to se Geysir and to take a bath outdoors in the winter. Your nature is
fascinating.

= We enjoyed the entire week we were there. The scenery was beautiful. The people were friendly and there was an
adventure alwaysavailable.

= Weenjoyed the uniqueness of the country and also the accessibility. There area variety of toursavailable for sightseeing.
There are alsoa number of different types of accommodation and restaurants for people to choose from.

= Wehadablastandenjoyed everyday we were in Iceland. We went tolceland to have an adventure and we did. We walked
on a glacier and saw many beautiful sights. The people were easy torelate too and we felt very comfortable on our visit.

= Wehadafabuloustimeanditisa geographer's paradise.

= Wehadagreattime.

= Wehadagreattime.

= Wehadagreattime.

= Wehadagreattime. Beautiful place.

= Wehadaverynice time. We stayed in a very nice apartmentand the Country is beautiful!

= We had a wonderful experience mostly due to booking our tour with Gate 1, but the Icelandic people are very, nice and
very welcoming.

= Wehadawonderful experience. Iceland is a unique place and well worth a trip.

= Wehadawonderful, butshort, weekendin Iceland. We loved the peaple, the sites, and the beer.

= Wehadan amazinghoneymoonand would definitely come back again ourselves, sowouldn't hesitate to recommend it.

= Wehavenothing but wonderful things to say about our tripand everyone that we have talked toabout it says Iceland in on

their Bucket List; sowe say You Must Go Then!!
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= Weloved every minute of this (our second) trip tolceland. We concentrated our days in Borgarfjordur and Snaefellnes this
time. Beautifullandscape. Greathikes. Great scenery. Fabulous hotel with unexpectedly delicious meal. All capped off with
an incredible display of the Northern Lights.

= Welovedit!ltwasbeautiful, the people were so friendly and spoke amazing English, loads of things to do.

=  Welovedit, family friendly and so unique.

= We loved our trip to Iceland. We enjoy being active & outdoors, so the trip was perfect for us. Qur friends who have seen
our pictures are already talking about planning a trip!

= Wethoroughly enjoyed our trip from start to finish. The scenery was stunning, food was good and the locals so friendly.

=  Wethoughtlceland wasabsolutely beautifuland offered so much tosee and do.

= Wewerein Iceland forjustafew daysand yet were struck with all the opportunities for explorationsand adventure. There
was scarcely time to touch the surface. Since we are excited about all the other adventures possible, and would ourselves
remain, it makes it easy to get excited about others traveling toIceland.

= Wegen der beeindruckenden Natur.

= Wegen der beeindruckenden noch unberiihrten Natur die sich nicht darum kiimmert was wir Menschen so wollen.

= Wegen der grandiosen Landschaft, den Naturgewalten und der freundlichen Menschen.

= Wegen der Natur und der Unberlihrtheitder Landschaft.

= Wegen der Naturschonheiten und -Krafte.

= Wegen der schonen unberiihrten Landschaft und der interessanten Geologie.

= Wegnedervorne angegebenen 3 Griinde.

= Weil dasReiten einfach ein Erlebnisist, dass man nur hier so bekommt und weil die Natur sehr interessant ist.

= Weil die Landschaft und die Stimmung sehr beeindruckend ist.

=  Weil die Natur schon ist.

= Weil diese Insel soviel beeindruckendes bietet.

= Weil esein interessantes Land mitvielen Eindriicken ist die wie ich finde man einmal im Leben gesehen haben sollte. Und
die Menschen dort sind sehr freundlich und aufgeschlossen.

= Weil esein sehrschones Landist.

= Weil es ein ungaublich tolles, vielseitiges und beeindruckendes Land ist. Weder Polarlichter noch Wetter noch die
unendliche Weite kann man glauben, solange man es nicht gesehen hat.

= Weil esein wunderschones Land ist, undich den Urlaun sehr genossen habe!

= Weil esein wunderschdnes Land mit einzigartigen Landschaften ist.

= Weil eseine extrem groBe vielfaltals mogliches Reiseziel bietet.

= Weil es mein liebstes Reiseland ist. So viele einzigartige Naturwunder und liberwaltigende naturschauspiele. Natur pur
genieBemn mit den Islandpferden ist ein unvergessliches Erlebnis.

= Weil esnoch nichtauf massentourismus aufgebautist.

= Weil esschlichtwegbeeindruckendist.

= Weil essehrspeziell istund unkonventionell. Sehr naturbelassen.

= Weil eswunderschon, interessant und abwechslungsreich ist.

= Weil Idand ganzanders istals Deutschland; weil die Natur so beeindruckend ist; weil es toll ist sowohl Berge alsauch das
Meer beeinander zu haben.

= Weil Islandunglaublichschonist.

= Weil man es ein Mal gesehen haben muss.

= Weil manin Island pure Erholung erleben kann. Keine Hektik, kein Stress.

= Weil wir eine tolle Zeit dort hatten, die Landschaft sehr schon und unberiihrt istund man Island von Deutschland aus qut
erreichen kann.



REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Well areal place to discover however it seems that life is quite expensive hence the commodities were deary. | think
seeing northern lightiswhatitattracts everyone to see, and were priveledge, to experienceit, but Iceland can give more
other thannorthernlight which is unpredictable. Also | hope that food can be considered too to be a little bit more cheaper,
not to compromise the quality.

= Well... just... If'swonderful country.

= Wenn jemand die spezielle Natur liebt, auch im Winter und den Norden von sich aus liebt, ist es ein Muss, einmal nach
Island zu reisen.

= We'vebeen there5timessoit speaksfor itself! Iceland is the most beautiful country I have ever visited and Ihave inspired
5other people togo in the lastyear.

= Whatlhave commented on most often is the free stop over offered by Iceland Air.

= WhereweliveinUSAis similar to Reykjavik, the peoplein Iceland are much friendlier though. The landscape is beautiful in
Iceland and there is plenty to do even in the middle of winter. Many great restaurants and shops are in Reykjavik as well.
Everythingisvery accessible on foot or by bus.

= Whileitisabitpricey, the stunningnatural beauty, nice locals, fascinating history, great food & drink, hot springs, hiking,
boatingetc. combined with its proximity to the USand new, inexpensive flights make it a great place to visit.

= Wild nature, unlike whatwe have here. Lamb thatis delicious because itis raised well, unlike what we have here. Unusual
and beautiful sights, and the hot springs, of course.

= Wirsind begeistertvon diesem Land, Natur, Menschen, Vulkane, Eis - einfach herrlich.

= Wonderful allround experience.

= Wonderful contrast to my usual lifestyle, friendly people.

= Wonderful experience of nature.

= Wonderful experience. Great service in restaurants etc. and everyone speaks excellent English.

= Wonderful fun town with lots to explore.

= Wonderfulicelandicadventure, unspoilt nature- starting to save for our next trip. Aiming to head north of Iceland next.

= Wonderful natural areas.

= Wonderful natural sites to visit, great people, easy to getaround, well priced tourist destination.

= Wonderful place.

= Wonderful place tosee nature atits most apt, filled with kind people and a great country to see.

= Wonderful places to see - beautifulisland.

= Wonderful scenery, food, welcoming people.

= Wonderful views, lot of natural wonders and its just remote enough to allow you to get away from the grind of big city
living.

= Wonderful, nice, environmentally friendly country.

= Wonderful, unique experience - English Friendly - easy to be a touristand feel like a local.

= Wounderful senery, different.

= Wunderschon, auBergewohnlich, Natur, Abenteuer.

= Wunderschone Landschaften.

= Wunderschone Natur.

= Wunderschone Natur, Landschaften, Berge und Wasserfdlle; wenig Zivilisation, ruhige Nachte, Polarlichter, schone
Sehenswiirdigkeiten, nette Menschen. Einfach traumhaft.

= Wunderschone, abwechslungsreiche Insel, nette Menschen, viel eindrucksvolle Natur.

=  WunderschonesLand.

= YES.

= Yes.



REASONS - RECOMMEND (9-10)

Sp.10. Whyare you likely to recommend Iceland asatraveldestination?

= Yesl!

= Yesl!

= ZZEAREE EHEEEMIEL (translation: Enjoy the natural beauty of the aurora live there).

= EBEAFRKAIEEIEZR (translation: Worth to experience Nordic countries).

= AIGIMIMEBERZ, E€+5HW, FHLTT (translation: Playable many items, the scenery is spectacular, the trip
worthwhile).

= FERBEERERER, ARG IEARZIN, (translation: Icelands experience is very special, can not be achieved
elsewhere).

= T AF, SESR0E (translation: Sparsely populated, picturesque scenery).

= BRERERBREREES BBIRITH— @RS 2 (translation: Very relaxed very easily for a backpacking tourist attraction).

= SEIFEEN BHEREESHN E£8. KRMNKS+H21EAIREE, (translation: The scenery is very beautiful, very
Blue Lagoon spa forrelaxing, food. Winter Iceland is amazing).

= HokE, R—REBEARNEER R—NEGERZRWMS, (transltion: There Northem Lights, is an undeveloped
diamondsin therough, is a place worth exploring).

= BR, #kdt(translation: Spa, Aurora).

= R, AXEN, MBERSEWEIEEMIE (translation: Environment, cultural landscape, and the natural landscape are very
good).

= A E AR (translation: Amazing natural landscape).

= EREH RN ARS (translation: Beauty and well-developed tourismservices).

= BHREM TR (translation: Natural landscape, snow mountains ice).

- BAREEX BT BYEK RITEZE K@EMEF| (translation: Ziranhuanjing beautiful stay clean and the food was
deliciousand convenient transportation developed tours).

= B %K (translation: Natural Beauty).

= B#EN% (translation: Nature).

= BRAMAARBTEHA—MERTXE ~ Lith ASAIRFRIE ~BERRZMNEEEMAE—~ (trandation: Natural scenery
unique toany one country and region - particularly friendly locals feel warm ~ worth scenery richand nota single ~).

= BANE, FAERY, RATENE, BERLVASEER (translation: Natural scenery, the @r on the roadside,
suddenly look out the window, was shocked by the roadside scenery).

= #E BARSR (translation: Nature Watch).

= BE ZHEMZRXAREE (translation: Rich natural diversity).

= ESAE, ARKIF, AR RIF(translation: Magnificentscenery, friendlypeople and good public order).

= M=, (translation:landscape).

= XEE, &k (translation:Scenery is good, Aurora).

= LRBHSAN, SHAE 226 AUNREREECEA2TEANK, 3BEERDMWL R BEERKEE 4R Fpuffin
S ki) kiR AR Teak)l BEZRR, KSREMTIMIS, MiZEX—R EX—X (translation: 1. Service can do, which is
easy Offered. 2. The unique scenery, sometimes feel that they are noton the moon. 3. notas expensive, itis worth a look
4. whale watching, puffin birds, dimb glacier, ice cave, aurora feel every day. Too many activities to take part, should
winter time and summer time).



REASONS - RECOMMEND (7-8)

Sp.11. Whathastobe done so thatyouwould be more likely to recommend Iceland asatravel
destination?

= 1. Affordable price 2. provide connected tours to Greenland 3. more choices for the hotels food menus.

= Abitmore gastronomy introduced for variety of food. Greater availability of local delicacies (struggled to find the shark).

= Amore favourable currency exchange rate so that things are not so expensive.

= Accommodation andfood is rather expensive. It would be helpful to have more options for budget travellers.

= Baissedu coutde la vie (hebergement, restauration, transport).

= Bajarlosprecios.

= Beabletosee Northern Lights.

= Become more animal friendly (stop production of wool clothing).

= Bessere touristische Infrastruktur = besserer StraBenzustand, mehr Toiletten an Sehenswiirdigkeiten (zB. Myvatn-
Gegend, |0kulsarlon, Snaefellsnes).

= Besseres Wetter.

= Better access to bathrooms.

= Better beds.

= Better currency exchangerate.

= Better exchangerate.

= Better flight connectionsand more exposure on guided tours or driving routes around the best spots.

= Better Food.

= Better hotels - Blue Lagoon wasn't open.

= Better quality hotel and better transfer company.

= Better shuttle busservice, having to wait on the street for up to 30 minutesin the cold and rain is not good.

= Bluelagoon, Northen Lights.

= (an'tthink ofanything.

= (Changetheweather.

= Cheaper.

= (Cheaperaccommodation and cheaper flights.

= (Cheaper domestic travel expenses especially food.

= Cheaperfood optionsl!

= (Cheaperfood. Food super expensive.

= Cheaper prices.

= (learersignsfortourists.

= (Cost.

= (Cost of food and drink needs to be reduced, itis extremely expensive.

= Det kan jegikke kommeitanke om.

= DiePreisefiirz.B. Unterkiinfte, Autoverleih etc. miissten etwas glinstiger sein.

= Don'tchangeanything!

= Dovrebbe fare piti caldo.

= Easierway tofindinformation about different attractions that exist naturally, like caves, hiking trails etc.

= Erhaltder Natur, keine neuen Wasserkraftwerke, keine weiteren Aluminiumfabriken.

= Esist ein teueres Reiseziel.

= Everythingisvery expensiverelated to travel, excursions, food,etc.

= Fewer tourists.

= Fixthebussotherearenolongqueuesandwaits. See earlier comment. | liked the museums.

= Food in Iceland is quite costly and not my favorite style. | also compared it a lot to New Zealand and Alaska, but lovely
places, butsince | had been there, | think | was a bit saddened that Iceland wasn't quite as magical as | expected. Still great,

justnot magical.

= Food istoo expens.



REASONS - RECOMMEND (7-8)

Sp.11. Whathastobe done so thatyouwould be more likely torecommend Iceland asa travel
destination?

= Food wasa bit disappointing compared to how great everything else was.

= Fortheexchangeratetochangein ourfavourlitis very expensive, even by London standards.

= Friendlier staffand lower prices.

= (Gettingthereischeapbuteverythingelseisreally expensive.

= Goldencircle.

= Golden circleand Northern Light tour.

= Glinstigere Preise.

= | felt thatlcelandis a very expensive place to visit. The tours and food were more expensive than my home country and
several other countries that | have visited. | would certainly recommend Iceland as a destination to everyone but would
warn them thatit can be very expensive.

= |foundtheairportand travelinformation on what to expect confusing Also tryingto collect the tax refund on the gifts we
purchased wasa little cumbersome and completely clear.

= |havenorecommendation sofar.

= |haverecommended Iceland as a travel destination and friends are going this summer the only was negative the cost of
food anddrink which we knew before we went sowere prepared.

= |wasallittle unprepared clothing wise. The cold we get where | live is a very different cold compared to the wind that bites
on your facein Iceland.

= | wouldneed to visit again to experience more of what Iceland has to offer - there were many things | didn'thave time to
try and somuch more to learn about Icelandic culture.

= |wouldrecommenditasitis. Food and drink are relatively expensive but there is an abundance of natural beauty.

= | wouldrecommend. Enjoyed every minute.

= |wouldsuggestgoingin the summer when itisa bitwarmerand | would also suggestrentinga car.

= |celandairandflugairiceland mustindude foods on their trip they are so expensive so they must no be cheap like we paid
alowcost airlines !l from reykjavik to Toronto almost 900 dollars and 8 hours of flying must have at least a free food.

= |celand isa very beautiful country with unique nature, landscapes. The only thingthat might be improved is pricing. It's a
bit expensive. Butstill worth visiting...

= |celandisa very expensive destination, drinks and eating out would need to be cheaper.

= |celandisgreat, butalmost the most expensive place in the world.

= |celand isquiet expensive for some things we Brits take for granted, such as beer. | think in Iceland the cheapest pint we
got was around 1,000 ISK which is £5.49, and the most expensive was 1,250 ISK which is £6.49 which you'll only find
these sort of prices in night clubs! Asthe averageis like £4 in London. With a great craft beer scene growing it would have
been nice tohave tried all of the beerswithout worryingabout going bankrupt! Not sure why itis sohigh, maybe the dark
winters may mean too people just getdrunk? Who knows."

= |f environmental sustainability is such a concern, why is the Blue Lagoon giving out thousands of disposable Chinese-
made flipflops every day? Thisis unbelievably wasteful. Also, make Icelandair fly its passengers to the correct airport.

= Improve the weather? Drop the prices? | did not stay long enough to give a more complete answer to this question....

= |mproved touristattractionsin Reykavik!

= |slandis for experiences, not good weather:).

= |tcan bea costly holiday - especially the price of food and drink.

= |tisabitexpensive forfood andlodging.

= [tisall ok.|ustalittle expensive for some people like me. Anyway, isa very good choice.

= |tisexpensivetoeatout.

= |tisexpensive tovisit.

= |tisquite expensive for certain items.

= [|tisunaffordable right now asa tourist destination for many people.

= |tisvery expansive, mayby i would recomment it more when i am done with my degree.

= |tisvery expensive.




REASONS - RECOMMEND (7-8)

Sp.11. Whathastobe done so thatyouwould be more likely to recommend Iceland asatravel
destination?

= |tisvery expensive. [twould be great if accommodation were more affordable.

= |twasridiculously expensive. | thoroughly enjoyed it, however in comparison to any other European destinations it was
unattainably expensive. There was also not many free things to do, or much to do beyond 3 days.

= |twouldhavebeen nice tohave a meal at a restaurant while we were there, much as wehadin the past, but the price of
eating out makes that difficult. My wife will often buy souvenirs on holiday, clothes or bags etc., but these seemed too
expensive too. Not sure there's much to be done about that however.

= |twouldneed to be less expensive.

= |t'salittle pricey for some budgets.

= |t'sjusttooexpensive to getaround--taxi prices are egregious and bussing was wildly inconvenient for short distances as
we often had to wait at the bus terminal to transfer. The tour company practice of making people stand outside for as
much asan hour toawait pickup is very inconvenient and disrespectful.

= |t'squite expensive.

= Jokulsarlon glacier lagoon.

= Leprixdesrestaurantsseraienta réviser. Cesttrescher.

= Lessexpensive.

= Lessexpensive pricesforlodgingand food.

= Lessexpensive.

= Lesstourismemphasis.

= Logementsplusabordables.

= Lots of things closed the entire Easter weekend which was difficult. The Blue Lagoon seemed to be booked for a solid
week in advance. We had noidea.

= Lower costs!

= Lower prices.

= Lower prices!!

= Lower the cost of living.

= Lower the price of air tickets.

= Maintainingthe pricesreasonable for dining out.

= Make food and souvenirs much more affordable.

= Make it populated with happy people, more activities for everyone, stop eating pizzas, burgers and fast food, obesity is
very noticeable aroundthe Iceland. Everything is so expensive soo people have no much to do. High levels of suicide it is
alsoa problem due to the fact of depression and lonelyness. Alcohol is alsoa big problem, young people are drinking until
they colapse on the floor, girls and boys pissing themselves in a club or house party. Not very nice. Better toads would
bring more tourists and more tourists means income to the country. Icelandic people are racist towards the foreigners,
immigration should allow more people to populate the remote areas or even in big cities. The way it is going no many
people will livein Iceland and the country will colapse.

= Make the country less expensive to travel in.

= Makethingsa little less expensive.

= Make things more affordable.

= Man misste evt zu eineranderen Jahreszeit gehen.

= Mejoressegurode coche. Queavisen de los posibles problemas con el coche antes de hacer el sequro mds recomendable.

= Moreads.

= Moreaffordable dining options.

= More affordable restaurants.

= Moreavailable information on where and how to travel in/aroundIceland.

= More cheapaccommodations.



REASONS - RECOMMEND (7-8)

Sp.11. Whathastobe done so thatyouwould be more likely to recommend Iceland asatravel
destination?

= More convenient transportation to get outside Reykavik for excursives to the geysers, seeing the Northern Lights, etc.
attractions.

= Moredeals for the tourist for eating out. Thought prices were expensive.

= Moredevelopmentin other parts of theisland for a comfortable overnightstay in the north our east.

= Morefavorable currency rate.

= Moreflightoptions.

= Moreinformation about less expensive or free activities to do, especially in the winter.

= More placesto eat/ purchase food.

= More professionalization of tour operators/tour guides.

= Morepublic transportation options.

= Morereasonable priced accommodations.

= Morerestaurants more transportation.

= Moresun,lessrain =].

= Morethingstodowithin the town.

= Moretimeand money would have been required to see more. Icelandisalsovery expensive.

= More time for a vacation!

= Notmuch. Lowerthe price?

= Not your fault, but weatheris often bad. | have been there three times and haven't seen the Northern Lights. Other than
that, you seem to be doinga good job providing for tourists. People are nice.

= Nothing. (Mentioned 6 times)

= Nothing...8isavery high rating for me to give. Would like to have visited during the summer, but then wouldn'thave had
the opportunity tosee the Northern Lights.

= Nothingcomestomind, | justonly hadashortamount of time on a layover to visit, so| didn't get toknow the country well
enough torecommend.

= Nothingin practical terms - itis very costly and my advice would be tohire a car.

= Nothingitislovely butjustnotsuitable forall.

= Nothingthatl can think of.

= Nothing!Welovedit.

= Nothing, already therel

= Nothing, itjustmay notappeal to everyone.

= Nothing. Most people like travelling to warm climates for their holidays! Some friends are interested in going tolcelandand
we are going to show our photos to them. Food and alcohol are expensive and | think that can put people off visiting.

= Openinghourscan be a challenge at supermarkets.

= Oplevedeikkeselv Island som turist, sa har derfor sveert ved at udtale mig om dette. Var aupair.

= Peoplearranging trips need to be better organised.

= Perhapsairport/major city in a more central location inlceland whereiitis easier to travel back and forth.

= Perhapsrestaurantsand shops stay open till later in the evenings.

= Priceoftoursisalotfor alotof people.

= Prices.

= Pricesarehigh.

= Pricesare too expensive.

= Pricesin Iceland too high.




REASONS - RECOMMEND (7-8)

Sp.11. Whathastobe done so thatyouwould be more likely torecommend Iceland asa travel
destination?

= Pricesin storesandrestaurants were way to expensive.

= Provide more public optionsto allow exploration of the country (besides guided bus tours). As | didn't wish torenta car (it
was winter so driving conditions were difficult). | felt limited to the bus tours, which are very packaged for tourists, and
was frustrated with the limitations of the public bus.

= Realistically nothing as presumably nothing can be done about how expensive things are relative to the UK.

= Really don'tknow, only been there for two days. More advertising?

= Recommend seeing Iceland stopover with Northern European countries so your luggage is packed with similar warmer
clothing.

= Reduce number of tourists (yea, a contradiction, | know). Improve public transport.

= Reducethe cost of day tours! Itis too expensive.

= Reduce the cost of the tours. More transportation options ( GrayLine looks like a monopoly - you depend upon on them for
almost everything).

= Rentinga car was expensive and there were a million differentinsurance added. Did not enjoy the process or service.

= Restauration etachatalimentaires meilleurs marchés.

= Some people can find it to be too expensive tobe able to afforda holiday in Iceland.

= Tarifsde larestauration moinschers.

= Tellthemtovisitin a better season (summer).

= Theattitude of workersin the service industry.

= The cost of eating, doing activities, shopping is very high. That is the biggest draw back with Iceland. The people were
lovely and sowas the country.

= Thecostoffood isfartoo high... Thisneeds tochange.

= Thecountryisfabulous, butvery very expensive.

= The experience was wonderful, but the weather is unpredictable. | know not everyone would enjoy that as a travel
destination.

= Theflightandconnectionswere too long. | discovered an easier route after (through New York or Miami).

= The Northem Lights tour needs to be more detailed in the chase for the Northern Lights they only seem to go to one
location rather than mutiple locations. For $150 each you would think you would get more for your dollar. Considering my
wife and | went to Iceland mainly to see the Northern Lights and what we saw was disappointing. We even had the
opportunity to do itagain but the company did the exact same thingand took us to the exact same location, thuswasting
our time and money. We ended up getting a better view of the Northern Lights on our last day in Iceland right from our
hotel. My wifeand | would love toreturn tolceland in the Summer to see the beautiful landscapes when its warm.

= Theplaceisfantastic... may be more activities for youngsters.

= Theprice of food was exponentially high. This would be off putting for a lot of middle class travellers.

= Thetransportin the small place, please short the waiting time. | think half an hour one bus is can be used.

= Therearevery limited flight options flying toand out of Iceland.

= Therearen'tmany low budget optionsduring the low (cold) season.

= Thisisnotanegative. It'snota destination for everyone. If you areinto the outdoorsand hikingit'sa great destination. A
slight negative is the food. Prices are high and we did not find what we consider to be really high quality food options.
However, we did find options that worked.

= Tobe lessexpensive.

= Toursnotbeingoverbooked resultingin last minute cancellations.

= Tréscherau niveau de larestauration.

= Un coQtdevieplusbasetuneplus grande offre alimentaire pour les personnes ne mangeant pas de viande.

= Uniqueplacetovisit.

= Verydifferent from most Euopean countries, outside EU, island, weird customs.

= Very expensive. Would recommend goingin summer.

= Vuelosdirectos a Espafia en invierno desde mas destinos.



REASONS - RECOMMEND (7-8)

Sp.11. Whathastobe done so thatyouwould be more likely to recommend Iceland asatravel
destination?

= Wdrmeres Wetter, bessere Wettersicherheit, tiefere Preise - dies sind die hdufigsten Faktoren, welche die Leute
abschrecken. Aber wer den Norden nichtmag soll haltin den Siiden reisen;).

= We metsome not friendly, not helpful locals which made it seem like they didn't like tourists (which was unexpected based
on whatwe hadread and heard). For example, the Blue Car Car Rental place in Reykjavik City was closed when we went to
pick up and drop off our car, which led us to scramble to find a phone or wifi to call the main office while waiting in the cold
while they arrived. They did not respect our time and seemed annoyed, we just showed up at the agreed upon time.

= Wethoughtlceland had so much to offer, especially in wintery conditions, can't wait to re-visit in the summer.

=  Weather.

= MALIZEISK, fRERERSEEREERT, MREEMMECESTZZIRE IOMETF 7. B8 FHLEMBERESIA,
s WAOE, Kk EERFES, BRNT PSR FIRARPEARRERAR T, MAEINI—RESURIMARERLAH
NRITMBEREZATEINNE, AREREKBZEEMNKR, SMEZMIRENE, (translation: From the airport to the
city, thecity tothe attractions have a good shuttle bus. If the return trip to the hotel door can be completely better. Also,
some very attractive items, such as visits to the ice cave, ice motorcycles. But for the middle or upper middle income
Chinese people it is a little too expensive. And we are generally two to four-family units to travel, if you have a family to
give appropriate preferential votes mightin Iceland stay for two days to participate in more tourism projects).

= ISR RBETERYERIE (translation: Enhanced ease of transportation and accommodation)

= BT B EER HAI5ES) (translation: The promotion of more professional and more adventure activities).

= HMEQTREEZWENESE BHIES1EABMMER (tkin120KM/H) (translation: Car rental companies offer more

automaticcar, aslightincrease Highway 1 speed limits (eg 120KM / H)).
= B EEE—2 (translation: Leta little cheaper flights).




REASONS - RECOMMEND (0-6)

Sp.12. Whyare younotlikely to recommend Iceland asatraveldestination?

= Badweather. Bad food.

= Beautifularea, greatnatural sites.

= Because it is crazy expensive. The country is so beautiful but for me....too expensive. | would recommend going to
Scotland because that's a cheaper flight and also beautiful.

= Everythingistoo expensive.

= Everythingwas way too expensive e.qg. food, gas, small gifts etc, compare to other citiesin the world.

= Expense.

= Expense, few options.

= Expensive and off putting people would rather spend my time around more welcoming/warm/open/nice people.

= Expensive, rainsalotwhich interferes with all your outside activities. Would go back in the summer to have a longer time
to explore.

= Expensive. The experience seems slightly shallow in that the culture has been ,packaged” and everythingis presented to
thetourist. Everything experienceislinked toa cost. One rarely actually engages with people.

= Expensive...Foodisn'tall that great.

= Food isexpensive, friendly staff but service below standard.

= Forpeople whodon't like museums there is not much to do in most towns.

=  From what | saw of the country (which admittedly wasn't very much) | wasn't very impressed. The geyser basin was
pathetic--and severely damaged. The waterfall was ok, but nothing special. The national park was interesting, but also
nothing special. Restaurants were overpriced. So was pretty much everything else. The weather was simply awful--
horizontal rain mixed with sleet that was unendurable.

= |amnotgoingtoonot recommend Iceland.

= |don'tenjoy the weather.

= | foundthat the people who live in Iceland, aren't friendly, welcoming or warm people. For me the culture of the people is
the most important thing in travelling, so for that reason | don't wish to come back. But when | meet people of whom |
know itwouldn'treally matter to themand they are more out to see the nature I mightstill tell them it could be fine to go.

= | got robby some guy during the trip.

= | have visited twice, and now find out that you sell fin back whale meat to japan. | will not be back. | liked the way you
handled the backing crisis. | like that you are safe and crime free. As a former North Atlantic commercial fisherman, |
disagree with whaling entirely.

= |nsummeryes-inwinterno. The weatheris crazy.

= Interestingand different fromsome areas of Europe.

= [|tisan expensive destination.

= |tisvery expensive.

= |t'sareally nice country butit'sreallyexpensive the flights and the accomodation.

= |tsaunique place tovisit. Love the geothermal pools.

= |t'sexpensive tobook tours, and food and drink while in Iceland is very expensive compared to the UK.

= |t's overly expensive. To eat cost too much, | couldn't even buy a drink because it ran ober 20 dollars for just one! alava
braceletwas 50 dollars. Everything is over priced.

= |tstoexpensive.

= |t'svery cold.

= [|'veonlyseen the city of Reykjavik and not the beautiful nature of Iceland. The city wasn't that appealing.

= Noreason.

= Notrees, nocolorinthelandscape.

= Notalotto do.

= Notsuitable for children.



REASONS - RECOMMEND (0-6)

Sp.12. Whyare younotlikely to recommend Iceland asatraveldestination?

= RACISM.

= Seems better suited tothose interested in outdoor activitiesi.e. hiking/eco-tourismand | don't hang outin those circles.

= The high cost. Thatin itself isn't the whole problem, but the difficulty in figuring out the exchange rates, especially in
american dollars, made it hard to budget. | saw many businesses list approximate prices in Euros and English Pounds, |
would suggest encouraging themtoadd american dollars to that list.

= Thehonesty of the toursis paar, it ishighly unlikely we would see whales, | do not wanta ticket to return. Please be more
honest. The same can be said for the northern lights. The small print says you may not see the lights but in all honesty
when we were there it was highly unlikely. Please do not drive me roundin the cold and dark when really you know we will
notsee themthen cover yourselves by offering a free trip. Our south shore trip was wonderfull, but why take us aut all day
when you know it will be dark before we get to the museumand waterfall. Be honest, make the trip over two days, or alter
themand planwinter trips differently. | loved Iceland, what we saw, but | felt as a tourist we were notrespected, you only
wanted our money and our experience matered little.

= Thepeople arereally unfriendly.

= Thetravelingfeeisquitehigh.

= Too"Americanized".

= Tooexpensive.

= Tooexpensive.

= Very expensive.

= Very expensive, especially for young people.

= Wearefood loversand were not happy with the quality, price and lack of food options available.

= X3IZ (translation: Far).

= %A XS (translation: Too expensive).




ICELAND AS A TRAVEL DESTINATION

Q.13. Haveyouseenorheardaboutliceland asatraveldestination through advertising or media
coverage during the last three months?

Count % %

respondents respondents responses

I Internet (web sites, blogs, social media) 1155 63,4 41,7 634%
I Magazines 340 18,7 12,3 18,7%
J relevision 285 15,7 10,3 15.7%
I Newspapers 237 13,0 8.5 13,0%
I Posters (outdoors media) 163 5,0 59 9.0%
B Radio 27 15 1,0
15%
J eisewhere 140 7.7 50
. . 7.7%
No, | have notnoticed Iceland being
] ) o 426 23,4 15,4 234%
advertised or discussed as a travel destination | ’ .
Number of responses 2773 152,3 100,0 0% 100%
Number of respondents 1821 93,9
Did notanswer 119 6.1
Total 1940 100,0
Darkest bar: Winter 15-16
Summer 14
Winter 13-14
100% A
Winter 11-12
X % Faintest bar: Summer 11
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ICELAND AS A TRAVEL DESTINATION

Q.13. Haveyouseenorheardaboutliceland asatraveldestination through advertising or media
coverage during the last three months?

Internet noticed Iceland

(web sites, being advertised
blogs, Posters ordiscussed as
Number of social (outdoors atravel
answers media) Magazines Television Newspapers media) Radio Elsewhere destination
Count % % % % % % % %

Gender
Male 613 60,7 17,5 16,6 131 9,5 1.3 7.2 26,4
Female 1205 64.9 19,3 15,2 13,0 8,7 16 7.8 21,8
Age
24 yearsand younger 312 68,9 15,7 15,4 7.4 9.9 2,6 54 22,8
25-34 years 634 65,8 17,2 12,9 9,0 121 0,9 7,6 24,1
35-44 years 326 59,8 16,0 19,3 12,3 8.9 15 8.0 26,7
45-54 years 252 611 23,4 17,9 18,7 5.2 12 6.3 22,2
55yearsand older 273 57,1 24,2 15,8 24,2 4,0 1.8 11,7 20,1
Whatis your profession?
Managerial 210 61,0 20,0 18,6 14,3 11,0 29 7,6 23,3
Professionals (dr./lawyer/account. etc.) 403 64,0 19,6 171 14,1 11,2 1.2 7.2 21,6
Other professionals 296 66,9 21,3 14,2 10,1 111 1,0 7.1 20,3
Teacher/Medical care 187 63,1 15,0 13,9 11,2 3,7 16 3,7 27,3
Clerical/Service 92 62,0 21,7 17.4 17,4 6.5 11 7,6 23,9
Vocational/Technical 52 61,5 17,3 25,0 9,6 58 1.9 1.9 26,9
Unskilled 9 55,6 22,2 111 111 00 11,1 0,0 33,3
Student 263 66.9 13,7 11,4 6.1 8.0 15 8.4 24,7
Retired/Homemaker 111 57.7 24,3 16,2 28.8 4,5 1.8 13,5 18,9
Artist/Musician/Actor etc. 19 52,6 10,5 5.3 26,3 15,8 53 10,5 36.8
Other 158 61,4 19,0 15,8 12,0 8.9 0,0 114 25,3
Householdincome
High 715 65,9 19,7 16,1 15,7 9.7 1,7 71 20,8
Average 751 61,9 16,9 15,0 10,9 8.1 0.9 8.4 25,3
Low 287 62,4 20,9 16,0 10,5 8.7 2,8 7,3 24,7
Marketarea
North America 844 71,4 19,2 16,5 11,5 11,5 15 9,0 16,1
Britain 355 57,2 20,3 11,8 20,0 9.6 2,0 5,4 29,6
Central/Southern Europe 323 52,6 18,3 22.3 10,2 53 2,2 59 32,2
Scandinavia 111 51,4 16,2 9,9 16,2 54 0,0 108 34,2
Asia 93 71,0 18,3 16,1 10,8 6.5 0.0 8.6 15,1
Other 91 59,3 13,2 6.6 8.8 3.3 0.0 55 30,8
Educational level
Finished high school or less 150 56,7 22,7 15,3 14,7 53 1.3 8.7 23,3
Bachelor'sdegree or equivalent 1062 65,7 16,9 16,7 11,6 8,9 19 7.7 23,2
Master's/Ph.D. or equivalent 579 61,1 20,7 14,0 14,2 10,4 0,9 7.1 23,8

When respondents can choose more than one answer, significance between groups is not calculated.



ICELAND AS A TRAVEL DESTINATION

Q.13. Haveyouseenorheard aboutliceland asatraveldestination through advertising or media
coverage during the last three months?

Internet noticed Iceland

(web sites, being advertised
blogs, Posters ordiscussed as
Number of social (outdoors atravel
answers media) Magazines Television Newspapers media) Radio Elsewhere destination
Count % % % % % % % %

Nationality
American 642 71,2 19,9 15,7 101 10,7 14 9,5 15,9
British 304 55,6 20,7 13,5 23,0 9,2 16 49 30,3
Canadian 193 71,5 171 18,7 16,6 14,0 21 10,9 15,5
German 70 47,1 171 44,3 10,0 4,3 14 4,3 22,9
Chinese 53 75,5 151 151 19 13,2 19 9,4 17,0
French 47 42,6 12,8 23,4 6.4 4,3 21 8,5 40,4
Spanish 38 60,5 7.9 5.3 79 2.6 0,0 2,6 36.8
Danish 30 46,7 16,7 10,0 13,3 16,7 0.0 6.7 33.3
Swedish 29 44,8 13,8 6.9 24,1 0.0 0.0 6.9 37,9
Swiss 25 52,0 20,0 20,0 12,0 12,0 0,0 8,0 24,0
Norwegian 22 54,5 18,2 13,6 9.1 0.0 0,0 4,5 40,9
Dutch 22 50,0 31,8 18,2 22,7 4,5 0,0 4,5 36.4
Italian 17 47,1 23,5 23,5 23,5 0,0 59 0,0 47,1
Austrian 8 62,5 12,5 125 0.0 0.0 0.0 0.0 37,5
Other 321 62,0 17.8 10,3 9,7 53 16 6.9 27,7
Type of trip*
Package tour 323 67,5 18,0 16,1 17,0 8.4 0.3 7,4 17,0
Individually-arranged tour 1298 63,3 19,0 15,9 12,9 9,2 18 7.9 24,0
Business-arranged tour 34 67,6 26,5 17,6 17,6 17,6 0.0 0.0 20,6
Purpose of visit*
Vacation/holiday 1648 64,3 18,6 151 12,9 8.8 13 7,8 23,0
Visiting friends/relatives 95 68.4 25,3 16.8 20,0 15,8 53 11,6 16.8
Eventin Iceland (leisure related) 85 69.4 25,9 21,2 14,1 8,2 35 14,1 16,5
Education and training 56 62,5 21,4 17.9 17.9 16,1 18 10,7 19,6
Business/small meeting 40 55.0 22,5 12,5 17,5 10,0 0.0 50 27.5
Conference/large meeting 30 66,7 16,7 16,7 3.3 6,7 0,0 100 23,3
Other 26 65,4 15,4 15,4 3.8 77 7,7 0.0 23,1

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



THE IDEA OF COMING TO ICELAND

Q.14. Where did yougetthe ideaofcoming to Iceland?

Count % %

respondents respondents responses

I General interestsin nature/country 850 471 231 471%
I From friends/relatives 833 46,2 22,6 46,2%
I Social media/websites 433 24,0 11,7 24.0%

International movies/documentaries/TV

12,4%
programme/Music videos (showing views of 223 12,4 6.0 ’
Icelandic landscapes) 11.0%

I Article on Iceland in newspaper/magazine 198 11,0 54 10,1%

I Previous visit 182 10,1 4,9 9.8%

ITraveI agentorairline 176 9,8 4,8

9,3%

[ icetandic music 168 9,3 4,6

7,2%

ITourist brochure/guidebook 129 7.2 3,5 ’

IAdvertisement in newspapers/Magazines 85 4,7 2,3 4.7%
Icelandic films (fillms produced in Iceland) 77 4,3 21 4,3%

I Icelandic horses/horseback riding 66 3,7 1.8 37%

I Icelandid literature 51 2,8 14 268%
International collaboration/conference/NGO

o 40 2,2 11 2.2%
(Non Governmental Organisation)

I Businessrelations with Iceland 38 21 1.0 21%
Other 138 7,6 3,7 7.6%
Number of responses* 3687 204,4 100,0 ' '

0% 100%
Number of respondents 1804 48,9
Didnotanswer 1883 51,1
Total 3687 100,0

*There are more responses than respondents asit was possible to select more than one answer.
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THE IDEA OF COMING TO ICELAND

Q.14. Wheredid yougettheideaofcoming to Iceland?

International movies/

General documentaries/TV Articleon
interests in From Social programme/M usic Iceland in
Number of nature/ friends/ media/ videos (showing views  newspaper/
answers country relatives websites  of Icelandic landscapes) magazine Elsewhere
Count % % % % % %
Gender
Male 610 51,6 43,8 22,1 13,3 12,3 46,7
Female 1191 44,8 47,4 25,0 11,8 10,3 47,2
Age
24 yearsand younger 304 52,6 51,0 30,6 17.4 9,5 43,4
25-34 years 625 49,8 50,9 28,2 14,7 9,6 46,7
35-44 years 326 43,6 41,1 20,6 10,4 9.2 48,5
45-54 years 254 47,2 39.4 181 9.4 13,4 48,4
55yearsand older 271 38,7 42,1 17,3 6,6 151 50,2
What is your profession?
Managerial 208 46,2 42,8 23,1 111 11,5 45,2
Professionals (dr./lawyer/account. etc.) 403 46,7 47,9 22,6 129 13,2 50,1
Other professionals 291 43,0 50,9 25,4 11,7 8,9 45,4
Teacher/Medical care 186 43,5 43,0 231 10,2 9,7 41,4
Clerical/Service 93 50,5 45,2 26,9 14,0 151 46,2
Vocational/Technical 55 52,7 34,5 16,4 12,7 12,7 41,8
Unskilled 9 77.8 44,4 11,1 111 111 22,2
Student 258 50,8 49,6 27,9 16.3 9,7 44,6
Retired/Homemaker 108 38,9 41,7 18,5 5.6 13,9 52,8
Artist/Musician/Actor etc. 17 58.8 82,4 23,5 11,8 59 58.8
Other 154 53,9 42,9 28,6 14,9 7.8 53,2
Householdincome
High 711 47,5 47,3 22,2 9,7 11,0 46,7
Average 746 45,7 45,6 26,3 14,3 10,7 45,3
Low 277 50,2 45,5 24,9 14,8 11,9 51,6
Marketarea
North America 833 43,5 46,1 29,9 9,5 11,8 48,4
Britain 353 51,6 47,9 18,7 113 9,3 43,1
Central/Southern Europe 319 54,2 42,9 13,5 15,4 9,7 49,5
Scandinavia 111 35,1 49,5 10,8 3.6 8.1 60.4
Asia 94 52,1 51,1 41,5 31,9 19,1 35,1
Other 90 48,9 42,2 26,7 23,3 10,0 38,9
Educational level
Finished high school or less 150 51,3 37.3 20,7 10,7 9.3 46,7
Bachelor'sdegree or equivalent 1050 47,1 49,0 27.0 13,0 10,8 45,3
Master's/Ph.D. or equivalent 574 46,2 43,7 20,0 11,8 11,3 50,0

When respondents can choose more than one answer, significance between groupsis not calculated.



THE IDEA OF COMING TO ICELAND

Q.14. Where did yougettheideaofcoming to Iceland?

International movies/

General documentaries/TV Articleon
interests in From Social programme/M usic Iceland in
Number of nature/ friends/ media/ videos (showing views  newspaper/
answers country relatives websites  of Icelandic landscapes) magazine Elsewhere
Count % % % % % %
Nationality
American 636 45,4 45,6 29,7 8.3 11,3 47,6
British 302 51,0 45,7 17,5 8,9 10,9 45,4
Canadian 189 39,2 47,6 27,5 14,3 13,8 51,3
German 70 64,3 30,0 7,1 171 4,3 54,3
Chinese 53 58,5 62,3 35,8 20,8 22,6 39,6
French 46 52,2 37,0 6,5 13,0 6.5 45,7
Spanish 37 43,2 51,4 18,9 27,0 10,8 37.8
Danish 31 25,8 41,9 3.2 3.2 9,7 67,7
Swedish 28 35,7 57,1 14,3 0.0 0,0 53,6
Swiss 25 56,0 36,0 4,0 12,0 12,0 72,0
Norwegian 23 43,5 52,2 4,3 0,0 4,3 65,2
Dutch 21 42,9 57,1 19,0 9,5 14,3 52,4
Italian 17 58,8 17.6 59 11,8 11,8 58,8
Austrian 7 28,6 57,1 0.0 0.0 0.0 42,9
Other 319 48,3 48,9 29,2 21,6 10,3 35,2
Type of trip*
Package tour 324 47,8 39,5 31,2 13,3 13,3 44,4
Individually-arranged tour 1285 49,2 48,9 23,3 12,9 11,3 46,8
Business-arranged tour 34 14,7 20,6 11,8 59 0,0 97.1
Purpose of visit*
Vacation/holiday 1637 48.8 47,9 25,4 12,9 11,4 44,6
Visiting friends/relatives 93 35,5 55,9 12,9 14,0 9,7 63,4
Eventin Iceland (leisure related) 85 48,2 52,9 28,2 24,7 18.8 67.1
Education and training 55 43,6 21,8 16,4 10,9 7,3 74,5
Business/small meeting 38 23,7 23,7 7.9 7.9 53 921
Conference/large meeting 30 23,3 23,3 10,0 6.7 3.3 96,7
Other 26 34,6 34,6 11,5 7,7 3.8 65,4

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.
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FIRST CONSIDERING COMING TO

ICELAND

Q.15. How longisitsince you first considered coming to Iceland?

Count %
I Less than 3 months 380 28,1 28,1%
] 3-6 montns 346 256 256%
I 6-9months 176 13,0 130%
J o-12months 93 6.9 6.9%
B 1-2years 139 103 103%
B 23 years 56 41 41%
I 3-4 years 36 2,7 2,7%
I More than 4 years 126 9.3 9,3%
Number of responses 1352 100,0 0:)/0 10(')%
Number of respondents 1352 69,7
Did notanswer 588 30,3
Total 1940 100,0
50 Mean 23,0 months
39,7 a4 Standard deviation 60,4 months
Median 5,4 months
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FIRST CONSIDERING COMING TO

ICELAND

Q.15. Howlongisitsince you first considered coming to Iceland?

Number of Less than3 6-12 More than
answers months  3-6months  months 1-2years 2-4 years 4 years
Count % % % % % %
Total 1352 28,1 25,6 19,9 10.3 6.8 S3 P 230
Gender
Male 450 311 24,7 19,8 7.6 6.2 10,7 26,7
Female 899 26,6 26.0 19,9 11,7 71 8.7 21,2
Age*
24 yearsandyounger 213 371 23,9 19,2 10,3 52 4,2 B 110
25-34 years 487 27,5 25,7 20,7 10,1 8.8 72 [ 156
35-44 years 232 25,4 28,9 16.8 11,6 7.8 95 [P 250
45-54 years 192 23,4 19,8 22,4 13,0 7.3 141 P 344
S5yearsandolder 211 28,0 28,0 20,4 6,6 2.8 142 [ 374
Whatis your profession?
Managerial 166 27,7 29,5 181 9,0 7.8 7.8 22.7
Professionals (dr./lawyer/account.etc.) 292 22,3 27,4 21,6 13,0 6.8 8.9 19,8
Other professionals 225 24,4 24,4 21,8 12,4 7.6 9.3 20,6
Teacher/Medical care 135 27,4 26,7 23,7 6,7 4,4 111 33,1
Clerical/Service 71 25,4 31,0 16,9 7,0 141 56 21,5
Vocational/Technical 39 38,5 20,5 15,4 77 77 10,3 19,0
Unskilled 6 50.0 0.0 16,7 0,0 0.0 333 52,6
Student 188 42,6 21,8 13,8 9,0 6.4 6.4 14,7
Retired/Homemaker 85 35,3 21,2 21,2 71 24 12,9 34,3
Artist/Musician/Actor etc. 15 26,7 6.7 33,3 13,3 6.7 13,3 29,1
Other 119 20,2 26,1 21,8 12,6 6.7 12,6 29,3
Householdincome
High 553 27.1 271 19,9 10.8 56 9.4 21,5
Average 537 28,5 26,1 20,5 9,7 6.5 8.8 24,3
Low 215 28,8 20,9 181 11,6 9.3 11,2 24,2
Marketarea
North America 637 24,8 251 20,6 12,4 7.7 9.4 243
Britain 267 28,8 27,0 17,6 9.4 8.2 9.0 231
Central/Southern Europe 230 28,7 28,3 191 8.7 57 9.6 22,6
Scandinavia 84 381 23,8 7.1 7.1 4.8 19,0 33,9
Asia 61 44,3 18,0 311 4,9 1.6 0.0 5,5
Other 71 25,4 25,4 31,0 8.5 4,2 56 14,3
Educational level
Finished high school or less 104 26,9 26,9 19,2 5.8 8.7 12,5 28,2
Bachelor's degree or equivalent 815 29,3 24,8 19,3 12,0 58 8.8 22.4
Master's/Ph.D. or equivalent 417 271 26,6 20,9 8.2 8.2 9.1 21,9

*Significant difference between groups according to ANOVA test (p<0,05). “



FIRST CONSIDERING COMING TO

ICELAND

Q.15. How longisitsince you first considered coming to Iceland?

Number of Less than3 6-12 More than
answers months  3-6 months  months 1-2years 2-4 years 4 years
Count % % % % % %

Total 1352 28,1 25,6 19,9 10,3 6.8 9,3
Nationality*
American 480 24,3 23,5 21,6 12,2 8,6 9,8
British 227 25,6 27,3 19,4 101 7,0 10,6
Canadian 140 26,4 30,0 15,7 14,3 5,7 7.9
German 50 26,0 18,0 14,0 12,0 10,0 20,0
Chinese 38 63.2 18,4 13,2 0.0 2,6 2,6
French 33 24,2 51,5 18,2 0.0 6.1 0.0
Spanish 28 67,9 71 14,3 3.6 3.6 3,6
Danish 22 27,3 27,3 9.1 0.0 91 27,3
Swedish 24 37,5 25,0 8.3 8.3 4,2 16,7
Swiss 15 33.3 13,3 26,7 20,0 0,0 6.7
Norwegian 18 16,7 38,9 16,7 16,7 0,0 111
Dutch 13 30,8 38,5 7,7 7.7 15,4 0,0
Italian 12 33.3 41,7 8.3 0.0 0.0 16,7
Austrian 6 16,7 16,7 50,0 0.0 0,0 16,7
Other 236 29,7 25,4 25,0 8.5 51 6.4
Type of trip*
Package tour 248 26,6 25,4 20,2 129 56 S,3
Individually-arranged tour 980 27.2 25,7 19,7 10,3 71 9,9
Business-arranged tour 23 43,5 17,4 17,4 8.7 4,3 8,7
Purpose of visit*
Vacation/holiday 1236 27,8 26,2 19,7 10,1 7.1 9.1
Visiting friends/relatives 73 31,5 16,4 9,6 9,6 9,6 23,3
Eventin Iceland (leisure related) 66 30,3 13,6 22,7 9,1 10,6 13,6
Education and training 39 23,1 12,8 23,1 15,4 51 20,5
Business/small meeting 32 37.5 25,0 15,6 9,4 9,4 3.1
Conference/large meeting 14 64,3 21,4 71 71 0,0 0,0
Other 15 26,7 26,7 26,7 0.0 20,0 0.0

*Significant difference between groups according to ANOVA test (p<0,05).

B >0

Bl 54
Bl 55
M 205
N 408
M 163
l62

l60
BN s36
N 353
M 127

B 215

N 98
s 453
N 376
M 140

22,6
24,4
151

22,7
513
19,4
49,1
111
2.9
10,7

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



TIME BETWEEN BOOKING AND

DEPARTURE

.16. Howlong before departure did you book the flightor buy the tour package?

Count %
I Less than 2months 792 46,4 46,4%
I 2-4 months 471 27,6 27,6%
] 2-6 months 294 17.2 17,2%
f 6-8months 69 4,0 40%
I 8-10 months 45 2,6 26%
B 10-12months 30 18 18%
I More than a year 5 0.3 0,3%
T 1
Number of responses 1706 1000 .- 100%
Number of respondents 1706 87.9
Did notanswer 234 12,1
Total 1940 100,0
12 A
et Mean
Mean 3,27 months
Standard deviation 3,00 months
3,70 348 327
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TIME BETWEEN BOOKING AND

DEPARTURE

(.16. How long before departure did you book the flight orbuy the tour package?

Number of Less than 2 More than

answers months  2-4months 4-6 months 6-8 months 8 months

Count % % % % %
Total 1706 46,4 27,6 17.2 4,0 47 I 327
Gender*
Male 569 49,0 28,8 16,2 3,0 3.0 I 303
Female 1134 45,1 27,0 17,8 4,6 56 [N 339
Age*
24 yearsandyounger 274 57,3 23,4 128 29 3.6 I 280
25-34 years 606 46,0 29,4 16,0 3.3 53 P 329
35-44 years 304 42,8 29,3 19,7 56 26 N 328
45-54 years 245 43,3 25,7 20,4 4,5 61 [ 354
S5yearsand older 255 43,5 27,5 18,8 4,7 55 [ 344
Whatis your profession?*
Managerial 199 46,2 28,1 17,6 50 3.0 I 329
Professionals (dr./lawyer/account.etc.) 383 43,3 29,0 15,3 3.4 50 [ 335
Other professionals 281 44,8 27,8 171 6.0 43 N 335
Teacher/Medical care 180 36,7 27.2 24,4 4,4 72 N 3,75
Clerical/Service 87 391 33,3 18,4 4,6 46 N 352
Vocational/Technical 53 43,4 30.2 13,2 1.9 11,3 [ 361
Unskilled 7 42,9 28,6 28,6 0.0 00 P 307
Student 235 61,3 251 7.7 3,0 3,0 I 253
Retired/Homemaker 97 50,5 23,7 16,5 4,1 52 [N 322
Artist/Musician/Actor etc. 18 44.4 27.8 22,2 0,0 56 [ 335
Other 146 48,6 253 18,5 3,4 41 N 323
Householdincome
High 684 46,6 26,8 17,5 4,1 4,8 3,30
Average 702 45,3 28,2 17,2 44 4,8 3,35
Low 259 46,7 29,3 16,6 3.5 3.9 3,06
Marketarea*
North America 797 43,4 29,5 17.4 48 49 P 338
Britain 330 44,2 30,9 16,7 3.0 52 N 329
Central/Southern Europe 301 46,5 27,6 17.9 3,7 43 N 33
Scandinavia 103 67.0 21,4 8,7 19 10 I 232
Asia 85 57.6 14,1 21,2 4,7 24 N 297
Other 87 471 19,5 19,5 4,6 92 I 369
Educational level
Finished high school or less 136 43,4 27,9 19,1 59 3,7 3,39
Bachelor's degree or equivalent 991 47,5 256 16,6 4.1 6.1 3,33
Master's/Ph.D. or equivalent 555 45,2 314 17,7 3.2 2,5 3,11

*Significant difference between groups according to ANOVA test (p<0,05). “



TIME BETWEEN BOOKING AND

DEPARTURE

.16. Howlong before departure did you book the flightor buy the tour package?

Numberof Less than2 More than

answers months  2-4months 4-6 months 6-8 months 8 months

Count % % % % %
Total 1706 46,4 27,6 17,2 4,0 47 I 327
Nationality*
American 610 43,8 28,9 17,4 4,6 54 PN 341
British 285 42,8 30.2 18,9 2.8 53 [ 337
Canadian 178 42,7 31,5 16,3 56 3.9 I 335
German 67 433 23,9 19,4 6,0 75 N 3567
Chinese 46 73.9 13,0 6.5 2.2 43 [N 234
French 43 419 27.9 20,9 4,7 47 [N 346
Spanish 35 571 22,9 8,6 8,6 29 I oo
Danish 28 75,0 14,3 71 3.6 00 P 209
Swedish 25 72,0 16,0 8,0 4,0 00 W 220
Swiss 25 60,0 36,0 4,0 0.0 0.0 N 229
Norwegian 20 45,0 350 20,0 0.0 00 P 303
Dutch 20 55,0 350 10,0 0,0 00 I 256
Italian 16 43,8 37.5 18,8 0.0 00 I s.00
Austrian 8 25,0 37.5 12,5 0.0 250 [ 296
Other 300 47,7 23,7 20,7 3.7 43 [N 3,23
Type of trip*
Package tour 300 34,3 28,7 24,7 53 7.0 3,98
Individually-arranged tour 1244 48,6 27,2 16,2 3.9 4,2 3,14
Business-arranged tour 31 74,2 25,8 0.0 0.0 0.0 1,59
Purpose of visit*
Vacation/holiday 1561 44,5 284 17,9 4,3 50 3,36
Visiting friends/relatives 87 65,5 19,5 13,8 11 0.0 2.36
Eventin Iceland (leisurerelated) 80 56.3 21,3 13,8 50 3.8 2.96
Education and training 45 64,4 17,8 11,1 2,2 4,4 2.71
Business/small meeting 38 76.3 15,8 7.9 0.0 0.0 1,79
Conference/large meeting 29 58,6 24,1 17.2 0,0 0.0 2,40
Other 23 56.5 21,7 17,4 4,3 0,0 2.55

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.
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FACTORS CONCERNING THE DECISION TO

VISIT ICELAND

Q.17. Wich of the following factorshad a majorimpacton yourdecision to visitIceland?

Count % %
respondents respondents responses
[} icelandicnature 1345 73.8 26,3 73.8%
IAdestination I have always wanted to visit 1044 57,3 20,4 573%
I Attractive price offer / low airfare 673 36,9 13,2 36.9%
I Icelandic culture/ history 615 33,7 12,0 337%
I Spa & wellness 313 17,2 6.1 17.2%
I Stopover opportunity in Iceland 247 13,5 4,8 1359
070
I Special eventin Iceland 187 10,3 3.7
10,3%
Special personal occasions (birthday,
) 186 10,2 3,6 10,2%
wedding, etc.)
. . . 0,
I Friends/ relativesin Iceland 141 7.7 2,8 7.7%
[ Horseriding / related activities 90 4,9 1.8 49%
Educational or research 71 3,9 14 35%
I Conference / meetingin Iceland 56 31 11 31%
I Businessrelationsin Iceland 39 2.1 0.8 21%
I Health & medical treatment 12 0,7 0.2 0.7%
J other 94 5.2 1,8 5.2%
T 1
Number of responses* 5113 280,5 100,0 (o 100%
Number of respondents 1823 94,0
Did notanswer 117 6,0
Total 1940 100,0
*There are more responses than respondents as it was possible to select more than one answer.
Darkest bar: Wwinter 15-16
Summer ‘14
Winter '13-14
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FACTORS CONCERNING THE DECISION TO

VISIT ICELAND

Q.17. Wich of the following factorshad amajorimpacton yourdecision to visitIceland?

A destination | Attractive  Icelandic
Number of  Icelandic have always price offer/  culture/ Spa &
answers nature wanted to visit low airfare history wellness Other
Count % % % % % %

Gender
Male 610 76,4 58,5 34.9 36,9 18,7 47,2
Female 1210 72,6 56.8 38,0 321 16,4 48,9
Age
24 yearsand younger 307 81.4 60,9 37,1 34,5 22,1 45,6
25-34 years 632 75,9 59,5 38,6 32,5 17,6 48,7
35-44 years 330 73,0 55,2 35.8 33.9 19,4 49,7
45-54 years 255 72,2 55,3 36.5 35,7 13,7 50,6
55yearsand older 275 62,2 54,5 35,6 32,4 12,4 46,9
Whatis your profession?
Managerial 209 69,9 54,1 37,8 34,0 21,1 45,0
Professionals (dr./lawyer/account. etc.) 403 76,2 60,0 37,0 34,2 15,6 47,9
Other professionals 296 72,3 59,5 429 35,8 18,6 45,6
Teacher/Medical care 189 72,0 571 36.0 31,2 16,4 47,1
Clerical/Service 93 75,3 61,3 29,0 35,5 19,4 40,9
Vocational/Technical 55 74,5 45,1 38.2 25,5 10,9 41,8
Unskilled 8 62,5 75,0 12,5 62,5 12,5 37,5
Student 261 80,1 57.9 314 29,5 18,5 47,9
Retired/Homemaker 111 55.0 46.8 39,6 36,0 6.3 55,9
Artist/Musician/Actor etc. 18 66,7 61,1 55,6 55,6 22,2 77.8
Other 158 82,3 55,7 37.3 32,3 19,6 59,5
Householdincome
High 721 74,1 59,4 38.8 34,3 17,9 48,3
Average 748 75,3 56.6 35.4 35,0 17,2 43,2
Low 284 72,2 54,2 37,3 30,3 16,5 57,7
Marketarea
North America 847 72,1 56,7 53,7 38,6 18,9 51,2
Britain 355 73,0 64,8 27,6 38.3 18,3 48,2
Central/Southern Europe 320 79,7 53.4 20,3 24,7 17.2 44,4
Scandinavia 113 58.4 43,4 18,6 23,9 15,0 71,7
Asia 93 86.0 57.0 11,8 21,5 10,8 17,2
Other 91 76,9 67.0 24,2 27,5 6.6 40,7
Educational level
Finished high school or less 150 68,7 58,7 27.3 31,3 14,7 47,3
Bachelor'sdegree or equivalent 1063 74,3 58,4 38,9 34,6 17,0 47,3
Master's/Ph.D. or equivalent 580 74,7 54,7 36,9 32,4 18,4 50,2

When respondents can choose more than one answer, significance between groups is not calculated.



FACTORS CONCERNING THE DECISION TO

VISIT ICELAND

Q.17. Wich of the following factorshad a majorimpacton yourdecision to visit Iceland?

A destination|  Attractive  Icelandic
Number of  Icelandic have always price offer/  culture/ Spa &
answers nature wanted to visit low airfare history wellness Other
Count % % % % % %

Nationality
American 646 74,6 57,4 56,0 39,8 18,9 49,5
British 303 70,0 65,7 27,1 41,9 16,2 50,2
Canadian 193 62,7 52,3 46,6 35.8 19,7 59,1
German 70 814 55,7 171 20,0 14,3 54,3
Chinese 53 94,3 62,3 151 321 17,0 9.4
French 46 84,8 52,2 21,7 10,9 26,1 47,8
Spanish 38 76,3 52,6 23,7 34,2 13,2 31,6
Danish 31 54,8 35,5 25,8 16,1 6.5 77.4
Swedish 29 48,3 41,4 13,8 20,7 34,5 75,9
Swiss 25 76,0 52,0 28,0 24,0 28,0 56,0
Norwegian 23 65,2 391 13,0 47,8 13,0 73.9
Dutch 22 77,3 59,1 22,7 13,6 0,0 50,0
Italian 17 76,5 47,1 11,8 17,6 17,6 41,2
Austrian 8 75,0 37,5 12,5 37,5 12,5 62,5
Other 319 79,6 58,9 21,9 23,8 13,2 37,3
Type of trip*
Package tour 325 751 61,8 48,6 36,0 19,7 33,5
Individually-arranged tour 1306 75.3 58,0 35,5 34,5 17,5 50,3
Business-arranged tour 34 38,2 26,5 8.8 11,8 5,9 94,1
Purpose of visit*
Vacation/holiday 1658 76,7 60,0 39,0 34,8 18,0 44,8
Visiting friends/relatives 95 66.3 38.9 27,4 34,7 15,8 91,6
Eventin Iceland (leisure related) 85 69,4 61,2 31,8 38,8 23,5 77.6
Education and training 56 64,3 51,8 23,2 41,1 12,5 87,5
Business/small meeting 39 38.5 28,2 17,9 17.9 2,6 92,3
Conference/large meeting 30 40,0 40,0 6.7 20,0 6,7 100.0
Other 26 69.2 42,3 15,4 19,2 15,4 76,9

When respondents can choose more than one answer, significance between groups is not calculated.

*In this background variable respondents can choose more than one answer, therefore significance between groupsis not calculated.



ICELANDIC NATURE AS A MOTIVATOR

100% 1

0% -

Q.18. Whatwasitaboutlcelandicnature thatmotivated your decision to visitIceland

100%

Count % %
respondents respondents responses
Beautiful/Unspoilt/Untouched/Landscape/ 50,7%
) 622 50,7 25,2
Scenery/Wilderness 24,6%
[ vorthern lights 302 24,6 12,2 20.7%
I Volcanos/Lava 254 20,7 10,3 171%
B Giaciers 210 171 8,5 16,6%
IUniqueness/Dif‘Ferent/Diversity 204 16,6 8,3 14.3%
B waterfalls 176 14,3 7.1 1219%
IGeothermaI/Hotsprings 149 12,1 6.0 8.5%
B ceysers 104 8,5 4,2 1%
J climate/Wheather 87 7.1 35 o0
I Geohistory/Geology/Geophysics 73 59 3,0 189
7/ (1]
Beach/Black beach/Sea/Ocean 59 4,8 2.4 5 99
1 2 ()
[ Animatlife/wildiife 36 2.9 15
21%
Bluelagoon 26 21 11
20%
J clean/caim 24 2,0 1,0
15%
I Horses 19 15 0.8
1.4%
B whales 17 14 0,7
0,
History 11 0,9 0.4 0.9%
Everything 10 0,8 0,4 08%
J other 86 7,0 35 [= 70% ,
Number of responses* 2469 201,1 100,0 0%
Number of respondents 1228 63,3
Did not get question** 613 31,6
Did notanswer 99 51
Total 1940 100,0

Darkest bar: winter 15-16

*There are more responses than respondents as it was possible to select more than one answer.

) ) o ) " . Summer 14
**Only those who said that Icelandic nature had major impact on their decision to visit Iceland got
this question. Faintest bar: Winter '13-14
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ICELANDIC NATURE AS A MOTIVATOR

0Q.18. Whatwasitaboutlcelandicnature thatmotivated your decision to visitIceland

Unspoilt/
Untouched/
Landscape/ Uniqueness/
Numberof  Scenery/ Northern  Volcanos/ Different/
answers  Wilderness lights Lava Glaciers Diversity Other
Count % % % % % %

Total
Gender
Male 412 49,8 21,4 22,3 17,5 17,2 50,2
Female 815 51,0 26,3 19,9 16,9 16,3 48,1
Age
24 yearsand younger 218 51,8 21,1 15,6 18,3 20,6 47,7
25-34 years 442 54,3 24,2 19,7 18,8 15,8 47,5
35-44 years 224 49,1 25,4 22,3 17,0 18,8 43,8
45-54 years 170 52,9 23,5 18,2 11,8 11,8 50,0
55yearsand older 155 40,6 29,0 30,3 16,8 16,1 60,6
Whatis your profession?
Managerial 132 49,2 27.3 18,2 9,1 13,6 50,0
Professionals (dr./lawyer/account. etc.) 280 53,9 24,6 18,9 18,2 15,0 44,6
Other professionals 202 52,5 22,8 19,3 13,4 18,3 47,5
Teacher/Medical care 132 46,2 27,3 20,5 13,6 17,4 50,8
Clerical/Service 62 51,6 33,9 12,9 17,7 14,5 45,2
Vocational/Technical 38 39.5 28,9 42,1 211 10,5 55.3
Unskilled 5 80,0 20,0 20,0 0.0 0,0 40,0
Student 181 51,9 24,3 18,2 18,8 18,2 48,6
Retired/Homemaker 54 40,7 25,9 37,0 24,1 22,2 51,9
Artist/Musician/Actor etc. 11 54,5 0,0 0,0 91 45,5 54,5
Other 120 48,3 15,2 25,0 26,7 15,8 55,0
Householdincome
High 486 49,8 28,4 20,8 15,8 16,0 48,6
Average 518 49,2 23,0 19,7 16,6 17,4 49,4
Low 187 52,9 20,9 20,3 20,9 16,6 49,2
Marketarea
North America 568 51,9 25,0 15,4 17,6 19,2 45,6
Britain 229 52,0 25,8 16,2 10,0 15,3 50,2
Central/Southern Europe 233 48,1 22,7 32,2 22,7 11,6 56,2
Scandinavia 62 51,6 9,7 21,0 6.5 29,0 56,5
Asia 67 44,8 41.8 10.4 26,9 6,0 32,8
Other 66 48,5 21,2 18,2 18,2 16,7 54,5
Educational level
Finished high school or less 96 55,2 17,7 20,8 17,7 13,5 54,2
Bachelor'sdegree or equivalent 724 49,3 25,4 21,3 18,9 16,7 51,5
Master's/Ph.D. or equivalent 393 52,4 25,2 19,6 14,0 17.3 43,0

When respondents can choose more than one answer, significance between groups is not calculated.



ICELANDIC NATURE AS A MOTIVATOR

Q.18. Whatwasitaboutlcelandicnature that motivated your decision to visitIceland

Unspoilt/

Untouched/
Landscape/ Uniqueness/
Number of  Scenery/ Northern  Volcanos/ Different/
answers  Wilderness lights Lava Glaciers Diversity Other
Count % % % % % %

Total
Nationality
American 449 53,5 27,6 18,5 18,5 17,8 45,2
British 188 53,7 23,9 16,5 9,6 15,4 48,4
Canadian 113 45,1 14,2 23,0 15,0 23,0 51,3
German 54 40,7 24,1 44,4 29,6 7.4 68,5
Chinese 39 25,6 51,3 7,7 38,5 10,3 43,6
French 35 57.1 11,4 34,3 20,0 5,7 51,4
Spanish 23 43,5 21,7 17,4 26,1 8,7 43,5
Danish 16 50,0 6.3 12,5 6.3 50,0 31,3
Swedish 14 50,0 0,0 14,3 0.0 35,7 57.1
Swiss 18 27,8 27,8 33,3 22,2 5.6 72,2
Norwegian 13 46,2 15,4 38,5 0.0 15,4 76,9
Dutch 15 73,3 13,3 26,7 6.7 20,0 33,3
Italian 10 50,0 20,0 10,0 10,0 30,0 40,0
Austrian 6 66.7 16,7 33.3 16,7 0.0 16,7
Other 235 51,9 26,4 20,9 17,0 14,9 50,6
Type of trip*
Package tour 225 42,2 30,7 22,7 13,8 17,3 52,0
Individually-arranged tour 910 53.1 23,6 20,9 18.4 16,7 48.8
Business-arranged tour 13 46,2 23,1 7.7 0,0 15,4 61,5
Purpose of visit*
Vacation/holiday 1166 50,4 251 20,8 17,1 16,9 48,4
Visiting friends/relatives 60 60,0 13.3 20,0 10,0 23,3 51,7
Eventin Iceland (leisure related) 55 47,3 29,1 20,0 27.3 16,4 52,7
Education and training 34 41,2 20,6 20,6 14,7 17,6 441
Business/small meeting 14 50,0 21,4 7.1 0.0 7.1 50,0
Conference/large meeting 12 58,3 16,7 25,0 16,7 16,7 66,7
Other 17 70,6 17,6 23,5 23,5 11,8 41,2

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.
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SOURCES OF INFORMATION ON ICELAND

Q.19. Fromwhich of the following sourcesdid you getinformation onIceland when deciding on

travelling to Iceland?

Count % %
respondents respondents responses
I Internet (websites, blogs, social media) 1531 84,5 44,2 84,5%
[ Friends/relatives 632 34,9 18,2 34.9%
I Brochures/handbooks 499 27,6 14,4 27,6%
IAirIine 237 131 6.8 131%
I Official tourismand marketing offices 201 111 5.8 11,1%
ITraveI agency in your country 199 11,0 5,7 11,0%
ITraveI agency in Iceland 112 6.2 3.2 6.2%
fJother 54 3,0 16 30%
Number of responses 3465 191,3 100,0 0'% 10I0%
Number of respondents 1811 93.4
Did notanswer 129 6,6
Total 1940 100,0
Darkest bar: winter 15-16
Summer 14
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SOURCES OF INFORMATION ON ICELAND

Q.19. Fromwhich of the following sourcesdid you getinformation onIceland when deciding on
travelling to Iceland?

Internet (web Official tourism Travel
Number of  sites, blogs, Friends/  Brochures/ and marketing  agencyin
answers  socialmedia) relatives handbooks Airline offices your country Other
Count % % % % % % %

Gender
Male 605 86.0 35,5 26,0 13,4 8.9 10,2 8.8
Female 1203 84,0 34,7 28,2 13,0 12,2 11,4 9.2
Age
24 yearsand younger 301 83,7 39,5 23,9 12,3 8.6 10,0 12,3
25-34 years 632 87,5 39,2 28,8 11,2 12,5 9,2 71
35-44 years 328 86.3 329 24,4 14,6 10,4 9,5 7.6
45-54 years 250 84,0 28,0 26,0 15,2 13,2 12,8 11,2
55yearsand older 276 77,9 27,9 35,1 141 9,8 17,0 9.8
What is your profession?
Managerial 210 83,8 36,2 29,5 15,2 11,9 10,0 6.7
Professionals (dr./lawyer/account. etc.) 402 88.1 34,3 29,1 13,7 9,2 10,4 7.2
Other professionals 295 86,8 35,3 26,8 15,6 14,2 9,8 10,8
Teacher/Medical care 188 83,0 28,7 23,4 10,6 12,2 9,0 7,4
Clerical/Service 92 84.8 35.9 30.4 16.3 9.8 8.7 12,0
Vocational/Technical 56 82,1 21,4 21,4 71 16,1 161 5,4
Unskilled 9 88.9 33.3 22,2 111 0,0 33,3 0.0
Student 253 85,4 37,9 25,7 7,5 9.1 9,9 12,3
Retired/Homemaker 111 72,1 29,7 27,9 13,5 8.1 22,5 10,8
Artist/Musician/Actor etc. 19 78,9 63,2 26,3 31,6 21,1 10,5 53
Other 156 82,7 41,0 31.4 14,7 9,0 10,9 10,3
Householdincome
High 717 87.9 33.2 28,9 14,6 9,6 10,5 7,7
Average 741 83,4 34,1 27,4 11,3 13,2 10,0 8.4
Low 284 81,0 39.8 24,6 14,8 9.2 13,0 141
Marketarea
North America 848 86,8 36,1 30,1 19,9 11,8 7,4 8.3
Britain 353 84,7 31,7 30.9 8.2 10,2 12,2 9.9
Central/Southern Europe 316 80,4 329 25,0 54 9,8 21,8 9.8
Scandinavia 107 72,9 48,6 17,8 8.4 6.5 8,4 7.5
Asia 92 84,8 359 28,3 54 17.4 5.4 15,2
Other 91 91,2 25,3 12,1 77 121 11,0 6.6
Educational level
Finished high school or less 149 75.8 36.9 18,1 8,7 11,4 18,8 11,4
Bachelor'sdegree or equivalent 1059 85,5 35,4 28,1 13,7 12,3 10,3 91
Master's/Ph.D. or equivalent 575 86.4 33,9 29,2 13,4 8.9 8.9 8.3

When respondents can choose more than one answer, significance between groups is not calculated.



SOURCES OF INFORMATION ON ICELAND

Q.19. Fromwhich of the following sourcesdid you getinformation onIceland when deciding on
travelling to Iceland?

Internet (web Brochur Official tourism Travel
Number of  sites, blogs, Friends/  es/hand and marketing  agencyin
answers  socialmedia) relatives books Airline offices your country Other
Count % % % % % % %

Total
Nationality
American 645 87,4 36.3 305 20,9 12,4 6.5 7.8
British 302 82,5 311 30,8 8,3 9,6 14,6 8.3
Canadian 194 83,5 371 32,5 18,6 11,9 9.8 10,3
German 68 80.9 36.8 10,3 59 16,2 47,1 4,4
Chinese 52 75,0 25,0 40,4 3.8 13,5 17,3 26,9
French 47 83.0 21,3 59,6 2.1 2.1 6.4 12,8
Spanish 37 89,2 32,4 18,9 2,7 5,4 5.4 8,1
Danish 28 60,7 53,6 17.9 14,3 10,7 14,3 3.6
Swedish 26 69,2 34,6 23,1 15,4 7,7 11,5 0.0
Swiss 25 64,0 40,0 24,0 8,0 20,0 52,0 12,0
Norwegian 23 78,3 391 8.7 8.7 4,3 8.7 8.7
Dutch 21 85,7 28,6 38,1 9,5 4,8 14,3 9,5
Italian 17 64,7 47,1 11,8 17,6 11,8 11,8 11,8
Austrian 8 62,5 62,5 0.0 12,5 25,0 25,0 12,5
Other 318 90,3 34,6 17,0 4,7 101 6.0 101
Type of trip*
Package tour 323 79.6 22,0 27,2 12,4 12,7 21.4 121
Individually-arranged tour 1306 86,8 38,5 29.0 13,3 11,6 9,3 8,8
Business-arranged tour 31 77,4 32,3 16,1 9,7 6,5 9,7 6.5
Purpose of visit*
Vacation/holiday 1658 86,0 34,1 29,1 13,3 11,5 11,5 9,0
Visiting friends/relatives 94 76,6 64,9 20,2 14,9 10,6 21 8.5
Eventin Iceland (leisure related) 85 81,2 52,9 29.4 12,9 9,4 15,3 11,8
Education and training 51 86.3 35,3 19,6 11,8 7.8 9,8 13,7
Business/small meeting 39 74,4 30.8 17.9 15.4 51 7,7 10,3
Conference/large meeting 29 69.0 41,4 6.9 3.4 17.2 6.9 6.9
Other 24 70,8 62,5 20,8 4,2 8.3 0.0 8.3

When respondents can choose more than one answer, significance between groups is not calculated.

*In this background variable respondents can choose more than one answer, therefore significance between groupsis not calculated.



USE OF SOCIAL MEDIA

Sp.20. Did you use Facebook, Twitter, Instagram or other social media sitesbefore and during your
trip to Iceland?

Count % %

respondents respondents responses

When sending personal messages to friends
) ) 912 50,5 24,9 50,5%
or family about your trip
When posting status updates about your
) ) 670 371 18,3 371%
upcoming trip tolceland
I When planning your trip 513 28,4 14,0 28,4%
When askingforideasaboutwhattodo, see,
445 24,6 121 24,6%
where to stay, how to getaround, etc.
I When booking components of your trip 274 15,2 7.5 15,2%
When interacting with Icelandic
. . 232 12,8 6.3 12,8%
companies/organisations
I Somethingelse 92 51 2,5
I No, did notuse any social media sites 526 29,1 14,4 29,1%
Number of responses* 3664 202,9 100.0 qo4 100%
Number of respondents 1806 93,1
Did notanswer 134 6.9
Total 1940 100,0

*There are more responses than respondents as it was possible to select more than one answer.




USE OF SOCIAL MEDIA

Sp.20. Did you use Facebook, Twitter, Instagram or other socialmedia sitesbefore and during your
trip to Iceland?

When When
When When When asking  booking interacting No, did not
sending posting When forideas compon- with use any
Number of  personal status planning aboutwhat entsofyour Icelandic Something  social
answers  messages updates  yourtrip to do etc. trip companies else media sites
Count % % % % % % % %

Gender
Male 601 47,1 33.3 24,1 20,0 13,6 11,5 53 311
Female 1202 52,2 39,1 30,6 27.0 16,0 13,6 50 28,0
Age
24 yearsand younger 306 59.8 48,7 39,2 32,0 19,9 12,4 59 15.4
25-34 years 625 53,9 451 32,2 27,8 15,7 14,6 56 22,2
35-44 years 324 51,5 36.7 28,1 231 13,0 14,2 3.7 29,3
45-54 years 254 48,0 29,9 18,9 18,5 15,4 12,6 4,7 36,6
55yearsand older 273 34,1 13,2 17,9 15,0 11,0 8.4 55 52,7
What s your profession?
Managerial 210 51,4 40,0 27,1 24,8 16,2 14,3 19 31,4
Professionals (dr./lawyer/account. etc.) 399 48,1 34,6 26,1 22,6 12,8 12,0 4,8 31,3
Other professionals 294 46,6 37.1 26,5 23,5 11,2 13,3 51 32,3
Teacher/Medical care 187 52,4 33,2 26,2 23,0 14,4 10,2 4,8 31,6
Clerical/Service 92 56,5 35,9 33,7 21,7 23,9 21,7 6.5 19,6
Vocational/Technical 55 41,8 29,1 29,1 23,6 7.3 14,5 55 38,2
Unskilled 9 44,4 44,4 22,2 44,4 111 111 0,0 11,1
Student 256 61,3 50,0 36,3 31,6 21,1 11,3 4,7 14,5
Retired/Homemaker 110 40,9 15,5 20,0 19,1 13,6 7.3 3.6 45,5
Artist/Musician/Actor etc. 19 42,1 52,6 211 26,3 10,5 21,1 10,5 26,3
Other 154 52,6 42,2 351 29,9 18,8 16,2 10,4 25,3
Household income
High 716 48,9 34,8 25,4 23,5 12,4 11,9 53 321
Average 741 52,2 40,6 31,2 25,6 18,4 14,6 53 25,0
Low 279 53.8 36.6 29,4 26,2 14,7 12,9 4,3 28,7
Marketarea
North America 838 53,1 41,1 32,6 25,7 16,6 155 6.1 27.3
Britain 356 45,8 35,4 19,1 21,9 12,4 12,6 3.9 34,0
Central/Southern Europe 315 43,5 27.0 27.0 22,2 13,3 7.6 54 34,9
Scandinavia 112 49,1 30.4 15,2 17,9 11,6 71 1.8 36,6
Asia 91 53,8 46,2 42,9 37.4 22,0 11,0 11 11,0
Other 91 68,1 41,8 319 29,7 16,5 15,4 77 15,4
Educational level
Finished high school or less 150 44,0 34,0 27,3 20,7 15,3 10,0 6.7 34,0
Bachelor'sdegree or equivalent 1053 54,0 41,6 31,3 27,6 17,4 14,2 58 24,1
Master's/Ph.D. or equivalent 574 46,5 30,7 23,9 20,7 11,7 11,8 3.5 35,7

When respondents can choose more than one answer, significance between groupsis not calculated.




USE OF SOCIAL MEDIA

Sp.20. Did you use Facebook, Twitter, Instagram or other socialmedia sitesbefore and during your
trip to Iceland?

When When
When When When asking  booking interacting No, did not
sending posting When forideas compon- with use any
Numberof  personal status planning aboutwhat entsofyour Icelandic Something social
answers  messages updates  yourtrip to do etc. trip companies else media sites
Count % % % % % % % %

Nationality
American 638 52,8 42,9 33.2 26,3 15,5 15,7 56 27,0
British 305 45,6 36,4 18,0 21,0 12,5 12,5 4,6 35,4
Canadian 190 53,7 36,3 29,5 21,6 19,5 13,2 6.3 28,4
German 70 41,4 14,3 22,9 21,4 12,9 71 14 52,9
Chinese 52 40,4 40,4 38,5 36,5 23,1 7.7 0,0 17.3
French 47 38,3 23,4 10,6 12,8 10,6 6.4 12,8 38.3
Spanish 37 56,8 37,8 51,4 29,7 16,2 10,8 2,7 24,3
Danish 30 53,3 20,0 10,0 10,0 0.0 13,3 3.3 40,0
Swedish 29 34,5 17,2 10,3 10,3 6.9 3.4 0.0 55.2
Swiss 23 43,5 17,4 13,0 21,7 0.0 13,0 21,7 30,4
Norwegian 23 39,1 26,1 21,7 17,4 21,7 8.7 0,0 43,5
Dutch 22 40,9 18,2 13,6 13,6 4,5 4,5 0,0 50,0
Italian 17 23,5 5.9 29,4 17,6 35,3 11,8 59 35,3
Austrian 8 25,0 12,5 37,5 25,0 12,5 0,0 12,5 37,5
Other 315 58,7 42,2 33,3 311 16,8 12,7 4,4 17,1
Type of trip*
Package tour 324 48,8 34,3 23,1 20,4 9.3 9,9 4,6 32,1
Individually-arranged tour 1296 53,0 38,0 30,7 26,5 17.3 14,0 52 26,5
Business-arranged tour 34 47,1 35,3 20,6 23,5 8.8 14,7 29 38,2
Purpose of visit*
Vacation/haliday 1648 50,5 37,3 29,3 25,0 155 12,9 53 28,7
Visiting friends/relatives 95 61,1 38,9 27,4 24,2 12,6 10,5 4,2 27,4
Eventin Iceland (leisure related) 85 58,8 45,9 29,4 40,0 20,0 18,8 2.4 20,0
Education and training 54 51,9 38,9 25,9 27,8 14,8 20,4 3,7 35,2
Business/small meeting 38 36.8 36.8 10,5 18.4 5.3 18,4 2,6 39,5
Conference/large meeting 30 56,7 46,7 26,7 23,3 20,0 23.3 0,0 26,7
Other 25 72,0 44,0 40,0 28,0 12,0 12,0 4,0 24,0

When respondents can choose more than one answer, significance between groups is not calculated.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



PURPOSE OF VISIT

Q.21. Whatwasthe purpose of your visit?

Count % %

respondents respondents responses

] vacation/holiday 1663 91,4 82,2 91.4%
I Visiting friends/relatives 95 5,2 4,7 5,.2%
I Eventin Iceland (leisure related) 85 4,7 4,2 4.7%
I Education and training 56 31 2.8 31%
I Business/small meeting 40 2,2 2,0 _I 2.2%
I Conference/large meeting 30 16 15 1 1,6%
ITemporary employmentin Iceland 20 11 1.0 | 11%
I Health/medical treatment 5 0,3 0.2 | 0,3%
I Businessincentives package 2 01 0.1 | 0,1%
Jother 26 1,4 13 | 14%
Number of responses* 2022 1111 100,0 0% 10(.)%
Number of respondents 1820 93,8
Did notanswer 120 6.2
Total 1940 100,0

*There are more responses than respondents as it was possible to select more than one answer.
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PURPOSE OF VISIT

Q.21. Whatwasthe purpose of your visit?

Visiting Eventin
Number of  Vacation/ friends/  Iceland (leisure
answers holiday relatives related) Other
Count % % % %

Gender
Male 609 90,0 6.1 6.2 9.4
Female 1208 921 4,8 3.9 8.9
Age
24 yearsandyounger 306 87,6 6.2 56 12,1
25-34 years 631 93,0 59 51 7,6
35-44 years 329 93,3 3.0 4,6 8.8
45-54 years 254 87,8 4,3 3.9 11,0
55yearsand older 276 93,8 54 3,3 6.9
Whatis your profession?
Managerial 211 93,8 2.8 2.8 9,0
Professionals (dr./lawyer/account. etc.) 401 92,8 3,2 4,2 6,0
Other professionals 297 91,9 4,0 4,7 8,1
Teacher/Medical care 189 90,5 53 0,5 111
Clerical/Service 92 92,4 54 4,3 8.7
Vocational/Technical 56 94,6 8.9 10,7 54
Unskilled 9 88,9 0,0 11,1 0.0
Student 256 86.3 7.4 6.3 12,9
Retired/Homemaker 111 95,5 7,2 6.3 2,7
Artist/Musician/Actor etc. 19 78,9 10,5 5,3 42,1
Other 157 89,8 8.9 7,6 12,1
Householdincome
High 721 92,0 4,3 3.9 72
Average 746 92,2 3.9 50 8,8
Low 283 89,0 10,2 6.4 131
Marketarea
North America 847 93,7 5,0 5,2 6,6
Britain 356 95,5 2.8 2.8 59
Central/Southern Europe 319 88,4 6.3 4,1 14,7
Scandinavia 111 64,0 17,1 9,0 26,1
Asia 92 96,7 0,0 7.6 2.2
Other 91 92,3 4,4 11 8,8
Educational level
Finished high school or less 152 88,2 9,2 7.2 11,8
Bachelor'sdegree or equivalent 1062 92,5 5,3 4,6 7,3
Master's/Ph.D. or equivalent 577 90,3 4,0 4,2 11,3

When respondents can choose more than one answer, significance between groupsis not calculated.



PURPOSE OF VISIT

Q.21. Whatwasthe purpose of your visit?

Visiting Eventin
Number of Vacation/ friends/  Iceland (leisure
answers holiday relatives related) Other
Count % % % %

Total
Nationality
American 644 93,6 4,8 5,4 6.8
British 305 94,8 3.0 16 6.9
Canadian 194 93.3 6.2 4,6 52
German 70 84,3 8.6 4,3 15,7
Chinese 52 94,2 0,0 15,4 1,9
French 47 95,7 21 21 6.4
Spanish 37 91,9 5,4 2,7 16,2
Danish 29 55,2 20,7 10,3 34,5
Swedish 29 62,1 24,1 10,3 17,2
Swiss 25 84,0 4,0 12,0 16,0
Norwegian 23 73,9 13,0 4,3 21,7
Dutch 21 95,2 4,8 4,8 9,5
Italian 17 82,4 11,8 0.0 17,6
Austrian 8 75,0 0.0 125 37.5
Other 319 91,2 4,4 3,4 11,3
Type of trip*
Package tour 325 95,1 1,2 4,0 6.2
Individually-arranged tour 1310 92,8 6,3 51 7.3
Business-arranged tour 33 15,2 3.0 3.0 93,9

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groupsis not calculated.




TRAVEL COMPANIONS

Q.22. Withwhomwere you travelling?

Count % %

respondents respondents responses

J spouse 699 38,4 34,7 8.4%
JFriencs 537 29,5 26,7 20.5%
[} Traveliingalone 282 155 14,0 155%
[ Family/relative - all adults 264 14,5 131 14.5%
I Family - children under 18 86 4,7 4,3 4,7%
I Tour group 59 3,2 2.9 3.2%
I Business associate(s) 39 21 19 21%
I Boyfriend/Girlfriend 35 19 1,7 1,9%
I Others, whom? 12 0.7 0,6 0,7%
Number of responses* 2013 1105 100,0 0:)/0 105%
Number of respondents 1821 93,9
Did notanswer 119 6.1
Total 1940 100.0

*There are more responses than respondents as it was possible to select more than one answer.
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TRAVEL COMPANIONS

Q.22. Withwhomwere you travelling?

Family/ Family —

Number of Travelling relative—all  children
answers Spouse Friends alone adults under18  Tourgroup Others
Count % % % % % % %

Total
Gender
Male 607 46,6 25,5 16,1 9.4 4,0 1.6 6.6
Female 1211 34,2 31,5 15,2 171 51 4,0 3.8
Age
24 yearsand younger 308 15,6 45,8 20,1 14,0 2,6 3.9 4,2
25-34 years 630 41,3 32,4 15,4 11,7 0.6 14 4,0
35-44 years 329 43,2 23,7 15,2 10,9 10,6 2.4 7.3
45-54 years 254 41,7 20,9 15,0 16,1 12,6 59 4,7
55yearsand older 276 47,8 20,3 10,9 24,6 2,5 5,4 3,3
Whatis your profession?
Managerial 210 45,7 27.6 10,5 15,2 5,7 2,4 6,7
Professionals (dr./lawyer/account. etc.) 402 44,5 26,6 12,4 15,4 55 3.2 4,7
Other professionals 297 39,1 28,6 18,5 12,8 2,4 2,4 4,0
Teacher/Medical care 189 38,6 27,0 111 18,0 5,8 2,6 4,8
Clerical/Service 91 46,2 31,9 9,9 7,7 8.8 2.2 3.3
Vocational/Technical 56 44,6 28,6 17.9 3.6 71 0.0 54
Unskilled 9 11,1 44,4 22,2 22,2 22,2 0,0 0.0
Student 258 12,8 46,9 19,8 14,3 1.9 4,7 4,7
Retired/Homemaker 111 52,3 21,6 13,5 18,0 1,8 8,1 1.8
Artist/Musician/Actor etc. 19 31,6 26,3 26,3 15,8 53 0,0 10,5
Other 157 38,9 21,7 22,9 14,0 6.4 3.2 6.4
Householdincome
High 722 44,2 27,1 11,6 15,7 5,7 3.2 4,6
Average 745 36.1 30,6 15,8 14,1 4,4 2,7 55
Low 284 31,3 32,4 23,9 10,6 3,5 4,2 3.9
Marketarea
North America 846 38,5 29,9 15,7 17,1 3.9 3,1 3.8
Britain 356 46,9 26,1 9,0 12,6 3.9 4,2 3,7
Central/Southern Europe 321 40,2 29,0 17,4 10,9 50 2,2 56
Scandinavia 111 24,3 22,5 19,8 9,9 17,1 5,4 15,3
Asia 92 21,7 52,2 10,9 16,3 2.2 2,2 3.3
Other 91 31,9 26,4 29,7 13,2 2.2 3.3 3.3
Educational level
Finished high school or less 152 36,2 25,0 17.8 15,8 8,6 3,3 3.3
Bachelor'sdegree or equivalent 1061 37,2 31,2 15,1 14,9 3,3 3,6 4,0
Master's/Ph.D. or equivalent 578 40,3 27.7 15,9 13,1 6.2 24 6,2

When respondents can choose more than one answer, significance between groups is not calculated.



TRAVEL COMPANIONS

Q.22. Withwhomwere you travelling?

Family/ Family —
Number of Travelling relative—all  children
answers Spouse Friends alone adults under18  Tourgroup Others
Count % % % % % % %

Total
Nationality
American 643 37,0 30,3 16,5 17,3 4,0 3.7 3.6
British 305 52,1 19,3 7,5 14,4 5.2 3,6 4,3
Canadian 194 42,8 24,2 17,0 17,0 57 1.0 3.6
German 70 35,7 271 24,3 11,4 5,7 10,0 14
Chinese 52 17.3 67,3 7,7 7,7 0.0 58 1.9
French 47 53.2 27,7 12,8 6.4 4,3 21 4,3
Spanish 37 45,9 37,8 13,5 8.1 0,0 2,7 2,7
Danish 30 26,7 10,0 26,7 6.7 13.3 6.7 16,7
Swedish 29 20,7 17,2 17,2 17,2 20,7 6.9 10,3
Swiss 25 44,0 20,0 24,0 8.0 4,0 0.0 0.0
Norwegian 22 27,3 27,3 4,5 18,2 22,7 4,5 27.3
Dutch 22 27,3 36,4 9,1 18,2 4,5 0.0 13,6
Italian 17 52,9 23,5 11,8 11,8 0,0 0,0 0.0
Austrian 8 50,0 25,0 12,5 0.0 0.0 12,5 12,5
Other 320 29,1 38,1 19,7 12,2 31 13 6.3
Type of trip*
Package tour 326 37,7 32,5 8.0 18,7 18 12,9 5.2
Individually-arranged tour 1308 40,1 29,3 16,1 14,0 57 0.9 3.4
Business-arranged tour 34 14,7 8.8 29,4 2,9 2,9 59 52,9
Purpose of visit*
Vacation/holiday 1662 41,0 30,6 13,0 15,2 4,9 29 2,8
Visiting friends/relatives 95 22,1 24,2 44,2 10,5 21 0.0 6.3
Eventin Iceland (leisure related) 85 29,4 41,2 21,2 11,8 3,5 24 8,2
Education and training 55 10,9 25,5 27.3 10,9 3,6 21,8 23,6
Business/small meeting 40 7,5 20,0 35,0 75 25 50 40,0
Conference/large meeting 30 13,3 23,3 23,3 6,7 3.3 6,7 46,7
Other 163 16,0 22,1 32,5 8.6 3.1 9.2 26,4

When respondents can choose more than one answer, significance between groups is not calculated.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



TOTAL LENGTH OF STAY IN ICELAND

Q.23. Whatwasthe totallength of yourstayinIceland?

Count %
J22nights 114 6.3
fl3-4nignts 644 358 35,8%
f5-7nights 654 364 36,4%
f s-11nights 271 151
B 1214nignts 54 3,0
I More than 15nights 61 3.4
Number of responses 1798 100,0 0% 100%
Number of respondents 1798 92,7
Did notanswer 142 7,3
Total 1940 100,0 Mean 6.85 nights
Standarddeviation 11,11 nights
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TOTAL LENGTH OF STAY IN ICELAND

Q.23. Whatwasthe totallength of yourstayinIceland?

Number of More than
answers 12nights  3-4nights 5-7nights  8-1lnights 12-14nights 15 nights

Count % % % % % %
Total 1798 6.3 35,8 36,4 151 3,0 34 M 685
Gender

Male 604 5,0 33,6 34,4 179 4,5 4,6 7,52
Female 1191 71 36.9 37.3 13,7 2.3 2.8 6,51
Age*

24 yearsand younger 294 7.5 28,9 39,5 14,3 2,4 75 [ 9,01
25-34 years 625 4,8 34,2 36,5 171 3.8 35 [ 603
35-44 years 327 55 39,1 35,2 15,0 3.7 1,5 [ 6,06
45-54 years 254 8,7 40,9 33,9 13,0 1.2 24 W 5,44
S5yearsand older 275 7.6 39,3 36.4 12,0 2,5 22 M 566
Whatis your profession?*

Managerial 211 7.6 41,7 33,6 14,7 19 05 M 525
Professionals (dr./lawyer/account. etc.) 398 58 36,7 37,2 151 3.5 1.8 M 611
Other professionals 292 10,3 35,3 34,6 151 21 27 WM 572
Teacher/Medical care 186 4,3 42,5 36,0 11,3 2,2 38 [ 789
Clerical/Service 92 4,3 31,5 37,0 17,4 6,5 33 M 6,45
Vocational/Technical 56 3.6 23,2 35,7 25,0 71 54 W 750
Unskilled 8 12,5 37,5 37,5 0.0 0,0 125 M 6,13
Student 248 56 31,5 39,5 141 24 69 W 960
Retired/Homemaker 111 54 44,1 351 9,9 1,8 36 M 611
Artist/Musician/Actor etc. 18 11,1 22,2 27,8 22,2 0.0 16,7 I 10,06
Other 157 4,5 27,4 38,2 21,7 45 38 M 7,79
Household income*

High 717 6.4 37,7 38,9 13,2 1,7 21 M 617
Average 737 6,8 36,1 34,5 15,7 3.5 34 M 667
Low 277 51 31.8 34,7 17,7 4,7 61 [ 885
Market area*

North America 837 81 33,8 36,1 16,1 2.9 3.0 M 6,47
Britain 355 6.8 53,5 30.4 7.9 0.3 11 M an
Central/Southern Europe 313 1,6 25,2 40,9 19,8 5,8 67 [P 964
Scandinavia 109 7.3 49,5 30,3 5.5 1.8 55 [ 801
Asia 92 2,2 18,5 43,5 29,3 6.5 00 M 686
Other 88 8.0 22,7 46,6 14,8 3.4 45 M 719
Educational level*

Finished high school or less 150 4,7 34,0 34,7 15,3 3.3 80 M sos
Bachelor'sdegree or equivalent 1045 5,8 35,9 35,5 16,0 3,3 34 W 6,01
Master's/Ph.D. or equivalent 575 7.7 36,7 38,1 13,0 2.4 21 M 619

*Significant difference between groups according to ANOVA test (p<0,05). —



TOTAL LENGTH OF STAY IN ICELAND

Q.23. Whatwasthe totallength of yourstayinIceland?

Number of More than
answers 12nights  3-4nights 5-7nights  8-1lnights 12-14nights 15 nights
Count % % % % % %

Total 1798 6.3 35,8 36.4 151 3.0 3.4
Nationality*

American 638 8.2 36,5 36.8 13,8 2,0 2,7
British 304 6.6 55,6 29,6 7,6 0.3 0.3
Canadian 190 7.9 25,3 34,7 22,6 53 4,2
German 69 14 14,5 43,5 23,2 43 13,0
Chinese 52 19 25,0 57,7 15,4 0.0 0.0
French 46 0,0 28,3 34,8 21,7 6,5 8,7
Spanish 35 0,0 14,3 31,4 31,4 143 8.6
Danish 29 10,3 44.8 34,5 3.4 0.0 6.9
Swedish 28 10,7 60,7 17,9 71 3.6 0.0
Swiss 23 4,3 30.4 39,1 21,7 4,3 0.0
Norwegian 23 4,3 56,5 34,8 0.0 0,0 4,3
Dutch 21 4,8 38,1 42,9 4,8 9,5 0,0
Italian 17 0,0 23,5 41,2 17,6 0.0 17,6
Austrian 8 0,0 12,5 37,5 50,0 0,0 0.0
Other 315 51 28,6 39,7 17,8 4,8 41
Type of trip*

Package tour 326 21 53,7 32,5 9,2 0,9 15
Individually-arranged tour 1292 6,6 32,1 37,6 16,9 3.3 3.5
Business-arranged tour 33 12,1 33,3 42,4 6.1 0,0 6.1
Purpose of visit*

Vacation/holiday 1647 6.2 36.4 37.0 15,0 3.0 2.3
Visiting friends/relatives 93 54 23,7 28,0 23,7 6,5 12,9
Eventin Iceland (leisure related) 84 1.2 15,5 46,4 29,8 2,4 4,8
Education and training 52 19 25,0 28,8 15,4 58 23,1
Business/small meeting 40 10,0 47,5 20,0 10,0 50 7.5
Conference/large meeting 29 3.4 31,0 379 20,7 3.4 3,4
Other 156 5,8 29,5 26,3 16,7 3.8 17,9

*Significant difference between groups according to ANOVA test (p<0,05).

M 655

M 613
B 458
M 766
BN 1480
M 560
M e
BN 1049
B 1010
W 432
M 652
N 513
M 595
M 759
M 688
M 504

5,30
7,04
9,79

6,04
9,32
7,52
20,12
7,70
11,83
16,94

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




REGIONS - OVER NIGHT STAY

Q.24. Duringyourstayinlceland, inwhich of these regionsdid you stay over night?

Count % %

respondents respondents responses

B reviiavik 1556 91,2 45,4 91,2%
J south 553 324 16,2 32,4%
I west 276 16,2 8,1 16,2%
l north 263 15,4 7.7 154%
B st 221 13,0 6.5 130%
IThe surrounding municipalities of Reykjavik 213 12,5 6.2 12,5%
I Reykjanes - peninsula 179 10,5 5.2 10,5%
I Westfjords 98 5,7 29 5,7%
I Interior 65 3.8 1.9 38%
Number of responses* 3424 200,7 100.,0 0.% 106%
Number of respondents 1706 87.9
Did notanswer 234 121
Total 1940 100.0

*There are more responses than respondents asit was possible to select more than one answer.
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**In earlier surveys the first option was "Reykjavik and surrounding areas"”, but now there was a specific option about the sirrounding
areas of Reykjavik.




REGIONS - OVER NIGHT STAY

Q.24. DuringyourstayinIceland, in which of these regionsdid you stay over night?

The
surrounding
munici-

Number of palities of Reykjanes-  Other
answers Reykjavik South West North East Reykjavik  peninsula  regions
Count % % % % % % % %

Total
Gender
Male 572 90,4 37.9 19,8 17,8 15,7 14,5 16,3 10,3
Female 1133 91,6 29,7 14,4 14,2 11,6 11,5 7.6 7.9
Age
24 yearsand younger 280 911 36,4 15,4 19,3 16.4 16,8 13,6 11,4
25-34 years 607 93,2 37,7 21,1 181 15,5 12,4 12,0 10,5
35-44 years 316 90.8 30.4 14,6 15,5 13,6 12,0 7.0 7.0
45-54 years 234 87,2 26,1 10,7 6.8 6.4 10,3 9.4 4,7
55yearsand older 249 91,2 22,1 12,4 12,0 8,0 10,0 7,6 7.2
Whatis your profession?
Managerial 200 88,0 27,5 16,5 13,0 10,5 11,5 12,0 5.0
Professionals (dr./lawyer/account. etc.) 389 92,3 33,2 14,9 14,7 121 10,0 10,3 10,3
Other professionals 277 92,1 33,9 18,8 17,7 16,2 10,1 9.4 9.4
Teacher/Medical care 173 91,3 30,1 15,0 16,8 11,0 13,3 8,7 6.9
Clerical/Service 87 88,5 32,2 13,8 14,9 11,5 13,8 13,8 11,5
Vocational/Technical 52 90.4 38,5 28.8 25,0 21,2 25,0 19,2 9.6
Unskilled 8 100,0 12,5 0.0 125 12,5 0.0 0.0 12,5
Student 236 92.8 36.0 13,1 14,8 14,4 15,7 14,4 9.3
Retired/Homemaker 98 83,7 20,4 16,3 7.1 4,1 12,2 51 8.2
Artist/Musician/Actor etc. 17 100,0 41,2 17,6 29,4 11,8 11,8 23,5 17,6
Other 148 93.9 38,5 18,9 18,2 17,6 14,2 54 6.8
Householdincome
High 682 90,5 30,8 13,2 12,2 9,7 111 10,3 7.2
Average 699 93,1 32,0 16,9 17,0 14,7 12,3 7.9 8.7
Low 264 88,6 37,1 21,2 19,7 16,3 17,0 17,0 11,4
Marketarea
North America 790 92,4 29,9 15,8 13,0 12,3 9,7 71 9,2
Britain 344 89,2 21,5 9,0 5.8 5.8 11,0 9,0 2,6
Central/Southern Europe 297 89,2 47,8 25,3 30.6 20,5 18,5 18,5 15,2
Scandinavia 101 87.1 20,8 7.9 8.9 6,9 11,9 10,9 50
Asia 87 93,1 51,7 24,1 24,1 24,1 17,2 20,7 11,5
Other 84 97,6 381 17.9 21,4 17,9 17,9 9,5 71
Educational level
Finished high school or less 135 84,4 43,0 141 20,7 14,8 14,8 13,3 14,8
Bachelor'sdegree or equivalent 1001 92,0 32,4 17.2 15,3 14,2 13,3 10,4 7,0
Master's/Ph.D. or equivalent 546 91,6 29,3 14,5 14,3 9,9 10,1 9,7 9,9

When respondents can choose more than one answer, significance between groups is not calculated.



REGIONS - OVER NIGHT STAY

Q.24. Duringyourstayinlceland, inwhich of these regionsdid you stay over night?

The
surrounding
munici-
Number of palities of Reykjanes-  Other
answers Reykjavik South West North East Reykjavik  peninsula  regions
Count % % % % % % % %

Total
Nationality
American 604 91,4 27,6 13,9 11,9 10,9 10.8 71 9.8
British 293 89,1 19,5 8.9 3.8 3.4 113 9,2 1,7
Canadian 178 95,5 36.0 22,5 16,9 16,3 7.3 6.7 7.9
German 66 92,4 51,5 27,3 39,4 22,7 121 15,2 16,7
Chinese 50 86,0 42,0 10,0 12,0 12,0 20,0 22,0 8.0
French 43 88.4 60,5 27,9 25,6 20,9 20,9 37,2 16,3
Spanish 34 100,0 82,4 35,3 70,6 52,9 20,6 14,7 23,5
Danish 25 84,0 24,0 12,0 4,0 4,0 8.0 16,0 4,0
Swedish 26 84,6 7,7 0.0 0.0 0.0 7,7 7,7 0.0
Swiss 22 77,3 63,6 22,7 27,3 18,2 31,8 22,7 13,6
Norwegian 22 90,9 18,2 9.1 4,5 0.0 13,6 4,5 4,5
Dutch 18 83.3 38,9 33.3 16,7 111 111 16,7 5.6
Italian 16 93,8 18,8 25,0 31,3 18,8 25,0 6.3 25,0
Austrian 8 87,5 62,5 12,5 125 12,5 12,5 37.5 12,5
Other 301 93,0 38,2 19,3 21,9 18,9 15,6 12,0 9,6
Type of trip*
Package tour 313 95,2 26.8 77 8.6 6.7 8.3 4.8 4,2
Individually-arranged tour 1241 90,7 33.8 18.0 17,0 14,3 13,5 11,5 9,5
Business-arranged tour 32 84.4 15,6 6.3 31 9,4 9.4 21,9 6.3
Purpose of visit*
Vacation/holiday 1570 91,7 33,2 16,5 15,6 13,5 12,5 10,0 8.6
Visiting friends/relatives 87 85,1 23,0 19,5 14,9 10,3 14,9 10,3 14,9
Eventin Iceland (leisure related) 78 91,0 33,3 19,2 10,3 11,5 16,7 15,4 7.7
Education and training 46 87.0 39,1 17,4 15,2 10,9 15,2 21,7 17,4
Business/small meeting 39 84,6 15,4 10,3 7,7 12,8 15,4 15,4 12,8
Conference/large meeting 27 100,0 11,1 14,8 11,1 0,0 0.0 0.0 3,7
Other 145 87,6 31,7 17,2 15,9 9,0 11,0 15,9 11,7

When respondents can choose more than one answer, significance between groups is not calculated.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.
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LENGTH OF STAY IN REYKJAVIK

Q.25. Totallength of yourstay in Reykjavik?

46,7%

Count %
J22nights 387 249
fl3-4nignts 727 46,7
f5-7nights 376 24,2
f s-11nights 47 3,0
B 1214nignts 5 0.3
I More than 2 weeks 14 0.9
Number of responses 1556 100,0 (g,
Number of respondents 1556 80,2
Didnot getquestion* 384 19,8
Did notanswer 0 0.0
Total 1940 100,0
*Only those who said they had stayed overnight in Reykjavik (Q24)got this
question.
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LENGTH OF STAY IN REYKJAVIK

Q.25. Totallength of your stay in Reykjavik?

Number of More than
answers 12 nights  3-4nights 5-7nights  8-l1lnights 12-14 nights 2 weeks

Count % % % % % %
Total 1556 24.9 46,7 24,2 3.0 0.3 0.9 W 116
Gender

Male 517 27,3 45,6 22,2 3.3 0.4 12 4,19
Female 1038 23,7 47,3 25,0 2.9 0.3 0.8 414
Age

24 yearsand younger 255 29,4 40,4 23,9 2.7 0.4 3,1 5,64
25-34 years 566 27,2 45,8 23,1 2.8 0.4 0.7 3,87
35-44 years 287 20,9 51.9 23,7 3.1 0.0 0.3 3,81
45-54 years 204 22,5 49,5 25,0 2.5 0.5 0.0 3,84
55yearsand older 227 18,9 48,9 26,9 4,4 0.4 0.4 4,01
Whatis your profession?

Managerial 176 27,3 46,0 23,3 3.4 0.0 0.0 3,62
Professionals (dr./lawyer/account. etc.) 359 22,6 48,5 26,7 2,2 0.0 0.0 3,71
Other professionals 255 30,6 47,1 18,4 3.1 0.0 0.8 3,62
Teacher/Medical care 158 23,4 49,4 23,4 2,5 0.0 1.3 4,35
Clerical/Service 77 20,8 44,2 28,6 5.2 0,0 13 4,23
Vocational/Technical 47 36.2 34,0 21,3 6.4 21 0.0 3,79
Unskilled 8 12,5 37.5 50.0 0.0 0.0 0.0 4,63
Student 219 27,9 42,9 23,7 18 0.5 3,2 5,86
Retired/Homemaker 82 15,9 56.1 23,2 3.7 0.0 1.2 4,05
Artist/Musician/Actor etc. 17 29,4 41,2 17,6 59 59 0.0 4,35
Other 139 20,1 45,3 28,8 3,6 1.4 0,7 4,22
Household income

High 617 24,1 46,5 25,6 2.9 0.2 0.6 4,29
Average 651 23,2 48,8 24,0 2.8 0.2 11 4,13
Low 234 30.8 41,5 22,2 3.4 0.9 1.3 3,99
Marketarea

North America 730 22,3 45,2 26,8 4,1 0.5 1.0 4,10
Britain 307 22,8 56,7 18,9 16 0.0 0.0 3,55
Central/Southern Europe 265 355 38,5 21,9 2.3 0.4 15 5,00
Scandinavia 88 21,6 61,4 12,5 2.3 0.0 2.3 3,85
Asia 81 21,0 44,4 33,3 1.2 0.0 0.0 3,90
Other 82 26.8 37.8 30,5 3.7 0.0 12 4,90
Educational level

Finished high school or less 114 33.3 39,5 21,9 2,6 0.0 2.6 4,05
Bachelor's degree or equivalent 921 24,2 46,6 23,6 4,1 0.4 11 4,45
Master's/Ph.D. or equivalent 500 23.8 49,2 25,8 10 0.0 0.2 3,65

Difference between groupsis not statistically significant. —



LENGTH OF STAY IN REYKJAVIK

Q.25. Totallength of yourstay in Reykjavik?

Number of More than
answers 12 nights  3-4nights 5-7nights  8-l1lnights 12-14 nights 2 weeks

Count % % % % % %
Total 1556 24,9 46,7 24,2 3,0 0.3 0.9 [ 416
Nationality*
American 552 22,5 45,3 27,7 3,4 0.5 05 [ 3,99
British 261 21,1 58,2 19,2 15 0.0 00 [ 3,59
Canadian 170 22,9 42,4 25,9 6.5 0.6 1.8 M 439
German 61 27,9 34,4 27.9 6,6 16 16 P 423
Chinese 43 25,6 41,9 32,6 0,0 0.0 00 [ 367
French 38 44,7 47,4 53 0.0 0.0 26 M 321
Spanish 34 471 353 14,7 0,0 0.0 29 I 1132
Danish 21 381 52,4 4,8 4.8 0.0 00 M 3,05
Swedish 22 18,2 68.2 13,6 0,0 0.0 00 M 332
Swiss 17 52,9 353 11,8 0,0 0.0 00 M 288
Norwegian 20 15,0 70,0 10,0 0,0 0.0 50 [ 430
Dutch 15 26,7 53,3 20,0 0,0 0.0 00 [ 340
Italian 15 20,0 40,0 33.3 0,0 0.0 67 W 460
Austrian 7 28,6 0.0 71,4 0,0 0.0 00 W 4,43
Other 280 26.8 44,3 25,0 2.9 0.0 11 B 4,44
Type of trip*
Package tour 298 16.4 60,7 20,8 17 0,0 0.3 3,71
Individually-arranged tour 1126 25,6 44,2 25,6 3.4 0.3 1.0 4,25
Business-arranged tour 27 29,6 29,6 33,3 3.7 0,0 3.7 4,41
Purpose of visit*
Vacation/holiday 1439 251 47,7 23,8 2.8 0.2 0.4 3,78
Visiting friends/relatives 74 21,6 351 28,4 10,8 0.0 4,1 5,23
Eventin Iceland (leisure related) 71 12,7 31,0 43,7 9,9 14 1.4 5,27
Education and training 40 22,5 25,0 32,5 0.0 50 15,0 15,75
Business/small meeting 33 21,2 48,5 18,2 121 0.0 0.0 418
Conference/large meeting 27 7,4 37,0 44,4 7.4 37 0.0 4,96
Other 127 22,0 37.8 25,2 6.3 1.6 71 8,74

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



LENGTH OF STAY IN THE SOUTH

Q.26. Totallength of yourstayinthe South?

Count %
J22nights 344 622 622%
fl3-4nignts 156 28,2
f5-7nights 44 8,0
f s-11nights 6 11
B 1214nignts 0 0,0
I More than 2 weeks 3 0,5
Number of responses 553  100.0 g, 10.0%
Number of respondents 553 28,5
Did not getquestion* 1387 715
Did notanswer 0 0.0
Total 1940 100,0 Mean 2,64 nights
*Only those who said they had stayed overnight in the South (Q24) got this Standard deviation 3,18 nights
question.
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LENGTH OF STAY IN THE SOUTH

Q.26. Totallength of yourstayinthe South?

Number of More than
answers 12 night 3-4 nights 4 nights

Count % % %
Total 553 62,2 28,2 96 I 264
Gender
Male 217 59,9 29,0 111 2.60
Female 336 63,7 27,7 8.6 2,66
Age
24 yearsand younger 102 63,7 24,5 11,8 3,24
25-34 years 229 63.3 30,1 6.6 2,41
35-44 years 96 64,6 27,1 8.3 2.44
45-54 years 61 49,2 32.8 18,0 2.92
55yearsand older 55 61,8 27,3 10,9 2,58
Whatis your profession?
Managerial 55 63.6 30.9 55 2.36
Professionals (dr./lawyer/account. etc.) 129 63.6 24,8 11,6 2,43
Other professionals 94 60,6 34,0 53 2.37
Teacher/Medical care 52 59,6 28,8 11,5 4,17
Clerical/Service 28 821 17,9 0.0 1,86
Vocational/Technical 20 70,0 30,0 0.0 2,10
Unskilled <5
Student 85 63.5 22,4 14,1 2.61
Retired/Homemaker 20 55,0 35,0 10,0 2.85
Artist/Musician/Actor etc. 7 85,7 0.0 14,3 2.14
Other 57 49,1 36.8 14,0 2.98
Household income
High 210 59.0 30,5 10,5 2,58
Average 224 67.0 25,4 7.6 2.47
Low 98 62,2 26,5 11,2 3,08
Marketarea
North America 236 65,3 23,7 11,0 2.58
Britain 74 63.5 28,4 8.1 2,50
Central/Southern Europe 142 55.6 35,9 8,5 2.59
Scandinavia 21 571 33.3 9.5 2,90
Asia 45 73,3 17,8 8.9 2.24
Other 32 53.1 40,6 6.3 2.47
Educational level
Finished high school or less 58 55,2 27,6 17,2 2,79
Bachelor's degree or equivalent 324 63.6 27.8 8,6 2,70
Master's/Ph.D. or equivalent 160 63.1 28,1 8.8 2.43

Difference between groupsis not statistically significant. —



LENGTH OF STAY IN THE SOUTH

Q.26. Totallength of yourstayinthe South?

Number of More than
answers 12 night 3-4 nights 4 nights
Count % % %
Total 553 62,2 28,2 96 P 264
Nationality
American 167 67,7 21,6 10,8 2,60
British 57 56.1 351 8,8 2.67
Canadian 64 59,4 28,1 12,5 2,59
German 34 58,8 26,5 14,7 2,65
Chinese 21 85,7 14,3 0.0 1,81
French 26 61,5 38,5 0.0 2.38
Spanish 28 64.3 28,6 71 3,89
Danish 6 50,0 33.3 16,7 2.83
Swedish <5
Swiss 14 50.0 42,9 71 2.64
Norwegian <5
Dutch 7 42,9 28,6 28,6 3,57
Italian <5
Austrian 5 40,0 60,0 0,0 2,40
Other 115 59.1 31,3 9,6 2.60
Type of trip*
Package tour 84 59,5 31,0 9,5 2.48
Individually-arranged tour 419 63,5 27,4 9,1 2.57
Business-arranged tour 5 40,0 20,0 40,0 4,00
Purpose of visit*
Vacation/holiday 522 63.6 28,0 84 2.40
Visiting friends/relatives 20 50,0 40,0 10,0 2.85
Eventin Iceland (leisure related) 26 53,8 34,6 11,5 2.69
Education and training 18 50,0 27,8 22,2 3,89
Business/small meeting 6 66,7 33.3 0.0 217
Conference/large meeting <5
Other 46 47,8 23,9 28,3 5,46

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



Q.27. Totallength of yourstayin the West?

|
Count %
J1-2nignts 221 804 80,4%
fl3-4nights 40 14,5 14,5%
I 5-7 nights 2.9 29%
I 8-11nights 0,7 0,7%
B 1214 nights 0,0
I More than 2 weeks 15 15%
T 1
Number of responses 275 100,04 100%
Number of respondents 275 14,2
Did not getquestion* 1664 85,8
Did notanswer 1 01
Total 1940 100,0 Mean 2,90 nights
*Only those who said they had stayed overnight in the West (Q24) got this Standard deviation 9,81 nights
question.
10 §
2,70 290
2,30 2,15 211
A e v v
0 T T T Mean T
Summer 11 Winter Winter Summer 14 Winter
11/°12 '13/°14 "15/°16 Darkest bar: Winter 15-16
Summer ‘14
Winter 13-14
100% 1 o © Winter '11-12
o LR
> e n o Faintest bar: "
= 3\': NI . aintest bar: Summer 11
[aY)
[§s)
£388s g£88¢% g8
N SN o o O m RN m N S & M
NN A S S o o o -5 oco
00/0 T T T 1
1-2nights 3-4 nights 5-7nights 8-11 nights 12-14 nights More than 2 weeks




Q.27. Totallength of yourstayin the West?

Number of More than
answers 12 nights  3-4 nights 4 nights

Count % % %
Total 275 80,4 14,5 51 M 290
Gender
Male 113 77.9 16,8 53 3,10
Female 162 82,1 13,0 4,9 2.76
Age
24 yearsand younger 43 79,1 14,0 7,0 6,28
25-34 years 127 82,7 14,2 3.1 1,82
35-44 years 46 73.9 19,6 6.5 2.33
45-54 years 25 88.0 4,0 8,0 1,88
55yearsand older 31 74,2 19,4 6.5 4,48
What is your profession?
Managerial 32 719 28,1 0.0 1,86
Professionals (dr./lawyer/account. etc.) 58 79,3 19,0 1.7 1,83
Other professionals 52 90.4 58 3.8 1,63
Teacher/Medical care 26 80.8 11,5 7,7 2.00
Clerical/Service 12 75,0 16,7 8,3 1,92
Vocational/Technical 15 80,0 13,3 6.7 2,93
Student 31 77,4 12,9 9,7 8,13
Retired/Homemaker 16 62,5 25,0 12,5 7.06
Artist/Musician/Actor etc. <5
Other 28 85,7 71 71 1,96
Household income
High 89 85,4 12,4 2.2 2.63
Average 118 81.4 153 3.4 1,95
Low 56 73,2 16,1 10,7 5,36
Market area*
North America 124 86,3 10,5 32 M 229
Britain 31 67,7 29,0 32 M 232
Central/Southern Europe 75 73,3 18,7 80 M 339
Scandinavia 8 62,5 12,5 250 [ 16,13
Asia 21 85.7 9,5 48 W 162
Other 15 93.3 6.7 0.0 W 153
Educational level*
Finished high school or less 19 73,7 5.3 21,1 I 795
Bachelor's degree or equivalent 171 81,3 14,0 47 M 289
Master's/Ph.D. orequivalent 79 81,0 17.7 13 W 168

*Significant difference between groups according to ANOVA test (p<0,05).



Q.27. Totallength of yourstayin the West?

Number of More than
answers 12 night 3-4 nights 4 nights
Count % % %
Total 275 80,4 14,5 51 M 290
Nationality
American 84 86,9 9,5 3,6 2,58
British 26 73,1 23,1 3.8 2.23
Canadian 39 821 15,4 2.6 1,76
German 18 611 22,2 16,7 7.39
Chinese 5 100.0 0.0 0.0 1,00
French 12 50,0 41,7 8.3 2,50
Spanish 12 66.7 25,0 8.3 3,33
Danish <5
Swiss 5 100,0 0,0 0,0 1,40
Norwegian <5
Dutch 6 66,7 16,7 16,7 217
Italian <5
Austrian <5
Other 58 86.2 10,3 3.4 3,52
Other 115 59,1 313 9,6 2.60
Type of trip*
Package tour 24 70.8 20,8 8.3 5,67
Individually-arranged tour 222 82,0 12,6 54 3,08
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 258 80,6 14,7 4,7 2.52
Visiting friends/relatives 17 70,6 11,8 17,6 6,82
Eventin Iceland (leisure related) 15 80,0 20,0 0,0 1,93
Education and training 8 62,5 12,5 25,0 26,63
Business/small meeting <5
Conference/large meeting <5
Other 25 76,0 8.0 16,0 10,16

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.
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LENGTH OF STAY IN THE NORTH

Q.28. Totallength of yourstayin the North?

Count %
J22nights 174 66,2 66.2%
fl3-4nignts 60 22,8
f5-7nights 17 6.5
I8-11 nights 3 11
B 1214nignts 1 0.4
I More than 2 weeks 8 3.0
Number of responses 263 1000 100%
Number of respondents 263 13,6
Didnot getquestion* 1677 86.4
Did notanswer 0 0.0
Total 1940 100,0 Mean 4,75 nights
*Only those who said they had stayed ovemight in the North (Q24) got this Standarddeviation 16,51 nights
question.
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LENGTH OF STAY IN THE NORTH

Q.28. Totallength of yourstayin the North?

Number of More than
answers 12 nights  3-4 nights 4 nights

Count % % %
Total 263 66.2 22,8 1.0 B 4,75
Gender
Male 102 63,7 25,5 10,8 3,47
Female 161 67,7 211 11,2 5,56
Age
24 yearsand younger 54 70,4 16,7 13,0 7.80
25-34 years 110 62,7 25,5 118 4,36
35-44 years 49 65.3 22,4 12,2 4,73
45-54 years 16 68,8 18,8 12,5 2.75
55yearsand older 30 73.3 23,3 3.3 2,10
Whatis your profession?
Managerial 26 53.8 34,6 115 2.62
Professionals (dr./lawyer/account. etc.) 57 61,4 33.3 53 5,37
Other professionals 49 79,6 10,2 10,2 2,08
Teacher/Medical care 29 69.0 24,1 6.9 6,45
Clerical/Service 13 61,5 30,8 77 2.69
Vocational/Technical 13 61,5 30,8 7.7 2.31
Unskilled <5
Student 35 62.9 22,9 14,3 7.14
Retired/Homemaker 100.,0 0.0 0.0 1,71
Artist/Musician/Actor etc. 40,0 0.0 60,0 10,00
Other 27 70,4 14,8 14,8 7.37
Household income
High 83 72,3 18,1 9,6 5,65
Average 119 66.4 23,5 101 2,79
Low 52 55,8 30,8 13,5 7.00
Marketarea
North America 103 74,8 18,4 6.8 3,42
Britain 20 50,0 40,0 10,0 3,05
Central/Southern Europe 91 57.1 26,4 16,5 7.99
Scandinavia 9 66.7 22,2 111 211
Asia 21 76,2 14,3 9.5 2,19
Other 18 66,7 22,2 111 2.39
Educational level
Finished high school or less 28 46,4 321 21,4 5,68
Bachelor's degree or equivalent 153 69.3 20,3 10,5 3,76
Master's/Ph.D. or equivalent 78 65,4 25,6 9,0 6,53

Difference between groupsis not statistically significant.




LENGTH OF STAY IN THE NORTH

Q.28. Totallength of yourstayin the North?

Number of More than
answers 12 night 3-4 nights 4 nights
Count % % %
Total 263 66.2 22,8 1.0 B 4,75
Nationality
American 72 72,2 22,2 5,6 3,79
British 11 54,5 36.4 91 2.82
Canadian 30 80,0 10,0 10,0 3,40
German 26 42,3 30,8 26,9 16,65
Chinese 6 100.0 0.0 0.0 1,67
French 11 72,7 91 18,2 2,55
Spanish 24 58,3 37,5 4,2 2.38
Danish <5
Swiss 6 66,7 16,7 16,7 2,50
Norwegian <5
Dutch <5
Italian 5 60,0 20,0 20,0 3,40
Austrian <5
Other 66 63,6 22,7 13,6 4,09
Type of trip*
Package tour 27 74,1 14.8 111 2.67
Individually-arranged tour 211 64,5 25,6 10,0 4,58
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 245 68,6 23,3 8.2 2,93
Visiting friends/relatives 13 69,2 15,4 15,4 3,77
Eventin Iceland (leisure related) 8 62,5 12,5 25,0 4,38
Education and training 7 42,9 0.0 57,1 18,57
Business/small meeting <5
Conference/large meeting <5
Other 23 39,1 17,4 43,5 24,43

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



LENGTH OF STAY IN THE EAST

Q.29. Totallength of yourstayinthe East?

Count %
J22nights 198 896 89,6%
fl3-4nignts 19 8,6 8.6%
f5-7nights 0 0,0
f s-11nights 1 0,5 05%
B 1214nignts 1 0,5 0.5%
I More than 2 weeks 2 0,9 0,9%
Number of responses 221 100,0 o, 100%
Number of respondents 221 11,4
Didnot getquestion* 1719 88,6
Did notanswer 0 0.0
Total 1940 100,0 Mean 2,38 nights
*Only those who said they had stayed overnight in the East (Q24) got this Standard deviation 9,42 nights
question.
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LENGTH OF STAY IN THE EAST

Q.29. Totallength of yourstayinthe East?

Number of More than
answers 12 nights 2 nights

Count % %
Total 221 89,6 104 M 238
Gender
Male 90 911 8.9 1,69
Female 131 88,5 115 2,85
Age
24 yearsand younger 46 89,1 10,9 515
25-34 years 94 89.4 10.6 1,66
35-44 years 43 90,7 9,3 1,51
45-54 years 15 86,7 13,3 1,80
55yearsand older 20 90,0 10.0 1,75
Whatis your profession?
Managerial 21 85,7 14,3 1,90
Professionals (dr./lawyer/account. etc.) 47 89.4 10,6 1,55
Other professionals 45 88.9 111 1,64
Teacher/Medical care 19 94,7 53 1,47
Clerical/Service 10 100.,0 0.0 1,50
Vocational/Technical 11 81,8 18,2 1,64
Unskilled <5
Student 34 91,2 8.8 5,88
Retired/Homemaker <5
Artist/Musician/Actor etc. <5
Other 26 88,5 11,5 2.46
Householdincome
High 66 89.4 10,6 1,65
Average 103 89,3 10,7 2,91
Low 43 90,7 9.3 2.07
Market area*
North America 97 90,7 93 M 180
Britain 20 90,0 100 M 1,70
Central/Southern Europe 61 88.5 1.5 M 184
Scandinavia 7 85,7 143 P 2114
Asia 21 90,5 95 M 157
Other 15 86.7 133 W 153
Educational level*
Finished high school or less 20 85.0 150 P 590
Bachelor'sdegree or equivalent 142 89,4 106 W 1,74
Master's/Ph.D. or equivalent 54 92,6 74 M 169

*Significant difference between groups according to ANOVA test (p<0,05). “



LENGTH OF STAY IN THE EAST

Q.29. Totallength of yourstayinthe East?

Number of More than
answers 12 nights 2 nights
Count % %
Total 221 89,6 10,4
Nationality*
American 66 93,9 6,1
British 10 90,0 10,0
Canadian 29 86,2 13,8
German 15 80,0 20,0
Chinese 6 100.0 0.0
French 9 77,8 22,2
Spanish 18 88,9 111
Danish <5
Swiss <5
Dutch <5
Italian <5
Austrian <5
Other 57 89,5 10,5
Type of trip*
Package tour 21 90,5 9,5
Individually-arranged tour 178 89,9 101
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 212 90.6 9.4
Visiting friends/relatives 9 77.8 22,2
Eventin Iceland (leisure related) 9 88,9 111
Education and training 5 100,0 0,0
Business/small meeting 20,0 80,0
Other 13 61,5 38,5

M 238

M 186
M 170
B 159
M 247
M 167
W17
M 178

M 158

157
2,45

1,69
2,56
1,78
1,80
6.00
14,00

*Significant difference between groups according to ANOVA test (p<0,05).

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




LENGTH OF STAY IN SURROUNDING

MUNICIPALITIES OF REYKJAVIK

Q.30. Totallength of yourstayin the surrounding municipalities of Reykjavik, including
Seltjarnarnes, Mosfellsbar, Képavogur, Hafnarfjérour and Gardabaer?

Count %
J22nights 152 71,7 717%
f3-4nights 36 17,0
f5-7nights 20 9,4
f s-11nights 1 0,5
B 1214nignts 2 0.9
IMorethan 12nights 1 0,5
Number of responses 212 100,0 o 10.0%
Number of respondents 212 10,9
Did not getquestion* 1727 89,0
Did notanswer 1 01
Total 1940 100,0 Mean 2,35 nights
*Only those who said they had stayed overnight in the the surrounding Standard deviation 2,59 nights

municipalities of Reykjavik (Q24) got this question.




LENGTH OF STAY IN SURROUNDING

MUNICIPALITIES OF REYKJAVIK

Q.30. Totallength of yourstayin the surrounding municipalities of Reykjavik, including
Seltjarnarnes, Mosfellsbaer, Képavogur, Hafnarfjérdur and Gardabaer?

Number of More than
answers 12 nights 2 nights

Count % %
Total 212 71,7 283 M 235
Gender
Male 83 77.1 22,9 2,19
Female 129 68,2 31,8 2,46
Age
24 yearsand younger 47 80,9 191 1,91
25-34 years 74 73,0 27,0 2,50
35-44 years 38 60,5 39,5 2.45
45-54 years 24 62,5 37,5 2,46
55yearsand older 25 76,0 24,0 2,12
Whatis your profession?
Managerial 22 72,7 27,3 1,85
Professionals (dr./lawyer/account. etc.) 39 71,8 28,2 2.21
Other professionals 28 71,4 28,6 2,36
Teacher/Medical care 23 73,9 26,1 217
Clerical/Service 12 41,7 58,3 3,83
Vocational/Technical 13 76.9 23,1 2.00
Student 37 81,1 18,9 1,95
Retired/Homemaker 12 58,3 41,7 4,67
Artist/Musician/Actor etc. <5
Other 21 71,4 28,6 2.24
Household income
High 75 73.3 26,7 2,19
Average 86 74,4 25,6 2.36
Low 45 66,7 33,3 233
Market area*
North America 76 711 289 N 223
Britain 38 60,5 395 N 247
Central/Southern Europe 55 74,5 255 [N 244
Scandinavia 12 41,7 583 [ 508
Asia 15 93,3 67 [ 140
Other 15 100.,0 0.0 P 113
Educational level
Finished high school or less 20 85,0 15,0 2,40
Bachelor's degree or equivalent 132 72,0 28,0 2.26
Master's/Ph.D. orequivalent 55 67.3 32,7 2,53

*Significant difference between groups according to ANOVA test (p<0,05).




LENGTH OF STAY IN SURROUNDING

MUNICIPALITIES OF REYKJAVIK

Q.30. Totallength of yourstayin the surrounding municipalities of Reykjavik, including
Seltjarnarnes, Mosfellsbaer, Képavogur, Hafnarfjérdur and Gardabaer?

Number of More than
answers 12 nights 2 nights
Count % %
Total 212 71,7 283 I 235
Nationality
American 65 72,3 27,7 2,12
British 33 63.6 36.4 2,45
Canadian 12 75,0 25,0 2,58
German 8 75,0 25,0 1,88
Chinese 10 70,0 30,0 2,00
French 9 55,6 44,4 2.44
Spanish 7 100.,0 0.0 1,29
Danish <5
Swedish <5
Swiss 7 85,7 14,3 1,86
Norwegian <5
Dutch <5
Italian <5
Austrian <5
Other 47 76.6 234 260
Type of trip*
Package tour 26 731 26,9 2.08
Individually-arranged tour 167 71,9 28,1 2.39
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 196 73.5 26,5 2.28
Visiting friends/relatives 13 30,8 69,2 6,08
Eventin Iceland (leisure related) 13 61,5 38,5 231
Education and training 7 57.1 42,9 2,43
Business/small meeting 6 50,0 50,0 4,00
Other 16 50.0 50.0 4,63

Difference between groupsis not statistically significant.




LENGTH OF STAY IN REYKJANES-

PENINSULA

Q.31. Totallength of yourstayin Reykjanes - peninsula?

Count %
J22nights 141 788 78.8%
fl3-4nignts 21 11,7
f5-7nights 11 6.1
f s-11nights 4 2.2
B 1214nignts 0 0,0
I More than 2 weeks 2 11
Number of responses 179 100,0 o4 100%
Number of respondents 179 9.2
Did not getquestion* 1761 90.8
Did notanswer 0 0.0
Total 1940 100,0 Mean 2,73 nights
*Only those who said they had stayed overnight in the Reykjanes - Standard deviation 9,77 nights
peninsula (Q24) got this question.
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LENGTH OF STAY IN REYKJANES-

PENINSULA

Q.31. Totallength of yourstayin Reykjanes - peninsula?

Number of More than
answers 12 nights 2 nights
Count % %
Total 179 78.8 21,2 B 273
Gender
Male 93 76,3 23,7 3,43
Female 86 81,4 18,6 1,97
Age
24 yearsand younger 38 76,3 23,7 2,34
25-34 years 73 82,2 17,8 3,75
35-44 years 22 81,8 18,2 1,68
45-54 years 22 68,2 31,8 1,95
55yearsand older 19 84,2 15,8 1,79
What is your profession?
Managerial 24 66.7 33,3 2,08
Professionals (dr./lawyer/account. etc.) 40 90,0 10,0 1,80
Other professionals 26 84,6 15,4 1,58
Teacher/Medical care 15 66.7 33.3 10,40
Clerical/Service 12 75,0 25,0 2,17
Vocational/Technical 10 90,0 10,0 1,60
Student 34 73,5 26,5 2,59
Retired/Homemaker 5 60,0 40,0 2,60
Artist/Musician/Actor etc. <5
Other 8 87.5 12,5 1,63
Householdincome
High 70 75,7 24,3 2,09
Average 55 80,0 20,0 4,16
Low 45 82.2 17,8 1,96
Marketarea
North America 56 75,0 25,0 4,59
Britain 31 67,7 32,3 2,19
Central/Southern Europe 55 90,9 91 1,56
Scandinavia 11 45,5 54,5 3,27
Asia 18 83,3 16,7 1,72
Other 8 100,0 0.0 1,25
Educational level
Finished high school or less 18 72,2 27.8 1,83
Bachelor's degree or equivalent 104 76.0 24,0 3,43
Master's/Ph.D. or equivalent 53 84.9 151 1,75

Difference between groupsis not statistically significant.




LENGTH OF STAY IN REYKJANES-

PENINSULA

Q.31. Totallength of yourstayin Reykjanes - peninsula?

Number of More than
answers 12 nights 2 nights
Count % %
Total 179 78.8 21,2 B 273
Nationality
American 43 74,4 25,6 2.21
British 27 70,4 29,6 2,19
Canadian 12 75,0 25,0 13,33
German 10 100,0 0.0 1,00
Chinese 11 54,5 45,5 3,18
French 16 93.8 6.3 1,38
Spanish 5 100.,0 0.0 1,00
Danish <5
Swedish <5
Swiss 5 80,0 20,0 2.20
Norwegian <5
Dutch <5
Italian <5
Austrian <5
Other 36 88,9 111 1,61
Type of trip*
Package tour 15 86,7 13,3 1,47
Individually-arranged tour 143 78,3 21,7 2.06
Business-arranged tour 7 57.1 42,9 21,00
Purpose of visit*
Vacation/holiday 157 82,2 17.8 1,85
Visiting friends/relatives 9 55,6 44,4 5,11
Eventin Iceland (leisure related) 12 75,0 25,0 2.08
Education and training 10 60,0 40,0 3,10
Business/small meeting 6 83.3 16,7 217
Other 23 65.2 34,8 8,04

Difference between groups is not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



LENGTH OF STAY IN THE WESTFJORDS

Q.32. Totallength of yourstayinthe Westfjords?

Count %
J22nights 73 74,5 74.5%
fl3-4nignts 16 163
I 5-7nights 7 71
f s-11nights 1 1.0
B 1214nignts 1 1.0
I More than 2 weeks 0 0,0
Number of responses 98  100,0 (g 100%
Number of respondents 98 51
Didnot getquestion* 1842 94,9
Did notanswer 0 0.0
Total 1940 100,0 Mean 2,17 nights
*Only those who said they had stayed overnight in the Westfjords (Q24) got Standard deviation 1,80 nights
this question.
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LENGTH OF STAY IN THE WESTFJORDS

Q.32. Totallength of yourstayinthe Westfjords?

Number of More than
answers 12 nights  3-4 nights 4 nights

Count % % %
Total 98 74,5 16.3 S2 I 217
Gender
Male 42 78.6 11,9 9,5 2.26
Female 56 71,4 19,6 8.9 211
Age
24 yearsand younger 19 84,2 53 10,5 2,16
25-34 years 45 711 22,2 6.7 211
35-44 years 14 71,4 21,4 7.1 2.21
45-54 years 7 57.1 14,3 28,6 3,43
55yearsand older 12 83,3 8.3 8.3 1,75
Whatis your profession?
Managerial 8 75,0 12,5 12,5 2.25
Professionals (dr./lawyer/account. etc.) 26 731 11,5 15,4 2.35
Other professionals 15 86.7 13,3 0.0 1,53
Teacher/Medical care 7 57.1 28,6 14,3 2.57
Clerical/Service 9 88,9 111 0.0 1,56
Vocational/Technical <5
Unskilled <5
Student 14 57.1 21,4 21,4 3,21
Retired/Homemaker 5 80,0 20,0 0,0 1,80
Artist/Musician/Actor etc. <5
Other 6 83.3 16,7 0.0 1,67
Householdincome
High 32 78,1 6.3 15,6 2.28
Average 40 80,0 17,5 2.5 1,78
Low 20 60,0 30.0 10,0 2.35
Marketarea
North America 47 72,3 21,3 6,4 2.23
Britain 6 83,3 16,7 0.0 1,67
Central/Southern Europe 30 66,7 16,7 16,7 2.47
Scandinavia <5
Asia 8 100,0 0.0 0.0 1,13
Other 5 100.,0 0.0 0.0 1,40
Educational level
Finished high school or less 12 66,7 16,7 16,7 2.83
Bachelor's degree or equivalent 46 76,1 17,4 6.5 2,07
Master's/Ph.D. orequivalent 36 72.2 16,7 111 2,19

Difference between groupsis not statistically significant.




LENGTH OF STAY IN THE WESTFJORDS

Q.32. Totallength of yourstayinthe Westfjords?

Number of More than
answers 12 nights  3-4 nights 4 nights

Count % % %
Total 98 74,5 16,3 S2 I 217
Nationality
American 38 73,7 18,4 7.9 2,18
British <5
Canadian 9 66,7 33,3 0,0 2.33
German 9 77.8 111 111 1,78
Chinese <5
French <5
Spanish 5 60,0 20,0 20,0 2,40
Swiss <5
Dutch <5
Italian <5
Other 20 80,0 50 15,0 2.40
Type of trip*
Package tour 5 80,0 0.0 20,0 2.20
Individually-arranged tour 75 74,7 16,0 9.3 217
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 88 77,3 17,0 57 1,94
Visiting friends/relatives 12 50,0 33.3 16,7 3,33
Eventin Iceland (leisure related) 5 60,0 40,0 0.0 2,40
Education and training 6 66,7 0.0 33,3 2.83
Business/small meeting <5
Conference/large meeting <5
Other 14 50,0 21,4 28,6 3,29

Difference between groups is not statistically significant.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




LENGTH OF STAY IN THE INTERIOR

Q.33. Totallength of yourstayinthe Interior?

Count %
J22nights 53 81,5 81,5%
fl3-4nignts 8 123 123%
f5-7nights 4 6.2 6.2%
f s-11nights 0 0,0
B 1214nignts 0 0,0
I More than 2 weeks 0 0,0
Number of responses 65  100,0 o, 100%
Number of respondents 65 3.4
Didnot getquestion* 1875 96.6
Did notanswer 0 0.0
Total 1940 100,0 Mean 1,88 nights
*Only those who said they had stayed overnight in the Interior (Q24) got Standard deviation 1,43 nights
this question.
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LENGTH OF STAY IN THE INTERIOR

Q.33. Totallength of yourstayinthe Interior?

Number of More than
answers 12 nights 2 nights

Count % %
Total 65 81,5 185 M 188
Gender
Male 23 78,3 21,7 2,04
Female 42 83.3 16,7 1,79
Age*
24 yearsand younger 19 73,7 263 [ 216
25-34 years 26 96,2 38 B 127
35-44 years 9 77,8 222 [N 244
45-54 years <5
55yearsand older 7 85.7 143 B 1.1
Whatis your profession?*
Managerial <5
Professionals (dr./lawyer/account. etc.) 18 94.4 56 [ 1,72
Other professionals 14 71,4 286 [ 236
Teacher/Medical care 5 100,0 00 P 120
Clerical/Service <5
Vocational/Technical <5
Student 10 80.0 200 I 150
Retired/Homemaker <5
Artist/Musician/Actor etc. <5
Other <5
Household income
High 19 89,5 10,5 1,63
Average 29 75,9 24,1 1,90
Low 13 76,9 23,1 2.38
Marketarea
North America 32 75,0 25,0 2,19
Britain 5 80,0 20,0 2,40
Central/Southern Europe 17 94,1 59 1,29
Scandinavia <5
Asia 6 100.,0 0.0 1,33
Other <5
Educational level
Finished high school or less 11 63,6 36,4 218
Bachelor's degree or equivalent 32 87,5 12,5 1,75
Master's/Ph.D. or equivalent 22 81,8 18,2 1,91

*Significant difference between groups according to ANOVA test (p<0,05).




LENGTH OF STAY IN THE INTERIOR

Q.33. Totallength of yourstayinthe Interior?

Number of More than
answers 12 nights 2 nights
Count % %
Total 65 815 185 | 188
Nationality
American 25 72,0 28,0 2,40
British <5
Canadian 6 83.3 16,7 1,50
German <5
Chinese <5
French <5
Spanish <5
Danish <5
Swiss <5
Norwegian <5
Italian <5
Austrian <5
Other 14 92,9 71 1,50
Type of trip*
Package tour 9 88.9 111 1,22
Individually-arranged tour 54 83.3 16,7 1,85
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 62 83.9 16,1 1,85
Visiting friends/relatives <5
Eventin Iceland (leisure related) <5
Education and training <5
Business/small meeting <5
Other <5

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




TYPES OF ACCOMODATION

Q.34. Duringyourstayinlceland, Inwhattype of accomodation did you stay over night?

Count % %
respondents respondents responses
I In hotels/guesthouses? 1294 76.9 57.8

76,9%
In a privately-owned apartment or house
. . 373 22,2 16,7 .
(airbnb/house exchange/couch surfing)? 22.2%
I In hostels/lodges in wilderness and similar? 191 11,4 8.5 11.4%
In summer cottages/questresidence and
86 51 3.8 510
similar? 70
With friends/relatives (unpaid
: (unp 86 51 3,8 51%
accommodation)?
0,
I On farm holiday accommodation? 79 4,7 3,5 7%
I On camping/caravan sites? 70 4,2 31 4,2%
I In other types of accommodation? 58 3,4 2,6 349%
Number of responses* 2237 133,0 100,0 T !
Number of respondents 1682 86,7 0% 100%
Did notanswer 258 13,3
Total 1940 100,0

*There are more responses than respondents asit was possible to select more than one answer.
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In hotels/ In aprivately- In hostels/lodges With In summer Inon farmholiday Oncamping/  In othertypesof
guesthouses owned in wildernessand friends/relatives cottages/quest accommodation? caravansites accommodation
apartmentor similar (unpaid residence and
house** accommaodation) similar

**In 2011 and 2012 this option was not available.




TYPES OF ACCOMODATION

Q.34. Duringyourstayinliceland, Inwhattype of accomodation did you stay over night?

pri\llna?ely— In hostels/ In summer With friends/ In other
In hotels/ owned lodgesin cottages/ guest relatives (unpaid  types of
Number of guest- apartment  wilderness  residence and accommo- accommo-
answers houses? orhouse? andsimilar? similar? dation)? dation
Count % % % % % %
Total
Gender
Male 564 78,2 23,0 11,2 6.7 6.4 14,5
Female 1117 76,4 21,7 11,5 4,3 4,5 9.8
Age
24 yearsand younger 273 66.3 27,5 16.8 51 9,2 19.4
25-34 years 539 72,8 28,2 14,4 6.8 57 12,4
35-44 years 312 83.3 17,0 8.3 4,2 3.5 9.6
45-54 years 234 82,9 17,1 7,3 3,4 3.4 6.0
55yearsand older 244 84.4 13,9 6.1 3,7 2,5 6,6
Whatis your profession?
Managerial 200 80,0 21,0 55 4,0 1.0 7,5
Professionals (dr./lawyer/account. etc.) 383 81,2 20,9 11,2 50 3,4 12,5
Other professionals 275 77,8 25,8 7.3 4,7 3.3 10,9
Teacher/Medical care 169 79,9 14,8 16,0 3,0 59 13,0
Clerical/Service 86 73,3 25,6 12,8 3.5 7.0 11,6
Vocational/Technical 52 78,8 15,4 17,3 11,5 9.6 15,4
Unskilled 8 100,0 0,0 0.0 12,5 0.0 12,5
Student 233 67.4 28.3 15,5 6.0 9.9 14,6
Retired/Homemaker 95 84,2 11,6 7,4 2,1 6.3 2,1
Artist/Musician/Actor etc. 17 70,6 23,5 29.4 11,8 23,5 17,6
Other 144 67.4 27,1 14,6 6.9 4,9 12,5
Household income
High 676 81.4 21,3 8.0 4,7 3.0 9.8
Average 688 75,4 24,0 12,5 55 4,1 9.6
Low 257 70,4 20,6 15,6 54 13,2 18,7
Marketarea
North America 773 75,8 23,9 11,5 2,5 3.8 10,6
Britain 339 84,4 16,5 6,2 3,2 21 6.2
Central/Southern Europe 295 73.9 24,4 10,5 14,6 9,8 21,7
Scandinavia 100 69,0 15,0 12,0 2,0 19,0 9.0
Asia 88 85,2 28.4 17,0 57 0.0 8.0
Other 84 67,9 23,8 27.4 6.0 1.2 9.5
Educational level
Finished high school or less 134 75,4 19,4 12,7 8.2 8.2 16,4
Bachelor'sdegree or equivalent 979 75,6 23,8 13,2 5,3 53 11,0
Master's/Ph.D. or equivalent 545 79,1 20,6 7.7 4,2 3,9 11,2

When respondents can choose more than one answer, significance between groups is not calculated.



TYPES OF ACCOMODATION

Q.34. Duringyourstayinlceland, Inwhattype of accomodation did you stay over night?

pri\llr;?ely— In hostels/ In summer With friends/ In other
In hotels/ owned lodgesin cottages/ guest relatives (unpaid  types of
Number of guest- apartment  wilderness  residence and accommo- accommo-
answers houses? orhouse? andsimilar? similar? dation)? dation
Count % % % % % %
Total
Nationality
American 5390 74,9 23,9 10,5 2,5 4,1 9,7
British 290 86,9 14,1 4,8 3.4 17 4,8
Canadian 174 78,7 22,4 14,9 2.3 4,0 12,1
German 65 72,3 21,5 10,8 18,5 6.2 24,6
Chinese 48 87,5 20,8 8.3 6.3 0.0 10,4
French 43 76,7 27,9 16,3 7.0 7.0 32,6
Spanish 32 78,1 40,6 28,1 28,1 18,8 31,3
Danish 25 64,0 4,0 16,0 4,0 28,0 8.0
Swedish 27 63.0 7,4 111 3.7 18,5 0.0
Swiss 22 86,4 31,8 0.0 27.3 0.0 22,7
Norwegian 22 72,7 27,3 13,6 0.0 9.1 0.0
Dutch 18 77,8 56 56 16,7 56 11,1
Italian 16 56,3 43,8 6.3 6.3 12,5 6.3
Austrian 8 50,0 25,0 37.5 0.0 0.0 0.0
Other 302 73,2 25,5 15,6 6.0 6.6 14,9
Type of trip*
Package tour 306 96,1 2,0 4,9 1.0 13 4,6
Individually-arranged tour 1234 73,2 27.1 12,6 57 59 12,9
Business-arranged tour 33 90,9 12,1 6,1 9,1 0,0 3,0
Purpose of visit*
Vacation/holiday 1547 77.3 23,0 11,0 4,9 4,1 111
Visiting friends/relatives 86 43,0 26,7 8.1 58 60.5 9,3
Eventin Iceland (leisure related) 78 69,2 33,3 11,5 9,0 15,4 10,3
Education and training 46 71,7 23,9 21,7 4,3 8,7 23,9
Business/small meeting 39 79,5 15,4 7,7 51 7,7 10,3
Conference/large meeting 28 89,3 0.0 10,7 3,6 7.1 7.1
Other 144 76,4 16,0 16,0 7.6 11,8 16,0

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groupsis not calculated.
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NUMBER OF NIGHTS IN

HOTELS/GUESTHOUSES

Q.35. How many nightsdid you stay...in hotels/questhouses?

Count %
J22nights 217 16,8
] 3-4nignts 551 426
f5-7nights 402 311
f s-11nights 108 8,3
B 1214nignts 7 0,5
I More than 2 weeks 9 0,7
Number of responses 1294 100,0
Number of respondents 1294 66,7
Didnot getquestion* 646 33.3
Did notanswer 0 0,0
Total 1940 100,0
*Only those who said they stayed in hotels/guesthouses (Q34) got this
question.
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NUMBER OF NIGHTS IN

HOTELS/GUESTHOUSES

Q.35. How many nightsdid you stay...in hotels/questhouses?

Number of More than
answers 12 nights  3-4nights 5-7nights  8-1lnights Tinights

Count % % % % %
Total 1294 16.8 42,6 31,1 8.3 12 I 184
Gender

Male 441 17,5 39,9 31,7 9,5 14 5,03
Female 853 16,4 44,0 30,7 7,7 1,2 4,74
Age

24 yearsand younger 181 23,2 39,8 29,3 6.1 1.7 6,20
25-34 years 436 18,8 39.0 30.5 10,6 11 4,77
35-44 years 260 131 46,9 32,3 6.2 15 4,54
45-54 years 194 14,9 45,9 30,9 7,7 0.5 4,38
55yearsand older 206 12,6 44,2 33.0 8.7 15 4,64
Whatis your profession?

Managerial 160 10,0 46,9 33.1 10,0 0.0 4,51
Professionals (dr./lawyer/account. etc.) 311 16,7 40,5 33.4 7,7 16 4,54
Other professionals 214 20,6 43,5 27,6 7.5 0,9 4,32
Teacher/Medical care 135 16.3 47,4 29,6 59 0.7 5,08
Clerical/Service 63 14,3 41,3 31,7 12,7 0,0 4,67
Vocational/Technical 41 9.8 36.6 34,1 19,5 0.0 5,05
Unskilled 8 25,0 37,5 37,5 0.0 0.0 4,00
Student 157 23,6 42,0 26,1 57 2,5 6,53
Retired/Homemaker 80 15,0 46,3 31,3 6.3 13 4,31
Artist/Musician/Actor etc. 12 16,7 41,7 16,7 25,0 0.0 4,92
Other 97 15,5 351 351 11,3 3.1 5,02
Householdincome

High 550 14,9 43,8 31,6 8.5 11 5,18
Average 519 17,5 42,4 29,9 8.7 15 4,71
Low 181 19,9 41,4 30.4 7.2 11 4,28
Marketarea

North America 586 16,7 40,8 30,5 10,6 14 4,76
Britain 286 13,6 57,7 26,2 2.4 0.0 3,94
Central/Southern Europe 218 19,7 31,2 38,5 8.7 1.8 6.46
Scandinavia 69 18,8 63.8 159 14 0.0 3,45
Asia 75 14,7 26,7 40,0 16,0 2,7 5,19
Other 57 211 24,6 38,6 12,3 3.5 5,21
Educational level

Finished high school or less 101 21,8 36,6 33,7 6.9 1.0 4,34
Bachelor's degree or equivalent 740 17.8 41,8 29,3 9.2 19 5,17
Master's/Ph.D. or equivalent 431 14,2 45,7 32,7 7.2 0.2 4,37

Difference between groupsis not statistically significant. “



NUMBER OF NIGHTS IN

HOTELS/GUESTHOUSES

Q.35. How many nightsdid you stay...in hotels/questhouses?

Number of More than
answers 12 nights  3-4nights 5-7nights  8-1lnights Tinights

Count % % % % %
Total 1294 16,8 42,6 311 8,3 12 I 484
Nationality*
American 442 16,5 43,9 30,5 8,6 05 [ 4,33
British 252 10,3 61,1 25,8 2.8 00 P 101
Canadian 137 16,8 29,9 34,3 15,3 3.6 I 6,04
German 47 25,5 12,8 44,7 12,8 43 B 551
Chinese 42 19,0 28,6 52,4 0,0 00 W 117
French 33 27,3 333 27,3 9,1 3.0 P 464
Spanish 25 20,0 32,0 24,0 20,0 40 [ 1668
Danish 16 25,0 56,3 18,8 0,0 00 P 338
Swedish 17 17,6 76,5 5.9 0,0 00 W 3,12
Swiss 19 21,1 31,6 47,4 0,0 00 W 432
Norwegian 16 12,5 56.3 31.3 0,0 00 W 4,06
Dutch 14 0,0 50,0 50,0 0,0 00 W 4,79
Italian 9 0.0 22,2 66.7 111 00 I 511
Austrian <5
Other 221 21,7 35,7 29,0 11,3 23 [ 5,00
Type of trip*
Package tour 294 3.4 57.1 313 6.5 1,7 4,69
Individually-arranged tour 903 19,9 38,3 31,0 9.5 1.2 4,87
Business-arranged tour 30 13,3 43,3 40,0 0.0 3.3 8,43
Purpose of visit*
Vacation/holiday 1196 16.5 43,0 31,2 8.4 0.9 4,45
Visiting friends/relatives 37 43,2 29,7 18,9 54 2,7 3,59
Eventin Iceland (leisure related) 54 20,4 22,2 42,6 11,1 3,7 4,83
Education andtraining 33 121 33.3 24,2 15,2 15,2 17,70
Business/small meeting 31 16,1 58,1 16,1 9,7 0.0 4,10
Conference/large meeting 25 4,0 32,0 52,0 8.0 4,0 5,32
Other 110 17,3 40,0 24,5 11,8 6.4 9,49

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF NIGHTS ON

CAMPING/CARAVAN SITES

Q.36. How many nightsdid you stay...on camping/caravan sites?

Count %
I 1-2nights 20 28,6 28,6%
] 3-4nignts 14 200 20,0%
f5-7nights 19 271 271%
f s-11nights 14 20,0 20,0%
B 1214nignts 1 1,4 1,4%
I More than 2 weeks 2 2,9 2,9%
Number of responses 70 100,0 0;/0 10;3%
Number of respondents 70 3,6
Did not getquestion* 1870 96.4
Did notanswer 0 0,0
Total 1940 100,0 Mean 5,11 nights
*Only those who said they stayed on camping/caravan sites (Q34) got this Standard deviation 3,76 nights
question.
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NUMBER OF NIGHTS ON

CAMPING/CARAVAN SITES

Q.36. How many nightsdid you stay...on camping/caravan sites?

Number of More than
answers 12 nights  3-4nights 5-7nights  8-l1lnights 12-14 nights 2 weeks

Count % % % % % %
Total 70 28,6 20,0 27,1 20,0 1.4 29 M 511
Gender
Male 30 26,7 20,0 33,3 13,3 3.3 3.3 5,23
Female 40 30,0 20,0 22,5 25,0 0.0 2,5 5,03
Age
24 yearsand younger 24 37,5 25,0 20,8 12,5 0,0 4,2 4,42
25-34 years 30 30,0 10.0 33,3 20,0 3.3 3.3 5,53
35-44 years 8 12,5 12,5 37,5 37,5 0.0 0.0 6,13
45-54 years <5
55yearsand older <5
What is your profession?
Managerial 8 25,0 0.0 25,0 50,0 0,0 0.0 6,13
Professionals (dr./lawyer/account. etc.) 17 41,2 23,5 23,5 11,8 0.0 0.0 3,82
Other professionals 9 22,2 0.0 33,3 33,3 111 0.0 6,44
Teacher/Medical care 6 16,7 16,7 50,0 0.0 0,0 16,7 7.33
Clerical/Service 7 28,6 42,9 14,3 14.3 0.0 0.0 3,71
Vocational/Technical <5
Student 10 30,0 30,0 30,0 10,0 0.0 0.0 4,00
Retired/Homemaker <5
Artist/Musician/Actor etc. <5
Other 6 16,7 16,7 33.3 16,7 0.0 16.7 7.17
Householdincome
High 15 26,7 20,0 40,0 13,3 0.0 0.0 4,27
Average 29 20,7 27,6 27,6 20,7 0.0 34 5,38
Low 22 40,9 13,6 18,2 22,7 0.0 4,5 4,91
Marketarea
North America 36 25,0 30,6 27,8 111 0.0 56 5,14
Britain 7 14,3 0.0 42,9 42,9 0.0 0.0 6,14
Central/Southern Europe 21 33.3 4,8 23,8 33.3 4,8 0.0 5,48
Scandinavia <5
Asia <5
Other <5
Educational level
Finished high school or less 9 22.2 22,2 22,2 22.2 11,1 0.0 6,00
Bachelor's degree or equivalent 38 28,9 26,3 21,1 18,4 0.0 5.3 5,08
Master's/Ph.D. orequivalent 22 27,3 9.1 40,9 22,7 0.0 0.0 5,00

Difference between groupsis not statistically significant.




NUMBER OF NIGHTS ON

CAMPING/CARAVAN SITES

Q.36. How many nightsdid you stay...on camping/caravan sites?

Number of More than
answers 12 nights  3-4nights 5-7nights  8-l1lnights 12-14 nights 2 weeks

Count % % % % % %
Total 70 28,6 20,0 27,1 20,0 14 29 [ s11
Nationality
American 23 21,7 30,4 34,8 8.7 0,0 4,3 5,00
British 5 0.0 0.0 60,0 40,0 0.0 0.0 6.60
Canadian 11 27,3 36,4 18,2 9,1 0,0 9,1 5,27
German <5
French 6 33.3 0.0 16,7 33.3 16.7 0.0 6,17
Spanish 5 40,0 20,0 0.0 40,0 0,0 0.0 4,80
Swiss <5
Italian <5
Other 14 28,6 14,3 28,6 28,6 0,0 0.0 5,00
Type of trip*
Package tour <5
Individually-arranged tour 58 32,8 19,0 27,6 19,0 17 0,0 4,64
Business-arranged tour <5
Purpose of visit*
Vacation/haliday 68 28,4 191 27,9 20,6 15 15 4,93
Visiting friends/relatives 5 60,0 0.0 20,0 20,0 0.0 0.0 3,60
Eventin Iceland (leisure related) <5
Education and training <5
Business/small meeting <5
Other 6 0.0 16,7 0.0 66,7 0.0 16,7 10,00

Difference between groups is not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF NIGHTS IN A PRIVATELY-

OWNED APARTMENT/HOUSE

100%

0%

Q.37. How many nightsdid you stay...in a privately-owned apartmentor house (airbnb/house

exchange/couch surfing)?

Count %
J22nights 81 21,7 21.7%
] 3-4nignts 149 399 39.9%
f5-7nights 109 29,2 29,2%
f s-11nights 24 6.4
B 1214nignts 5 13
I More than 2 weeks 5 13
Number of responses 373 100,04, 100%
Number of respondents 373 19,2
Did not getquestion* 1567 80.8
Did notanswer 0 0.0
Total 1940 100,0 Mean 4,95 nights
*Only those who said they stayed in a privately-owned apartment or house Standard deviation 7,28 nights
(Q34) got this question.
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NUMBER OF NIGHTS IN A PRIVATELY-

OWNED APARTMENT/HOUSE

Q.37. How many nightsdid you stay...in a privately-owned apartmentor house (airbnb/house
exchange/couch surfing)?

Number of More than
answers 12 nights  3-4nights  5-7 nights 7 nights
Count % % % %
Total 373 21,7 39,9 29,2 9,1
Gender
Male 130 23,8 44,6 23,1 8.5
Female 242 20,7 37.6 32,2 9,5
Age
24 yearsand younger 75 25,3 36,0 29,3 9,3
25-34 years 169 24,3 42,6 24,3 8.9
35-44 years 53 17,0 28,3 41,5 13,2
45-54 years 40 22,5 37,5 32,5 7,5
55yearsand older 34 59 58,8 29,4 59
What is your profession?
Managerial 42 16,7 42,9 35,7 4,8
Professionals (dr./lawyer/account. etc.) 80 22,5 48,8 22,5 6.3
Other professionals 71 26,8 29,6 33,8 9,9
Teacher/Medical care 25 28,0 32,0 32,0 8.0
Clerical/Service 22 4,5 50,0 27,3 18,2
Vocational/Technical 8 125 62,5 12,5 125
Student 66 27,3 34.8 28,8 9.1
Retired/Homemaker 11 0,0 72,7 27,3 0.0
Artist/Musician/Actor etc. <5
Other 39 17.9 30.8 359 15,4
Household income
High 144 25,0 38.2 30,6 6.3
Average 165 18,8 40,0 31,5 9.7
Low 53 24,5 39,6 22,6 13,2
Marketarea
North America 185 22,7 351 32,4 9.7
Britain 56 196 48,2 28,6 3,6
Central/Southern Europe 72 27,8 41,7 18,1 12,5
Scandinavia 15 6,7 73,3 13,3 6.7
Asia 25 12,0 24,0 52,0 12,0
Other 20 20,0 50,0 25,0 5.0
Educational level
Finished high school or less 26 19,2 50,0 19,2 11,5
Bachelor'sdegree or equivalent 233 20,2 40,8 28,3 10,7
Master's/Ph.D. or equivalent 112 25,0 36,6 33,0 5,4

Difference between groupsis not statistically significant.
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NUMBER OF NIGHTS IN A PRIVATELY-

OWNED APARTMENT/HOUSE

Q.37. How many nightsdid you stay...in a privately-owned apartmentor house (airbnb/house
exchange/couch surfing)?

Number of More than
answers 12 nights  3-4nights  5-7 nights 7 nights

Count % % % %
Total 373 21,7 39,9 29,2 Sl I 495
Nationality
American 141 19,9 38,3 32,6 9,2 4,79
British 41 24,4 48,8 26,8 0.0 3,71
Canadian 39 30,8 28,2 25,6 15,4 4,44
German 14 14,3 50,0 14,3 21,4 9,79
Chinese 10 10,0 10,0 70,0 10,0 5,60
French 12 33,3 333 25,0 8,3 3,92
Spanish 13 61,5 30.8 7,7 0.0 2.54
Danish <5
Swedish <5
Swiss 7 28,6 42,9 28,6 0.0 3,86
Norwegian 6 16,7 83.3 0.0 0,0 3,50
Dutch <5
Italian 7 0.0 42,9 28,6 28,6 7,57
Austrian <5
Other 77 16,9 442 28,6 10,4 5,77
Type of trip*
Package tour 6 16,7 66,7 16,7 0,0 3,50
Individually-arranged tour 335 21,2 39,7 30,1 9,0 4,92
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 356 21,3 40,7 30.1 79 4,31
Visiting friends/relatives 23 30,4 30,4 26,1 13,0 4,48
Eventin Iceland (leisurerelated) 26 15,4 34,6 38,5 11,5 4,85
Education and training 11 36.4 36,4 18,2 9.1 12,55
Business/small meeting 6 33.3 0.0 33,3 33.3 17,67
Other 23 34,8 17,4 26,1 21,7 14,13

Difference between groups is not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF NIGHTS IN

HOSTELS/LODGES IN WILDERNESS

Q.38. How many nightsdid you stay...in hostels/lodgesin wilderness and similar?

100% 1

0% -

351%

1-2nights

Count %
J22nights 80 419 41,9%
] 3-4nignts 56 29,3 20.3%
f5-7nights 40 209 20,9%
f s-11nights 10 52 5.2%
B 1214nignts 2 L0 | 10%
I More than 2 weeks 3 16 1,6%
Number of responses 191 100,0 '
0% 100%
Number of respondents 191 9,8
Did not getquestion* 1749 90.2
Did notanswer 0 0.0
Total 1940 100,0 Mean 4,10 nights
*Only those who said they stayed in hotels/lodges in wilderness and similar Standard deviation 4,62 nights
(Q34) got this question.
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NUMBER OF NIGHTS IN

HOSTELS/LODGES IN WILDERNESS

Q.38. How many nightsdid you stay...in hostels/lodgesin wilderness and similar?

Number of More than
answers 12 nights  3-4nights  5-7 nights 7 nights
Count % % % %
Total 191 41,9 29,3 20,9 79 M 110
Gender
Male 63 41,3 30.2 17,5 11,1 4,54
Female 128 42,2 28,9 22,7 6.3 3,88
Age
24 yearsand younger 46 28,3 30,4 28,3 13,0 5,37
25-34 years 86 43,0 32,6 19,8 4,7 3,52
35-44 years 26 53,8 23,1 19,2 3.8 3,46
45-54 years 17 35,3 29,4 23,5 11,8 5,41
55yearsand older 15 60,0 20,0 6.7 13,3 3,27
What is your profession?
Managerial 11 45,5 27,3 27,3 0.0 3,09
Professionals (dr./lawyer/account. etc.) 43 53,5 25,6 14,0 7.0 3,21
Other professionals 20 45,0 25,0 30,0 0.0 3,65
Teacher/Medical care 27 40,7 44,4 111 3.7 3,26
Clerical/Service 11 36.4 18,2 45,5 0,0 4,00
Vocational/Technical 9 33,3 33,3 22,2 111 4,44
Student 36 27,8 33.3 25,0 13.9 4,69
Retired/Homemaker 714 14,3 0.0 14,3 2.86
Artist/Musician/Actor etc. 40,0 40,0 20,0 0.0 3,40
Other 21 33.3 23.8 23,8 19,0 7,52
Householdincome
High 54 53,7 20,4 22,2 3.7 3,28
Average 86 39,5 36.0 16.3 8.1 4,28
Low 40 37.5 30,0 25,0 7.5 3,98
Marketarea
North America 89 46,1 25,8 22,5 56 4,03
Britain 21 28,6 52,4 9,5 9,5 3,90
Central/Southern Europe 31 45,2 19,4 22,6 129 4,74
Scandinavia 12 41,7 41,7 8,3 8,3 3,92
Asia 15 26,7 40,0 26,7 6.7 4,00
Other 23 43,5 21,7 26,1 8.7 3,83
Educational level*
Finished high school or less 17 41,2 29,4 11,8 176 N 6,76
Bachelor's degree or equivalent 129 41,9 310 20,9 62 [ 367
Master's/Ph.D. or equivalent 42 429 23.8 26,2 71 B 3,79

*Significant difference between groups according to ANOVA test (p<0,05).




NUMBER OF NIGHTS IN

HOSTELS/LODGES IN WILDERNESS

Q.38. How many nightsdid you stay...in hostels/lodgesin wilderness and similar?

Number of More than
answers 12 nights  3-4nights  5-7 nights 7 nights

Count % % % %
Total 191 41,9 29,3 20,9 79 B 410
Nationality
American 62 45,2 25,8 24,2 4,8 3,66
British 14 42,9 50,0 0.0 71 3,21
Canadian 26 46,2 26.9 19,2 77 5,08
German 7 14,3 28,6 28,6 28,6 8,86
Chinese <5
French 7 57.1 14,3 28,6 0.0 3,00
Spanish 9 66,7 22,2 0.0 111 2.78
Danish <5
Swedish <5
Norwegian <5
Dutch <5
Italian <5
Austrian <5
Other 47 38,3 27,7 25,5 8.5 3,94
Type of trip*
Package tour 15 40,0 33.3 20,0 6.7 3.80
Individually-arranged tour 155 42,6 28,4 21,9 71 4,03
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 170 42,9 29,4 20,6 71 4,01
Visiting friends/relatives 7 42,9 28,6 14,3 14,3 9,00
Eventin Iceland (leisure related) 9 111 55,6 111 22,2 8,78
Education andtraining 10 60,0 10,0 0,0 30,0 5,20
Business/small meeting <5
Conference/large meeting <5
Other 23 43,5 17,4 21,7 17,4 4,87

Difference between groups is not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF NIGHTS WITH

FRIENDS/RELATIVES

Q.39. How many nightsdid you stay...with friends/relatives (unpaid accommodation)?

Count %
J22nights 20 23,5 235%
] 3-4nignts 21 24,7 24,7%
f5-7nights 17 20,0 20,0%
f s-11nights 11 12,9 12.9%
B 1214nignts 6 7.1 71%
I More than 2 weeks 10 11,8 11,8%
Number of responses 85 1000 o, 100%
Number of respondents 85 4,4
Didnot getquestion* 1854 95,6
Did notanswer 1 01
Total 1940 100,0 Mean 9,56 nights
*Only those who said they stayed with friends/relatives (Q34) got this Standard deviation 16,53 nights
question.
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NUMBER OF NIGHTS WITH

FRIENDS/RELATIVES

(.39. How many nightsdid you stay...with friends/relatives (unpaid accommodation)?

Number of More than
answers 12 nights  3-4nights  5-7 nights 7 nights
Count % % % %
Total 85 23,5 24,7 20,0 3.8 I 956
Gender
Male 36 25,0 27.8 111 36,1 8,39
Female 49 22,4 22,4 26,5 28,6 10,43
Age
24 yearsandyounger 24 25,0 29,2 16,7 29,2 7,71
25-34 years 34 23,5 20,6 26,5 29,4 8,15
35-44 years 11 18,2 18,2 9.1 54,5 16,64
45-54 years 8 25,0 62,5 12,5 0.0 3,50
55yearsand older 6 16,7 0.0 33.3 50,0 20,67
Whatis your profession?
Managerial <5
Professionals (dr./lawyer/account. etc.) 13 23,1 23,1 15,4 38,5 5,46
Other professionals 9 111 33.3 22,2 33,3 7.00
Teacher/Medical care 10 10,0 20,0 40,0 30,0 20,10
Clerical/Service 33.3 16,7 0.0 50,0 6.67
Vocational/Technical 20,0 20,0 40,0 20,0 7.00
Student 22 22,7 27.3 22,7 27,3 9,23
Retired/Homemaker 6 16,7 16,7 0.0 66,7 24,17
Artist/Musician/Actor etc. <5
Other 7 42,9 28,6 14,3 14,3 3,71
Household income
High 20 20,0 35,0 10,0 350 6.30
Average 27 29,6 18,5 22,2 29,6 7,70
Low 34 20,6 26,5 23,5 29,4 13,26
Marketarea
North America 29 24,1 17,2 13,8 44,8 11,10
Britain 7 28,6 42,9 14,3 14,3 4,00
Central/Southern Europe 29 27,6 20,7 24,1 27,6 10,24
Scandinavia 18 111 33.3 27.8 27.8 8,94
Other <5
Educational level
Finished high school or less 10 10,0 30,0 30,0 30,0 8,50
Bachelor's degree or equivalent 52 28,8 25,0 154 30.8 9,19
Master's/Ph.D. or equivalent 21 19,0 23,8 23,8 33,3 11,24

Difference between groupsis not statistically significant.




NUMBER OF NIGHTS WITH

FRIENDS/RELATIVES

Q.39. How many nightsdid you stay...with friends/relatives (unpaid accommodation)?

Number of More than
answers 12 nights  3-4nights  5-7 nights 7 nights
Count % % % %
Total 85 23,5 24,7 20,0 3.8 M 956
Nationality
American 24 20,8 20,8 16,7 41,7 10,67
British 5 20,0 40,0 20,0 20,0 4,80
Canadian 7 28,6 14,3 14,3 429 10,86
German <5
French <5
Spanish 6 33.3 33.3 16,7 16,7 5,50
Danish 6 16,7 50,0 16,7 16,7 4,67
Swedish 5 0.0 20,0 40,0 40,0 7.60
Norwegian <5
Dutch <5
Italian <5
Other 20 30,0 20,0 25,0 25,0 9,40
Type of trip*
Package tour <5
Individually-arranged tour 72 23,6 26,4 20,8 29,2 9,67
Business-arranged tour
Purpose of visit*
Vacation/holiday 63 23.8 25,4 19,0 31,7 8,24
Visiting friends/relatives 52 154 19,2 26,9 38,5 8,81
Eventin Iceland (leisure related) 12 8.3 33.3 16,7 41,7 6,33
Education and training <5
Business/small meeting <5
Conference/large meeting <5
Other 16 18,8 12,5 12,5 56,3 20,69

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF NIGHTS ON FARM HOLIDAY

ACCOMODATION

Q.40. How many nightsdid you stay...on farm holiday accommodation?

Count %
J22nights 51 646 64.6%
] 3-4nignts 20 25,3
f5-7nights 2 2,5
f s-11nights 5 6,3
B 1214nignts 0 0,0
I More than 2 weeks 1 13
Number of responses 79 100,0 0% 10'0%
Number of respondents 79 4,1
Did not getquestion* 1861 95,9
Did notanswer 0 0,0
Total 1940 100,0 Mean 4,14 nights
*Only those who said they stayed on farm holiday accomodation (Q34) got Standard deviation 14,50 nights

this question.
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NUMBER OF NIGHTS ON FARM HOLIDAY

ACCOMODATION

Q.40. How many nightsdid you stay...on farm holiday accommodation?

Number of More than
answers 12 nights  3-4 nights 4 nights

Count % % %
Total 79 64,6 25,3 101 I 414
Gender
Male 32 68,8 25,0 6.3 2.44
Female 47 61,7 25,5 12,8 5,30
Age
24 yearsand younger 10 70,0 20,0 10,0 14,50
25-34 years 33 57.6 36.4 6.1 2.58
35-44 years 16 75,0 12,5 12,5 2,44
45-54 years 9 66,7 33,3 0.0 2.22
55yearsand older 9 66,7 0,0 33,3 3,67
What is your profession?
Managerial 6 66,7 16,7 16,7 3,17
Professionals (dr./lawyer/account. etc.) 23 56,5 34,8 8.7 2.74
Other professionals 16 62,5 25,0 12,5 2.56
Teacher/Medical care 9 77,8 22,2 0.0 1,78
Clerical/Service <5
Vocational/Technical <5
Student 7 42,9 42,9 14,3 2.86
Retired/Homemaker <5
Artist/Musician/Actor etc. <5
Other 9 77,8 0.0 22,2 16,67
Household income
High 29 69,0 20,7 10,3 2.38
Average 23 56.5 304 13,0 3,09
Low 22 63,6 27,3 91 8,14
Marketarea
North America 34 70,6 14,7 14,7 6,18
Britain 9 88.9 111 0,0 1,78
Central/Southern Europe 26 50,0 38,5 115 3,04
Scandinavia <5
Asia 6 50,0 50.0 0.0 2,50
Other <5
Educational level
Finished high school or less 6 100,0 0.0 0,0 1,33
Bachelor's degree or equivalent 46 60,9 21,7 17,4 5,65
Master's/Ph.D. or equivalent 27 63.0 37.0 0.0 2,19

Difference between groupsis not statistically significant.




NUMBER OF NIGHTS ON FARM HOLIDAY

ACCOMODATION

Q.40. How many nightsdid you stay...on farm holiday accommodation?

Number of More than
answers 12 nights  3-4 nights 4 nights

Count % % %
Total 79 64,6 25,3 101 I 414
Nationality
American 25 64,0 16,0 20,0 7.92
British 5 80,0 20,0 0.0 2,00
Canadian 7 85,7 14,3 0.0 1,29
German 7 71,4 14,3 14,3 3,00
Chinese 5 20,0 80.0 0.0 3,00
French 5 60,0 40,0 0.0 2.40
Spanish <5
Danish <5
Swiss <5
Dutch <5
Other 15 66,7 33.3 0.0 1,93
Type of trip*
Package tour 10 70,0 20,0 10,0 2.20
Individually-arranged tour 64 62,5 28,1 9,4 2.66
Business-arranged tour
Purpose of visit*
Vacation/holiday 74 64,9 25,7 9,5 4,26
Visiting friends/relatives <5
Eventin Iceland (leisure related) <5
Education and training <5
Business/small meeting <5
Other 7 85,7 14,3 0.0 1,57

Difference between groupsis not statistically significant.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF NIGHTS IN SUMMER

COTTAGES/GUEST RESIDENCE

Q.41. How many nightsdid you stay...in summer cottages/questresidence and similar?

Count %
J22nights 42 488 48,8%
] 3-4nignts 23 26,7 26,7%
f5-7nights 11 12,8 128%
f s-11nights 7 81 8.1%
B 1214nignts 2 23 23%
I More than 2 weeks 1 1,2 1,2%
Number of responses 86  100,0 o 100%
Number of respondents 86 4,4
Did not getquestion* 1854 95,6
Did notanswer 0 0.0
Total 1940 100,0 Mean 3,84 nights
*Only those who said they stayed in summer cottages/guest residence and Standard deviation 3,90 nights
similar (Q34) got this question.
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NUMBER OF NIGHTS IN SUMMER

COTTAGES/GUEST RESIDENCE

Q.41. How many nightsdid you stay...in summer cottages/questresidence and similar?

Number of More than
answers 12 nights  3-4 nights 4 nights

Count % % %
Total 86 48,8 26,7 244 B 384
Gender
Male 38 47,4 28,9 23,7 3,58
Female 48 50.0 25,0 25,0 4,04
Age
24 yearsand younger 14 64,3 21,4 14,3 3,21
25-34 years 41 56,1 19,5 24,4 4,20
35-44 years 13 38,5 38,5 23,1 3,69
45-54 years 8 50,0 50,0 0.0 2.25
55yearsand older 9 11,1 33.3 55,6 4,67
Whatis your profession?*
Managerial 8 50,0 25,0 250 [ 338
Professionals (dr./lawyer/account. etc.) 19 47,4 26,3 263 P 379
Other professionals 13 61,5 30.8 77 M 215
Teacher/Medical care 5 60,0 20,0 200 W 280
Clerical/Service <5
Vocational/Technical 6 33,3 50,0 16,7 WM 3,00
Unskilled <5
Student 14 50,0 28,6 21,4 [ 4,07
Retired/Homemaker <5
Artist/Musician/Actor etc. <5
Other 10 50,0 20,0 300 B 3,90
Householdincome
High 32 56.3 28,1 15,6 3,03
Average 38 52,6 23,7 23,7 3,95
Low 14 21,4 28,6 50,0 5,57
Marketarea
North America 19 68,4 21,1 10,5 2.32
Britain 11 9,1 54,5 36.4 4,27
Central/Southern Europe 43 41,9 30,2 27,9 4,60
Scandinavia <5
Asia 5 80,0 0.0 20,0 2,40
Other 5 80,0 0.0 20,0 3,20
Educational level*
Finished high school or less 11 27,3 27,3 455 B 555
Bachelor's degree or equivalent 52 55.8 26,9 173 B 296
Master's/Ph.D. or equivalent 23 43,5 26,1 304 N 500

*Significant difference between groups according to ANOVA test (p<0,05). “



NUMBER OF NIGHTS IN SUMMER

COTTAGES/GUEST RESIDENCE

Q.41. How many nightsdid you stay...in summer cottages/questresidence and similar?

Number of More than
answers 12 nights  3-4 nights 4 nights
Count % % %
Total 86 48,8 26,7 244 M 384
Nationality
American 15 66,7 20,0 13,3 2.47
British 10 20,0 40,0 40,0 4,20
Canadian <5
German 12 8.3 41,7 50,0 5,75
Chinese <5
French <5
Spanish 9 55,6 111 33,3 4,22
Danish <5
Swedish <5
Swiss 6 50,0 33.3 16,7 2,67
Dutch <5
Italian <5
Other 18 66,7 22,2 111 2.67
Type of trip*
Package tour <5
Individually-arranged tour 70 50.0 257 24,3 3,57
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 76 51,3 26,3 22,4 3,51
Visiting friends/relatives 80,0 0.0 20,0 2.60
Eventin Iceland (leisure related) 571 28,6 14,3 3,00
Education and training <5
Business/small meeting <5
Conference/large meeting <5
Other 11 18,2 36,4 45,5 6.36

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF NIGHTS IN OTHER TYPES

OF ACCOMODATION

Q.42. How many nightsdid you stay...In other typesofaccommodation?

Count %
J22nights 15 25,9 259%
] 3-4nignts 8 138 138%
f5-7nights 16 27,6 276%
I 8-11 nights 12 20,7 20,7%
B 1214nignts 1 17
I More than 2 weeks 6 10,3 10,3%
Number of responses 58 100,0 '
0% 100%
Number of respondents 58 3,0
Did not getquestion* 1882 97.0
Did notanswer 0 0.0
Total 1940 100.0 Mean 13,16 nights
*Only those who said they stayed in other types of accomodation (Q34) got Standard deviation 29,96 nights
this question.
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NUMBER OF NIGHTS IN OTHER TYPES

OF ACCOMODATION

Q.42. How many nightsdid you stay...In othertypesofaccommodation?

Number of More than
answers 12 nights  3-4nights  5-7nights  8-1lnights Tinights

Count % % % % %
Total 58 25,9 13.8 27,6 20,7 121 I 1316
Gender

Male 30 30,0 13,3 23,3 23,3 10.0 11,70
Female 28 21,4 14,3 32,1 179 14,3 14,71
Age

24 yearsandyounger 28 35,7 14,3 17.9 17.9 14,3 12,04
25-34 years 14 0.0 28,6 28,6 21,4 21,4 24,86
35-44 years 6 50,0 0.0 16,7 33.3 0.0 4,33

45-54 years <5

55yearsand older <5

Whatis your profession?

Managerial <5

Professionals (dr./lawyer/account. etc.) 11 27,3 18,2 27,3 18,2 9.1 19,91
Other professionals 14,3 0.0 42,9 42,9 0.0 6,14
Teacher/Medical care 14,3 14,3 28,6 28,6 14,3 17,71
Vocational/Technical <5

Unskilled <5

Student 21 28,6 19,0 23,8 9.5 19,0 14,38
Retired/Homemaker <5

Artist/Musician/Actor etc. <5

Other <5

Household income

High 27 29,6 74 33.3 22,2 7.4 14,26
Average 16 25,0 18,8 125 37,5 6.3 10,75
Low 11 91 27,3 36.4 0.0 27,3 16,82
Marketarea

North America 20 35,0 50 25,0 25,0 10,0 6,30

Britain 6 0.0 16.7 50,0 33,3 0.0 6,17
Central/Southern Europe 22 27,3 13,6 27,3 22,7 9,1 16,41
Scandinavia 20,0 20,0 20,0 0.0 40,0 27.20
Other 20,0 40,0 20,0 0.0 20,0 20,60
Educational level

Finished high school or less 8 25,0 12,5 25,0 12,5 25,0 19,25
Bachelor's degree or equivalent 34 29,4 17,6 17,6 23,5 11,8 10,35
Master's/Ph.D. orequivalent 16 18,8 6.3 50,0 18,8 6.3 16,06

Difference between groupsis not statistically significant.




NUMBER OF NIGHTS IN OTHER TYPES

OF ACCOMODATION

Q.42. How many nightsdid you stay...In other typesofaccommodation?

Number of More than
answers 12 nights  3-4nights 5-7nights  8-1lnights Tinights

Count % % % % %
Total 58 25,9 13.8 27,6 20,7 121 I 1316
Nationality
American 16 31,3 6.3 18,8 31,3 12,5 7.00
British <5
Canadian <5
German 8 125 12,5 37.5 125 25,0 36,50
French 5 40,0 20,0 0.0 40,0 0.0 4,80
Spanish <5
Danish <5
Swiss <5
Italian <5
Other 18 16,7 22,2 27,8 16,7 16,7 16,28
Type of trip*
Package tour <5
Individually-arranged tour 50 28,0 14,0 30,0 18,0 10,0 12,30
Purpose of visit*
Vacation/holiday 45 33.3 8.9 26,7 26,7 4,4 7.13
Visiting friends/relatives <5
Eventin Iceland (leisure related) <5
Education and training 7 0.0 28,6 28,6 0,0 42,9 33,57
Business/small meeting <5
Conference/large meeting <5
Other 11 0,0 27,3 18,2 0.0 54,5 46,82

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




ACCOMMODATION SERVICE

Q.43. Please rate the accomodation service for paid accommodationinIceland in which you stayed the
longestusing ascale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.

Count %
o 718 418 41.6%
I ) 349 20,3 20,3%
E 360 21,0 21,0%
I 7 139 8,1 8.1%
I 6 64 3,7 3.7%
B 46 27 W 27%
B 13 08 | 08%
 E 14 08 | 08%
E 9 05 | osw
B 4 02 ) 02w
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Number of respondents 1717 88,5
Did notanswer 223 11,5 Mean 8,68
Total 1940 100,0 Standard deviation 1,60
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ACCOMMODATION SERVICE

Q.43. Please rate the accomodation service for paid accommodationinIceland in which you stayed the
longestusing ascale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1717 41,8 20,3 21,0 8.1 8.8 N s6s
Gender*
Male 571 34,3 22,6 24,2 9,6 93 e 854
Female 1144 45,5 19,2 19,4 7.3 86 [ g.75
Age
24 yearsandyounger 276 44,6 159 16,7 10,1 12,7 8,57
25-34 years 599 40,7 20,9 20,9 9,0 8,5 8,64
35-44 years 318 36,8 22,0 26,4 6.3 8.5 8,63
45-54 years 244 44,3 21,3 18,9 7.0 8.6 8,75
55yearsand older 260 46,2 19,6 20,8 7,7 5,8 8,88
Whatis your profession?*
Managerial 205 36.6 26,3 20,5 6.8 9,8 [ 563
Professionals (dr./lawyer/account.etc.) 391 381 21,7 21,7 8,7 9,7 N 557
Other professionals 279 40,1 24,0 21,9 8.2 57 s 8,76
Teacher/Medical care 179 41,3 24,0 21,8 7.3 56 e ss2
Clerical/Service 86 53,5 12,8 22,1 58 58 [ 8,99
Vocational/Technical 52 32,7 13,5 25,0 9,6 192 e 812
Unskilled 9 33.3 22,2 22,2 0.0 222 [N 8,44
Student 235 43,0 13,6 20,0 11,9 115 [ 850
Retired/Homemaker 103 48,5 16,5 17,5 9,7 78 [N g84
Artist/Musician/Actor etc. 15 40,0 13,3 26,7 0.0 20,0 e 8,47
Other 142 53,5 17,6 19,0 3.5 63 [N g.08
Householdincome
High 693 42,4 21,9 19,6 7.6 8.4 8,73
Average 701 42,7 18,8 21,7 7.8 9,0 8,68
Low 260 41,5 20,8 20,4 8.5 8.8 8,67
Marketarea*
North America 808 49,9 21,5 17,0 6.9 47 S 9,00
Britain 342 40,1 19,6 20,8 8.5 11,1 e sss
Central/Southern Europe 289 32,2 16,6 27,3 10,4 13,5 e 27
Scandinavia 97 278 19,6 30,9 6.2 155 [ s18
Asia 90 28,9 22,2 28,9 8,9 11,1 e g.38
Other 87 33,3 24,1 19,5 115 11,5 e s.39
Educational level
Finished high school or less 137 38,7 153 27,0 5.8 131 8,51
Bachelor's degree or equivalent 1007 43,0 20,2 19,6 8.2 9,0 8,68
Master's/Ph.D. or equivalent 545 40,9 21,8 21,8 8.1 7.3 8,74

*Significant difference between groups according to ANOVA test (p<0,05). “



ACCOMMODATION SERVICE

Q.43. Please rate the accomodation service for paid accommodationinIceland in which you stayed the
longestusing ascale of 0-10, where Oisvery unsatisfactory and 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1717 41,8 20,3 21,0 8.1 8.8 N s6s
Nationality*
American 615 54,0 19,7 16,6 54 4,4 P 9,08
British 295 39,0 19,3 21,0 8.1 125 [ 853
Canadian 182 39,6 26,9 17,6 11,5 44 N 883
German 65 29,2 13,8 23,1 10.8 231 e 789
Chinese 51 41,2 21,6 15,7 118 98 [ 869
French 42 23,8 23.8 21,4 15,0 11,9 [ s21
Spanish 36 16,7 16,7 36.1 13,9 16,7 [ 7,75
Danish 25 40,0 12,0 16,0 0,0 320 e 78
Swedish 26 34,6 30,8 26,9 3.8 3.8 e ges
Swiss 20 45,0 10,0 30.0 50 10,0 e g.45
Norwegian 20 25,0 150 50,0 10,0 0.0 [ 855
Dutch 20 15,0 10,0 40,0 20,0 150 I 775
Italian 16 31.3 25,0 313 0.0 125 [ s.44
Austrian 7 0,0 429 28,6 28,6 00 P s14
Other 297 34,3 20,5 259 8,4 10,8 I g 42
Type of trip*
Package tour 324 41,7 20,1 21,9 8,0 8.3 8,68
Individually-arranged tour 1255 42,1 20,1 21,0 8.2 8.6 8,70
Business-arranged tour 33 30,3 27,3 24,2 121 6,1 8,61
Purpose of visit*
Vacation/holiday 1577 42,4 20,0 21,1 81 8.5 8,70
Visiting friends/relatives 71 49,3 12,7 22,5 9,9 5,6 8,82
Eventin Iceland (leisurerelated) 83 47,0 20,5 20,5 7.2 4.8 8,92
Education and training 51 431 15,7 15,7 118 13,7 8,41
Business/small meeting 37 27,0 18,9 37.8 10.8 54 8,41
Conference/large meeting 27 44,4 22,2 22,2 3.7 7.4 8,93
Other 145 33.8 26,2 20,7 8,3 11,0 8,48

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




ACCOMMODATION FACILITIES

Q.44. Please rate the accommodation facilities for the paid accommodation in Iceland in which you
stayed the longestusing ascale of 0-10, where Qisvery unsatisfactoryand 10isvery
satisfactory.

Count %
o 615 357 35,7%
B 338 196 19,6%
E 392 227 22,7%
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ACCOMMODATION FACILITIES

Q.44. Please rate the accommodation facilities for the paid accommodation in Iceland in which you
stayed the longestusing ascale of 0-10, where Qisvery unsatisfactoryand 10isvery

satisfactory.
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1725 357 19,6 22,7 11,6 104 N s47
Gender
Male 573 30,0 20,2 27,6 11,7 10,5 8,37
Female 1150 38,4 19,3 20,3 11,6 10,3 8,52
Age
24 yearsand younger 277 39,4 14,8 20,6 14,1 11,2 8,42
25-34 years 603 37,5 19,2 21,9 12,1 9.3 8,55
35-44 years 320 31,3 18,8 28,4 10,9 10,6 8,37
45-54 years 245 33,1 22,9 23,7 9,4 11,0 8,44
55yearsand older 260 36,2 22,7 18,5 10,8 11,9 8,47
Whatis your profession?
Managerial 205 30,7 21,0 23,4 12,7 12,2 8,32
Professionals (dr./lawyer/account. etc.) 392 32.9 18,9 23,7 13,0 115 8,35
Other professionals 281 32,7 24,2 25,3 8.9 8.9 8,53
Teacher/Medical care 179 38,5 24,0 20,1 8.4 8.9 8,68
Clerical/Service 87 44,8 14,9 24,1 9.2 6.9 8,76
Vocational/Technical 53 26,4 17,0 37.7 113 7,5 8,38
Unskilled 9 44.4 22,2 111 0.0 22,2 8,56
Student 236 38,1 14,4 21,2 14,8 11,4 8,38
Retired/Homemaker 103 37.9 18,4 16,5 13,6 13,6 8,41
Artist/Musician/Actor etc. 15 33.3 20,0 13,3 13,3 20,0 8,27
Other 144 431 20,1 19,4 9,7 7.6 8,71
Household income*
High 697 33,3 20,4 23,2 11,3 11,8 e s.37
Average 705 38,0 194 21,7 10,8 101 P s5s
Low 260 39,2 18,8 22,7 12,3 69 N s64
Market area*
North America 809 41,7 22,6 20,4 9,5 58 | 8,79
Britain 344 36.0 15,7 23,0 11,3 14,0 [ s.s3
Central/Southern Europe 294 26,5 17.3 26,2 16,3 13,6 e 812
Scandinavia 98 25,5 15,4 26,5 8.2 20,4 S 7,90
Asia 89 24,7 12,4 30,3 20,2 124 S 5,02
Other 87 29,9 23,0 20,7 11,5 149 I a5
Educational level*
Finished high school or less 140 329 13,6 22,1 15,7 157 N s12
Bachelor's degree or equivalent 1009 37.8 19,5 219 10,9 99 [ g3
Master's/Ph.D. or equivalent 548 33,0 21,5 24,3 11,3 99 N 847

*Significant difference between groups according to ANOVA test (p<0,05). “



ACCOMMODATION FACILITIES

Q.44. Please rate the accommodation facilities for the paid accommodation in Iceland in which you
stayed the longestusing ascale of 0-10, where Qisvery unsatisfactoryand 10isvery

satisfactory.
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1725 357 19,6 22,7 11,6 104 N 847
Nationality*
American 615 45,0 22,0 18,7 8.5 59 e gt
British 296 34,5 15,2 22,3 13,5 145 N 824
Canadian 184 34,8 22,3 23,9 14,1 49 [P 862
German 67 17,9 14,9 20,9 22,4 23,9 [l 755
Chinese 50 34,0 14,0 32,0 12,0 8,0 [ s50
French 42 33,3 21,4 11,9 21,4 11,9 [ s.40
Spanish 36 19,4 19,4 25,0 13,9 222 [ 761
Danish 25 320 8.0 24,0 8,0 28,0 [ 768
Swedish 26 34,6 26,9 15,4 11,5 115 e s.54
Swiss 23 304 21,7 391 0.0 8,7 I 843
Norwegian 21 9,5 28,6 42,9 4.8 143 e 786
Dutch 20 10,0 10,0 45,0 20,0 150 I 7,80
Italian 16 31.3 25,0 25,0 6.3 125 e s38
Austrian 7 0,0 14,3 28,6 28,6 286 N 714
Other 297 30,0 19,2 26,9 11,4 125 [ s29
Type of trip*
Package tour 324 321 20,4 21,9 12,7 13,0 8,29
Individually-arranged tour 1262 36.4 19,3 23,1 11,3 9.9 8,52
Business-arranged tour 34 26,5 17,6 29,4 14,7 11,8 8,18
Purpose of visit*
Vacation/holiday 1583 36.1 19,4 22,7 11,8 10,0 8,49
Visiting friends/relatives 71 38,0 14,1 23.9 14,1 9.9 8,42
Eventin Iceland (leisurerelated) 83 42,2 19,3 253 7.2 6.0 8,81
Education and training 51 47,1 11,8 19,6 3,9 17,6 8,35
Business/small meeting 38 28,9 15,8 31,6 7.9 15,8 8,21
Conference/large meeting 27 44,4 3.7 33.3 111 7.4 8,52
Other 147 34,0 16,3 23,8 9,5 16,3 8,19

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



OVERALL QUALITY OF ACCOMMODATION

Q.45. Pleaserate the overall quality of your experience for the paid accommodationiniceland in
which you stayed the longestusing ascale of 0-10, where Oisvery unsatisfactoryand 10is
very satisfactory.

Count %
o 697 40,3 40,3%
E 389 22,5 225%
E 386 22,3 223%
| K 133 7.7 7.7%
G 59 3.4 34%
E 37 21 f 21%
I 4 9 0,5 1 05%
 E 6 03 | o
| B 6 03 | 03%
B 3 02 1 o02%
0 3 02 | 02%
Number of responses 1728 100,0 ey 10(.)%
Number of respondents 1728 89,1
Did notanswer 212 10,9 Mean 8,74

Total 1940 100,0 Standard deviation 1,48




OVERALL QUALITY OF ACCOMMODATION

Q.45. Pleaserate the overall quality of your experience for the paid accommodationinceland in
which you stayed the longestusing ascale of 0-10, where Oisvery unsatisfactoryand 10is

very satisfactory.
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1728 40,3 22,5 22,3 7.7 71 N 574
Gender*
Male 574 33,4 24,0 27,5 8.7 6,3 [ 863
Female 1152 43,8 21,8 19,7 7.2 76 [ 8,79
Age
24 yearsand younger 279 45,9 18,3 20,4 7.9 7.5 8,77
25-34 years 604 40,6 22,8 20,9 8.6 71 8,75
35-44 years 320 34,4 22,8 28,4 7.2 7.2 8,62
45-54 years 245 40,8 24,9 20,8 6.5 6.9 8,76
55yearsand older 260 42,3 22,7 21,2 6.9 6.9 8,81
Whatis your profession?
Managerial 205 35,6 24,9 22,0 10,7 6.8 8,63
Professionals (dr./lawyer/account. etc.) 392 37.2 21,4 23,2 11,0 71 8,60
Other professionals 282 36.9 28,4 25,2 3.5 6.0 8,81
Teacher/Medical care 179 43,6 24.6 19,6 7.8 4,5 8,92
Clerical/Service 87 49,4 20,7 19,5 3.4 6.9 9,01
Vocational/Technical 53 321 22,6 28,3 75 9,4 8,55
Unskilled 9 55,6 22,2 0.0 0.0 22,2 8,89
Student 237 42,6 17.3 22,8 9,3 8,0 8,68
Retired/Homemaker 103 40,8 20,4 23.3 6.8 8,7 8,72
Artist/Musician/Actor etc. 16 50,0 12,5 12,5 6.3 18,8 8,63
Other 144 49,3 20,1 20,8 2.8 6.9 8,92
Householdincome
High 697 38,7 24,1 21,7 7.7 7.7 8,69
Average 705 42,8 20,9 21,8 7.2 7.2 8,79
Low 263 41,1 23,6 22,1 8.4 4,9 8.82
Marketarea*
North America 811 48,2 23,6 18,6 59 3.7 I 9,04
Britain 344 40,4 18,6 22,7 8.4 99 [ 60
Central/Southern Europe 294 29,6 21,8 28,9 10,9 88 N s,41
Scandinavia 98 25,5 27,6 25,5 10,2 112 e s33
Asia 90 26,7 17.8 356 8,9 1.1 e 8,29
Other 87 32,2 31,0 17,2 6,9 126 N s 52
Educational level
Finished high school or less 140 357 23,6 25,7 50 10,0 8,58
Bachelor's degree or equivalent 1012 42,5 21,1 21,7 7.3 7.3 8,77
Master's/Ph.D. or equivalent 548 381 25,4 21,5 9.1 5.8 8,75

*Significant difference between groups according to ANOVA test (p<0,05).




OVERALL QUALITY OF ACCOMMODATION

Q.45. Pleaserate the overall quality of your experience for the paid accommodationiniceland in
which you stayed the longestusing ascale of 0-10, where Oisvery unsatisfactoryand 10is

very satisfactory.
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1728 40,3 22,5 22,3 7.7 71 N 574
Nationality*
American 616 519 22,6 17.2 4,7 3.6 I 911
British 296 38,5 18,9 22,0 9,5 111 P 854
Canadian 184 391 25,5 22,3 9,2 3.8 [ 885
German 67 23,9 26,9 22,4 16,4 10,4 P 822
Chinese 51 37.3 19,6 29,4 7.8 59 e g3
French 42 33,3 26,2 21,4 7.1 11,9 [ g7
Spanish 36 22,2 222 30,6 13,9 11,1 [ 5,03
Danish 25 36,0 16.0 24,0 4,0 20,0 P 512
Swedish 26 38,5 30,8 11,5 11,5 77 e 81
Swiss 23 304 34,8 21,7 8.7 43 P s 52
Norwegian 21 19,0 33.3 381 4.8 48 e .57
Dutch 20 5.0 15,0 550 15,0 10,0 e 790
Italian 16 31.3 25,0 313 0,0 125 [N 544
Austrian 7 0.0 28,6 57.1 0.0 14,3 P 3,00
Other 298 32,9 21,5 27,5 8,7 9,4 N 849
Type of trip*
Package tour 324 38,3 22,8 22,5 9,6 6.8 8,67
Individually-arranged tour 1263 40,5 22,6 22,7 74 6.8 8,76
Business-arranged tour 34 26,5 29,4 23,5 11,8 8.8 8,53
Purpose of visit*
Vacation/holiday 1585 40,8 22,3 22,5 7.5 6.9 8,76
Visiting friends/relatives 71 40,8 23,9 21,1 85 56 8,73
Eventin Iceland (leisure related) 83 47,0 18,1 24,1 6,0 4,8 8,94
Education andtraining 52 46,2 17,3 19,2 3.8 13,5 8,63
Business/small meeting 38 26,3 28,9 26,3 10,5 7.9 8,47
Conference/large meeting 27 48,1 7.4 25,9 111 7.4 8,74
Other 149 34,9 24,8 22,1 81 10,1 8,54

*Significant difference between groups according to ANOVA test (p<0,05).




SERVICE AT RESTAURANTS

Q.46. Pleaserate the service atthe restaurantsinliceland using ascale of 0-10, where Qisvery

unsatisfactoryand 10is very satisfactory.
]

Count %
o 540 327 32.7%
B 336 204 20.4%
E 400 24,2 24.2%
| K 213 12,9
G 95 58
B 34 21
I 4 13 08 | 0,8%
I 3 8 0.5 1 0.5%
I 2 6 0.4 1 0.4%
I 1 3 0.2 0.2%
0 2 01 0.1%
Number of responses 1650 100,04, 10(.)%
Number of respondents 1650 85,1
Did notanswer 290 14,9 Mean 8,45
Total 1940 100,0 Standard deviation 1,55
107 599 8,40 8.27 8,09 8,45
0 : : .__ Mean
Summer ‘11 Winter Winter Summer 14 Winter
11/712 13/714 15/°16 Darkest bar Winter 151
Summer ‘14
Winter ‘13-14
100% 1 Winter 11-12

Faintest bar: Summer 11

16,4%
23,2%
23,4%

19.8%
32.7%
21,8%
26,5%
24,5%
22,2%
20,4%
29,0%
28,4%
26,7%
30,6%
24,2%
17.2%
13,3%
15,0%
14,3%
15,6%

0%




SERVICE AT RESTAURANTS

Q.46. Pleaserate the service atthe restaurantsinliceland using ascale of 0-10, where Qisvery
unsatisfactoryand 10isvery satisfactory.

|
Number of
answers 10 9 8 7 0-6
Count % % % % %
Total 1650 32.7 20,4 24,2 129 S8 I 8,45
Gender*
Male 546 24,4 22,5 28,2 14,7 10,3 [ 829
Female 1102 36.8 19,2 22,3 121 95 [N 853
Age
24 yearsand younger 255 33,7 19,6 20,8 14,9 11,0 8,43
25-34 years 576 32,3 17,5 23,4 15,8 10.9 8,36
35-44 years 305 36.4 18,0 26,2 10,5 8.9 8,56
45-54 years 238 27,3 23,1 27,7 11,3 10,5 8,36
55yearsand older 255 34,1 27,5 23,1 9,0 6,3 8,65
Whatis your profession?
Managerial 197 33.0 20,3 25,9 11,2 9,6 8,49
Professionals (dr./lawyer/account. etc.) 382 27,7 23,3 251 14.9 8.9 8,36
Other professionals 272 31,6 19,9 24,6 12,1 11,8 8,40
Teacher/Medical care 167 371 21,0 19,8 15,6 6.6 8,65
Clerical/Service 85 34,1 15,3 28,2 11,8 10,6 8,44
Vocational/Technical 51 33.3 13,7 17.6 17.6 17,6 7,98
Unskilled 7 571 0.0 28,6 14.3 0.0 9,00
Student 209 34,0 15,8 24,9 129 12,4 8,38
Retired/Homemaker 102 33.3 24,5 29,4 6.9 59 8,68
Artist/Musician/Actor etc. 17 353 17,6 17,6 0.0 29,4 8,18
Other 141 39,7 22,7 20,6 10,6 6.4 8,68
Householdincome
High 677 32,8 22,5 23,6 11,7 9,5 8,49
Average 668 331 18,3 23,8 14,2 9,6 8,44
Low 246 341 171 24,8 12,6 114 8,43
Market area*
North America 797 381 20,8 20,8 12,4 78 [N 864
Britain 331 28,7 211 24,8 13,9 115 e s34
Central/Southern Europe 268 23,9 20,9 27,6 14,9 127 e 813
Scandinavia 94 38,3 20,2 25,5 74 85 [ s69
Asia 82 18,3 17,1 36,6 14,6 134 s 7,99
Other 75 33.3 13,3 32,0 12,0 93 I 5,40
Educational level
Finished high school or less 133 26,3 18,0 27.1 16,5 12,0 8,20
Bachelor's degree or equivalent 967 33,0 19,9 24,4 13,0 9,7 8,46
Master's/Ph.D. or equivalent 523 34,4 21,6 23,1 11,7 9.2 8,54

*Significant difference between groups according to ANOVA test (p<0,05). “



SERVICE AT RESTAURANTS

Q.46. Pleaserate the service atthe restaurantsinliceland using ascale of 0-10, where Qisvery
unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1650 32,7 20,4 24,2 129 S8 I 8,45
Nationality*
American 614 40,9 18,4 21,0 10,9 78 [N 68
British 283 28,3 23,3 25,4 11,0 120 e g,37
Canadian 177 29,9 23,2 22,6 16,9 73 [ 8,49
German 58 29,3 27,6 20,7 121 10,3 [ .43
Chinese 48 27.1 12,5 313 18,8 10,4 [ s23
French 36 13,9 13,9 30,6 25,0 16,7 [ 775
Spanish 31 16,1 9,7 323 22,6 194 s 752
Danish 23 47.8 13,0 17,4 13,0 87 [ s.70
Swedish 27 44,4 222 22,2 7,4 3,7 e 8,96
Swiss 24 20,8 20,8 29,2 4,2 250 e 775
Norwegian 22 27,3 27,3 27,3 4,5 13,6 e g.45
Dutch 19 53 15,8 421 15,8 211 [ 732
Italian 13 23,1 38,5 7.7 15,4 154 I 7,77
Austrian 8 25,0 37,5 12,5 25,0 00 P 863
Other 267 28,5 18,4 29,2 14,6 94 N 8,33
Type of trip*
Package tour 311 37,3 20,6 22,8 13,2 6.1 8,62
Individually-arranged tour 1206 32,2 20,1 24,3 13,0 10,4 8,43
Business-arranged tour 33 33,3 24,2 24,2 121 6,1 8,67
Purpose of visit*
Vacation/holiday 1511 32,8 20,1 24,0 13.3 9,7 8,45
Visiting friends/relatives 87 40.2 14,9 20,7 10,3 13.8 8,44
Eventin Iceland (leisurerelated) 82 34,1 19,5 20,7 146 11,0 8,49
Education and training 47 31.9 17,0 27,7 12,8 10,6 8,40
Business/small meeting 38 34,2 23,7 28,9 13,2 0,0 8,79
Conference/large meeting 26 53.8 11,5 26,9 0.0 7.7 9,04
Other 140 33.6 20,7 27.1 11,4 71 8,59

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



VARIETY OF RESTURANTS

Q.47. Pleaserate the variety of restaurantsiniceland using ascale of 0-10, where Qisvery

unsatisfactoryand 10is very satisfactory.
]

Count %
I 10 412 25,5 25,5%
l ) 237 14,7 14,7%
l 8 351 21,7 21.7%
I 7 261 16,2 16,2%
G 150 9,3 9.3%
B 108 6,7 6.7%
I4 28 17 1,7%
 E 39 2,4 2.4%
IZ 18 11 11%
Il 8 0,5 0,5%
0 2 01 01%
Number of responses 1614 100,0 OI% 10'0%
Number of respondents 1614 83.2
Did notanswer 326 16.8 Mean 7,81
Total 1940 100,0 Standard deviation 1,97
] 7,50 8.00 775 7,54 781
— e = —
0 . . =—Mean
Summer 11 Winter Winter Summer 14 Winter
11/°12 13/°14 15/°16 Darkest bar: winter 15-16
Summer 14
Winter 13-14
100% winter 11-12
Faintest bar: Summer 11
o S S § L 8 o N o X o
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VARIETY OF RESTURANTS

Q.47. Pleaserate the variety of restaurantsiniceland using ascale of 0-10, where Oisvery
unsatisfactoryand 10isvery satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1614 25,5 14,7 21,7 16,2 2LS I 781
Gender*
Male 544 191 15,4 23,0 19,9 226 [N 764
Female 1068 28,7 14,2 21,2 14,3 21,5 e 789
Age*
24 yearsandyounger 250 27,6 12,0 16,4 18,0 26,0 [ 766
25-34 years 570 21,2 133 20,7 19,6 251 [l 758
35-44 years 301 26,9 17,9 23,9 12,6 18,6 N 5,00
45-54 years 227 28,6 13,7 23,3 14,1 20,3 [ 790
S5yearsandolder 245 29,0 18,8 24,9 12,2 151 [ s20
Whatis your profession?*
Managerial 194 24,7 19,1 22,7 16,0 175 N 794
Professionals (dr./lawyer/account.etc.) 380 20,0 13,7 221 21,6 226 [N 761
Other professionals 265 23,0 16,6 22,6 17,0 20,8 e 783
Teacher/Medical care 162 315 12,3 21,0 13,0 222 e 7,08
Clerical/Service 83 28,9 10,8 26,5 12,0 2,7 e 787
Vocational/Technical 48 29,2 20,8 18,8 12,5 18,8 N 8,00
Unskilled 7 71,4 0.0 28,6 0.0 00 P 9,43
Student 205 27,3 8.3 16,6 14,6 332 e 751
Retired/Homemaker 95 316 15,8 27,4 13,7 11,6 e 831
Artist/Musician/Actor etc. 17 23,5 11,8 29,4 11,8 235 e 71
Other 138 29,7 19,6 19,6 10,9 20,3 e 792
Household income
High 664 25,8 14,5 23,6 14,8 21,4 7.82
Average 665 26,2 14,6 19,5 17,7 22,0 7.81
Low 229 24,9 16,2 21,4 14,4 23,1 7.79
Marketarea*
North America 778 316 14,8 221 16,2 153 e 815
Britain 327 22,0 16,8 21,4 15,3 245 e 772
Central/Southern Europe 260 14,6 11,9 23,5 16,2 33,8 s 714
Scandinavia 91 30,8 17,6 18,7 11,0 22,0 [ 789
Asia 82 12,2 11,0 18,3 24,4 341 [ 7,04
Other 73 23,3 13,7 21,9 17.8 233 e 773
Educational level
Finished high school or less 131 22,1 16,0 22,9 13,7 25,2 7.63
Bachelor's degree or equivalent 947 27,0 153 215 16,7 194 7.90
Master's/Ph.D. orequivalent 512 24,0 13,1 22,3 15,4 25,2 7.71

*Significant difference between groups according to ANOVA test (p<0,05). “



VARIETY OF RESTURANTS

Q.47. Pleaserate the variety of restaurantsiniceland using ascale of 0-10, where Oisvery
unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1614 25,5 14,7 21,7 16,2 2LS s 781
Nationality*
American 595 331 16,0 19,8 153 158 [N g18
British 281 20,3 17.8 22,8 15,7 23,5 [ 774
Canadian 175 28,6 11,4 27,4 171 154 [ 8,03
German 55 218 16,4 16,4 14,5 30,9 N 745
Chinese 48 18,8 8,3 83 229 41,7 N 715
French 37 5.4 2,7 24,3 21,6 459 [N 6,43
Spanish 30 6.7 10,0 20,0 26,7 36,7 N 657
Danish 22 318 13.6 22,7 13,6 182 N 701
Swedish 27 48,1 11,1 14,8 11,1 148 N 841
Swiss 22 13,6 4,5 40,9 9.1 31,8 I 700
Norwegian 20 25,0 40,0 15,0 0.0 20,0 e 8,30
Dutch 19 53 0.0 36.8 21,1 36,8 N 6,74
Italian 13 154 23,1 15,4 15,4 30,8 N 6,092
Austrian 8 25,0 0.0 12,5 25,0 375 e 713
Other 262 19,1 14,1 23,7 17.2 26,0 . 751
Type of trip*
Package tour 305 30,5 151 22,6 19,7 121 8,21
Individually-arranged tour 1184 24,9 14,3 21,3 15,5 24,0 7.73
Business-arranged tour 33 18,2 18,2 39,4 9,1 15,2 7.97
Purpose of visit*
Vacation/holiday 1485 255 14,6 21,3 16.4 22,2 7.79
Visiting friends/relatives 85 28,2 14,1 23,5 11,8 22,4 7.92
Eventin Iceland (leisure related) 84 321 15,5 20,2 131 19,0 8,12
Education andtraining 46 23,9 13,0 26,1 10,9 26,1 7.63
Business/small meeting 36 22,2 13,9 41,7 13,9 8.3 8,08
Conference/large meeting 25 28,0 12,0 40,0 8,0 12,0 8,36
Other 131 22,9 17,6 29,8 11,5 18,3 7.96

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



QUALITY OF FOOD AT RESTAURANTS

Q.48. Pleaserate the quality of food/mealsatthe restaurantsiniceland using ascale of 0-10,

where Qisveryunsatisfactoryand 10is very satisfactory.
I

Count %
o 553 335 5%
E 350 21,2 2%
E 380 23,0 230%
| K 179 108 10.8%
G 87 53 5.3%
E 56 34 34%
I 4 21 13 1 1%
| E 13 08 1 0s%
I 2 6 0.4 - 0.4%
I 1 5 0,3 | 0,3%
0 302 | o
Number of responses 1653 1000 4, 10|0%
Number of respondents 1653 85,2
Did notanswer 287 14,8 Mean 8,42

Total 1940 100,0 Standard deviation 1,67




QUALITY OF FOOD AT RESTAURANTS

Q.48. Pleaserate the quality of food/mealsatthe restaurantsiniceland using a scale of 0-10,
where Qisvery unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1653 33,5 21,2 23,0 10.8 116 [ s.42
Gender
Male 548 27.9 23,5 25,0 12,6 10.9 8,36
Female 1103 36.3 19,9 219 10,0 11,9 8,45
Age
24 yearsand younger 255 35,7 18,8 20,0 12,2 13,3 8,39
25-34 years 576 32,3 20,3 23,6 12,3 11,5 8,36
35-44 years 306 32,0 20,3 26,5 9,5 11,8 8,38
45-54 years 238 34,0 21,8 21,4 10,1 12,6 8,41
S55yearsand older 257 36.2 25,3 22,2 8.2 8.2 8,67
Whatis your profession?
Managerial 198 33.3 24,7 26,3 81 7.6 8,58
Professionals (dr./lawyer/account. etc.) 382 29,6 23,6 23,3 11,3 12,3 8,34
Other professionals 272 331 22,4 25,4 10,7 8.5 8,54
Teacher/Medical care 168 33,9 19,0 20,2 16,1 10,7 8,40
Clerical/Service 85 32,9 15,3 23,5 8.2 20,0 8,12
Vocational/Technical 51 29,4 25,5 19,6 59 19,6 8,02
Unskilled 7 42,9 0.0 28,6 28,6 0.0 8,57
Student 209 34,4 17,7 211 12,0 14,8 8,34
Retired/Homemaker 103 37,9 23,3 23,3 8.7 6.8 8,74
Artist/Musician/Actor etc. 17 47,1 11,8 11,8 17,6 11,8 8,35
Other 140 40,7 17.9 19,3 8,6 13,6 8,42
Householdincome
High 679 331 22,8 21,9 11,2 10,9 8,45
Average 671 34,4 20,0 22,2 10,1 13,3 8,39
Low 245 331 20,4 26,5 10.6 9.4 8,43
Marketarea*
North America 797 39,5 22,0 211 9.9 75 [ 868
Britain 333 28,2 22,8 25,5 9,3 141 P 28
Central/Southern Europe 268 231 20,5 24,6 14,6 172 [ 7,06
Scandinavia 95 34,7 221 25,3 74 105 P 51
Asia 82 23,2 14,6 26.8 14,6 20,7 N 789
Other 75 37,3 14,7 20,0 14,7 133 [ s37
Educational level
Finished high school or less 132 311 18,9 22,7 9.1 18,2 8,12
Bachelor's degree or equivalent 973 34,6 21l 22,9 10,7 10,7 8,47
Master's/Ph.D. or equivalent 521 31,9 219 23,6 10,9 11,7 8,40

*Significant difference between groups according to ANOVA test (p<0,05). “



QUALITY OF FOOD AT RESTAURANTS

Q.48. Pleaserate the quality of food/mealsatthe restaurantsiniceland using a scale of 0-10,
where Qisvery unsatisfactoryand 10isvery satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1653 33,5 al.2 23,0 10,8 1L6 [ .42
Nationality*
American 613 41,8 21,0 20,6 8.8 78 S s
British 286 28,0 24.8 25,2 9,4 126 [ 5833
Canadian 178 31,5 25,8 23,6 124 6,7 S 557
German 57 33,3 22,8 17.5 14,0 123 [ 832
Chinese 48 333 12,5 14,6 22,9 16,7 N 515
French 36 2.8 16,7 33,3 22,2 250 [ 731
Spanish 31 129 9,7 29,0 129 355 [N 5,97
Danish 24 37.5 8.3 29,2 125 125 PN s29
Swedish 27 44,4 22,2 259 0,0 74 [ 8,89
Swiss 23 13,0 30,4 30,4 8.7 17,4 e 783
Norwegian 22 31.8 36,4 13,6 4,5 13,6 [ 8,55
Dutch 18 5.6 56 44,4 16,7 278 N 739
Italian 13 7,7 46,2 23,1 7,7 154 N 754
Austrian 8 37.5 12,5 12,5 25,0 125 [ 813
Other 269 31,6 16,7 24,5 12,3 149 e g5
Type of trip*
Package tour 311 37.9 23,8 17,4 13,5 7.4 8,66
Individually-arranged tour 1209 331 20,3 24,2 10,3 1e.2 8,38
Business-arranged tour 33 24,2 27,3 27,3 12,1 91 8,42
Purpose of visit*
Vacation/holiday 1514 33,5 211 23,0 11,0 11,4 8,42
Visiting friends/relatives 88 40,9 12,5 19,3 13,6 13,6 8,27
Eventin Iceland (leisure related) 82 43,9 19,5 18,3 6.1 12,2 8,68
Education and training 47 31,9 17,0 17,0 21,3 12,8 8,28
Business/small meeting 38 36.8 18,4 36,8 2.6 53 8,66
Conference/large meeting 26 38,5 23,1 26,9 3.8 7.7 8,77
Other 140 321 21,4 22,9 12,9 10,7 8,41

*Significant difference between groups according to ANOVA test (p<0,05).




OVERALL QUALITY OF RESTAURANTS

Q.49. Please rate the overallquality of your experience atthe restaurantsin Iceland using ascale

of 0-10, where Qisvery unsatisfactoryand 10is very satisfactory.
]

Count %
o 484 29,2 20.2%
E 405 24,4 o449
E 385 232 2320
| K 215 13,0 13.0%
G 85 51
E 50 3,0
B 13 08 | 08%
 E 8 05 | o0s%
| B 6 04 | 0%
I 4 02 | oz
0 3 02 | o2%
Number of responses 1658 100,0 0% 10;)%
Number of respondents 1658 85,5
Did notanswer 282 14,5 Mean 8,40

Total 1940 100,0 Standard deviation 1,57




OVERALL QUALITY OF RESTAURANTS

Q.49. Please rate the overallquality of your experience atthe restaurantsin Iceland using ascale
of 0-10, where Qisvery unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1658 29,2 24,4 23,2 13,0 102 N s.40
Gender*
Male 549 22,0 26,6 26,4 15,5 95 e g8
Female 1107 328 23.2 21,7 11,7 10,6 [ g 45
Age*
24 yearsandyounger 257 319 20,6 19,8 14,8 128 [ 335
25-34 years 578 26,0 23,5 23,7 15,9 10,9 [ g8
35-44 years 306 29,7 25,5 23,2 118 98 N 846
45-54 years 239 28,0 27,2 24,7 9.6 10,5 [N g38
55yearsandolder 257 350 26,5 23,7 8.6 6.2 I 567
Whatis your profession?*
Managerial 198 30,8 26,3 24,7 121 61 I sss
Professionals (dr./lawyer/account.etc.) 382 24,6 26,2 228 15,4 11,0 [ s29
Other professionals 273 28,2 23,4 28,2 11,7 84 [N 8,45
Teacher/Medical care 169 314 26,6 19,5 12,4 10,1 e 850
Clerical/Service 85 29,4 20,0 23,5 12,9 141 P 8,20
Vocational/Technical 52 23,1 25,0 21,2 17.3 135 e 796
Unskilled 7 57.1 14,3 14,3 0.0 14,3 I 0,00
Student 210 29,5 18,6 21,4 171 13,3 e g5
Retired/Homemaker 103 36.9 24,3 25,2 6.8 68 I 3,75
Artist/Musician/Actor etc. 17 41,2 17,6 11,8 11,8 176 N s.24
Other 141 34,8 27,0 191 8.5 10,6 N g 52
Householdincome
High 680 29,4 24,1 231 13,5 9.9 8,41
Average 672 29,2 251 21,6 131 11,0 8,38
Low 247 30,8 24,3 251 10,1 9,7 8,45
Market area*
North America 799 353 26,9 20,5 11,3 6.0 P 868
Britain 332 25,6 23,2 26,5 13.3 1L4 e .28
Central/Southern Europe 272 18,4 19,5 27,6 15,8 18,8 N 786
Scandinavia 95 30,5 316 20,0 74 105 e 857
Asia 82 18,3 14,6 26,8 24,4 159 e 7,78
Other 75 29,3 22,7 22,7 14,7 10,7 [ 835
Educational level
Finished high school or less 133 27,1 158 31,6 12,8 12,8 8,15
Bachelor's degree or equivalent 974 30,4 251 23,3 11,4 9,9 8,46
Master's/Ph.D. orequivalent 524 27,5 25,6 21,2 15,6 10,1 8,36

*Significant difference between groups according to ANOVA test (p<0,05). “



OVERALL QUALITY OF RESTAURANTS

Q.49. Please rate the overallquality of your experience atthe restaurantsin Iceland using ascale
of 0-10, where Qisvery unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1658 29,2 24,4 23,2 13,0 102 N s.40
Nationality*
American 614 381 26,8 19,2 10,1 57 P s76
British 286 259 23,4 26,9 13,6 101 e s33
Canadian 179 25,7 29,6 22,3 151 73 N s42
German 58 24,1 27,6 25,9 10.3 121 [ 826
Chinese 47 25,5 12,8 23,4 25,5 128 [ 5,06
French 37 54 8.1 324 29,7 24,3 [ 735
Spanish 31 6.5 12,9 19,4 22,6 38,7 I 7.00
Danish 24 37,5 16,7 20,8 12,5 125 [ g33
Swedish 27 37,0 33.3 22,2 0.0 74 e 8,93
Swiss 24 16,7 12,5 33.3 16,7 20,8 e 754
Norwegian 22 31.8 36,4 18,2 4,5 91 e s,73
Dutch 19 53 10,5 421 21,1 211 e 742
Italian 13 7.7 23,1 46,2 7.7 154 s 731
Austrian 8 25,0 25,0 25,0 12,5 125 e 8,25
Other 269 24,5 22,3 24,9 13,8 145 N 8,14
Type of trip*
Package tour 311 32,5 29,9 17,0 14,8 58 8,61
Individually-arranged tour 1213 28,8 22,8 24,9 125 11,0 8,36
Business-arranged tour 33 21,2 33,3 27,3 121 6,1 8,52
Purpose of visit*
Vacation/holiday 1519 29,2 24,5 23,0 13,2 10,1 8,40
Visiting friends/relatives 88 37.5 13,6 28,4 91 11,4 8,36
Eventin Iceland (leisurerelated) 82 39,0 18,3 195 134 9.8 8,59
Education and training 47 255 21,3 23,4 17,0 12,8 8,23
Business/small meeting 38 28,9 26,3 39,5 2,6 2,6 8,66
Conference/large meeting 26 38,5 19,2 26,9 7.7 7.7 8,73
Other 140 25,7 28,6 25,0 10,0 10,7 8,42

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



PAID ACTIVITIES DURING TRIP

Q.50. Whatactivitiesdid you pay for during your trip to Iceland?

Count % %

respondents respondents responses

I Geothermal swimming pool 1014 62,2 19,1 62.2%
I Guidedsight-seeing tour 823 50,5 15,5 50,5%
f Museum 578 354 109 35.4%
I Northern lights tour 563 34,5 10,6 34,5%
I Spa/wellness 404 24,8 7.6 24,8%
I Nature bath 361 22,1 6.8 221%
[ Giacier/snowmabile trip 260 15,9 4,9 15.9%
] exnibition/art gallery 210 12,9 4,0 129%
I Guided hiking/mountain trip 190 11,6 3.6 11.6%
I Whale watching 168 10,3 3.2 10,3%
Horseriding 150 8.2 28 W gz
I Caving tour 139 8.5 2.6 - 8,5%
Festival, local event 100 6.1 19 6.1%
I Boat trip (other than whale watching) 95 5,8 18 -I 5,8%
Other cultural event 70 4,3 1.3 | 43%
Snorkeling 32 2.0 06 | 20%
ISightseeingflight/scenicflight 22 13 0.4 | 1,3%
I Skiing/snowboarding 8 0,5 02 | 05%
I Riverrafting/ kayaking tour 7 0,4 0.1 | 0.4%
Hunting/fishing 6 0,4 0,1 1 0,4%
Cycling tour 5 0.3 01 | 0,3%
IGuided city tour/hop on-off bus 4 0,2 0.1 | 0.2%
Golf 2 0.1 00 | 01%
Otherrelated-adventure activity 99 6,1 19 -F 6,1%
Number of responses* 5310 3256 1000 o, 100%
Number of respondents 1631 84,1
Did notanswer 309 159 Darkest bar: winter '15-16
Total 1940 100,0 Summer 14
100% - : . Winter 13-14
*There are more responses than respondents as it was possible to select more than one answer. Winter 11-12
Faintest bar: Summer '11
Y3 o888 Se 3 __&
s i mon o gghd | e
Geothermal Guidedsight- Museum** Northern Spa/ Nature Glacier/ Exhibition/ Guided hiking/ Whale
swimming seeing tour lights tour wellness bath snowmobile artgallery** mountaintrip  watching

pool** trip
**These options are not comparable to the surveys in 2011 and 2012 because they have been changed. “



PAID ACTIVITIES DURING TRIP

0Q.50. Whatactivitiesdid you pay forduring your trip to Iceland?

Geothermal Guided

Number of swimming sight- Northern Spa/ Other
answers pool seeingtour Museum lights tour  wellness activity
Count % % % % % %

Total
Gender
Male 527 64,1 44,2 39.3 28,5 23,3 64,3
Female 1102 61,2 53,4 33,5 37,4 25,4 66,3
Age
24 yearsand younger 249 57,4 48,6 24,1 34,1 28,9 69,9
25-34 years 582 66,2 45,2 351 30.4 25,3 69,2
35-44 years 303 65,0 51,2 31,7 33.3 24,4 63.7
45-54 years 230 61,3 57.8 39,1 40,4 21,7 63.9
55yearsand older 246 55,7 58,1 49,6 41,1 24,4 57.3
Whatis your profession?
Managerial 190 611 48,9 33,7 38.9 21,6 63,7
Professionals (dr./lawyer/account. etc.) 370 651 49,5 38,4 33,8 24,6 64,6
Other professionals 262 66,0 51,5 39,7 41,2 25,6 66,8
Teacher/Medical care 174 72,4 54,6 29,9 37,4 31,0 64,9
Clerical/Service 83 62,7 55,4 20,5 33,7 31.3 61,4
Vocational/Technical 50 60,0 46,0 46,0 24,0 26,0 72,0
Unskilled 8 62,5 87.5 25,0 62,5 12,5 37,5
Student 217 57.6 49,3 27,6 27,2 23,0 65,0
Retired/Homemaker 100 43,0 62,0 40,0 40,0 15,0 58,0
Artist/Musician/Actor etc. 18 66,7 27.8 50,0 5,6 16,7 77.8
Other 141 56,7 41,8 41,8 25,1 29,1 79.4
Householdincome
High 660 65,0 52,9 39.1 38,5 26,5 65,2
Average 664 61,0 51,5 31,2 34,2 24,5 66.6
Low 248 59,7 43,5 371 27,8 23,4 65,7
Marketarea
North America 776 66,2 51,9 39,9 37,4 26,7 66,5
Britain 329 63,2 62,0 34,3 42,6 25,2 58,7
Central/Southern Europe 268 57.5 34,0 33.2 23,1 24,6 74,3
Scandinavia 94 66,0 31,9 28,7 6.4 22,3 55,3
Asia 83 28,9 65,1 18,1 39,8 22,9 74,7
Other 78 65,4 50,0 30.8 38,5 10,3 61,5
Educational level
Finished high school or less 130 50.8 43,1 36.2 26,9 30,0 67,7
Bachelor'sdegree or equivalent 952 63,0 50,0 32,6 35,1 24,1 66,6
Master's/Ph.D. or equivalent 529 63.9 52,4 39,7 35,5 25,3 63,7

When respondents can choose more than one answer, significance between groups is not calculated.




PAID ACTIVITIES DURING TRIP

Q.50. Whatactivitiesdid you pay for during your trip to Iceland?

Geothermal Guided

Number of swimming sight- Northern Spa/ Other
answers pool seeingtour Museum lights tour  wellness activity
Count % % % % % %

Total
Nationality
American 592 66,7 54,1 40,0 41,6 27,2 66.4
British 278 63,3 61,5 35,6 45,3 24,1 55,8
Canadian 174 67,2 44,3 40,8 25,9 23,0 64.9
German 61 55,7 13,1 45,9 9,8 9,8 83,6
Chinese 47 29,8 78,7 191 46,8 34,0 85,1
French 39 51,3 28,2 359 7,7 25,6 71,8
Spanish 30 73,3 26,7 23,3 10,0 33.3 83.3
Danish 26 61,5 34,6 26,9 3,8 23,1 46,2
Swedish 23 78,3 39,1 30.4 4,3 34.8 52,2
Swiss 19 63,2 36,8 26,3 26,3 26,3 73,7
Norwegian 21 47,6 28,6 381 9.5 33.3 61,9
Dutch 18 66,7 611 50,0 33.3 16,7 72,2
Italian 13 61,5 38,5 15,4 23,1 38,5 61,5
Austrian 8 50,0 25,0 37,5 125 25,0 50.0
Other 282 55,3 50,4 25,5 33.0 20,6 67,7
Type of trip*
Package tour 312 59,3 76,0 34,3 64,7 29,2 63,1
Individually-arranged tour 1215 64.0 46,9 36.4 28,8 24,1 66,8
Business-arranged tour 25 48,0 36,0 16,0 0,0 28,0 64,0
Purpose of visit*
Vacation/holiday 1517 62,7 51,9 36.5 36,5 25,1 65,9
Visiting friends/relatives 80 67.5 28.8 45,0 18,8 20,0 62,5
Eventin Iceland (leisure related) 76 63.2 36,8 36,8 23,7 21,1 84,2
Education and training 46 60,9 54,3 34,8 10,9 21,7 71,7
Business/small meeting 30 40,0 33.3 33.3 0.0 20,0 50,0
Conference/large meeting 23 56,5 34,8 17.4 4,3 4,3 73,9
Other 126 54,0 34,9 26,2 9.5 19,8 67,5

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF TIMES BATHING IN A

GEOTHERMAL POOL

Q.51. How manytimesdid you bathe inageothermal swimming pool?

Count %

I More than 10 times 5 0,5
f s-10times 6 0,6
57 times 23 23
J 3-4times 56 5,5
B 1-2times 924 911
Number of responses 1014 100,0
Number of respondents 1014 52,3
Did not getquestion* 926 47,7
Did notanswer 0 0,0
Total 1940 100,0

*Only those who said they had paid for access to a geothermal swimming pool

(Q50) got this question.

10 1
g M ean
134 190 163
(= e T
0 T T
Winter 13/714 Summer 14 Winter "15/716

0,5%
0.6%
2.3%
55%
91,1%
0% 100%
Mean 1,63 times
Standard deviation 4,88 times
Median 1,00 time
Minimum 1,00 time
Maximum 150,00 times




NUMBER OF TIMES BATHING IN A

GEOTHERMAL POOL

Q.51. How many timesdid you bathe in ageothermal swimming pool?

Number of More than
answers I2times 2times
Count % %
Total 1014 91,1 89 [ 163
Gender
Male 338 87.9 121 1,57
Female 674 92,7 7.3 1,66
Age
24 yearsand younger 143 92,3 7.7 1,43
25-34 years 385 88.8 11,2 1,59
35-44 years 197 92,9 71 1,50
45-54 years 141 93,6 6.4 2,35
55yearsand older 137 90,5 9.5 1,45
Whatis your profession?
Managerial 116 95,7 4,3 1,28
Professionals (dr./lawyer/account. etc.) 241 90,0 10,0 2.05
Other professionals 173 93,6 6.4 1,34
Teacher/Medical care 126 91.3 8.7 1,53
Clerical/Service 52 94,2 58 1,37
Vocational/Technical 30 83.3 16.7 1,77
Unskilled 5 100.0 0.0 1,00
Student 125 88.8 11,2 1,56
Retired/Homemaker 43 90,7 9.3 1,53
Artist/Musician/Actor etc. 12 75,0 25,0 3,67
Other 80 88.8 11,3 1,70
Household income
High 429 93,7 6.3 1,34
Average 405 911 8.9 1,89
Low 148 851 14.9 1,79
Marketarea
North America 514 89,7 10,3 1,83
Britain 208 981 1.9 1,19
Central/Southern Europe 154 85.7 14,3 1,77
Scandinavia 62 90,3 9,7 1,55
Asia 24 100,0 0.0 1,13
Other 51 90,2 9,8 1,31
Educational level
Finished high school or less 66 83.3 16,7 1,73
Bachelor's degree or equivalent 600 91,5 8.5 1,50
Master's/Ph.D. or equivalent 338 92,0 8.0 1,86

Difference between groupsis not statistically significant. “




NUMBER OF TIMES BATHING IN A

GEOTHERMAL POOL

Q.51. How many timesdid you bathe in a geothermal swimming pool?

Number of More than
answers L2times 2times
Count % %
Total 1014 91,1 89 I 163
Nationality
American 395 90,1 9,9 1,87
British 176 97.7 2.3 1,23
Canadian 117 85,5 14,5 1,94
German 34 82,4 17,6 1,74
Chinese 14 92,9 71 1,29
French 20 90,0 10,0 1,50
Spanish 22 86.4 13,6 1,82
Danish 16 93.8 6.3 1,25
Swedish 18 100,0 0,0 1,17
Swiss 12 83.3 16,7 1,67
Norwegian 10 80,0 20,0 1,60
Dutch 12 100.,0 0.0 1,17
Italian 8 87,5 12,5 1,50
Austrian <5
Other 156 93,6 6.4 1,36
Type of trip*
Package tour 185 95,7 4,3 1,23
Individually-arranged tour 778 90,6 S,4 1,67
Business-arranged tour 12 75,0 25,0 3,17
Purpose of visit*
Vacation/holiday 951 92,2 7.8 1,57
Visiting friends/relatives 54 77.8 22.2 2,07
Eventin Iceland (leisure related) 48 83.3 16,7 1,71
Education and training 28 64,3 357 2,43
Business/small meeting 12 66,7 33.3 1,92
Conference/large meeting 13 92,3 7.7 1,38
Other 68 69.1 30.9 2.66

Difference between groupsis not statistically significant.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF TIMES VISITING MUSEUMS

Q.52. How many timesdid you visitamuseum?

Count %

IMore than 10 times 0 0,0

f s-10times 2 0.3

57 times 17 2.9

I 3-4 times 83 14,4 14,4%

B 1-2times 476 824 824%
Number of responses 578  100,0 0.% 10;%
Number of respondents 578 29,8
Did not getquestion* 1362 70,2
Did notanswer 0 0.0
Total 1940 100,0 Mean 1,70 times
*Only those who said they had paid for access to a museum (Q50) got this Standard deviation 1,12 times
question. Median 1,00 time

Minimum 1,00 time
10 - Maximum 9,00 times
et Mean
166 194 1,70
0

Winter '13/°14 Summer 14 Winter '15/°14




NUMBER OF TIMES VISITING MUSEUMS

Q.52. How many timesdid you visitamuseum?

Number of More than
answers L2times 2times
Count % %
Total 578 82.4 176 B 1,70
Gender
Male 207 81,6 18,4 1,71
Female 369 82,9 171 1,68
Age
24 yearsand younger 60 85,0 15,0 1,63
25-34 years 204 82,4 17,6 1,65
35-44 years 96 83,3 16,7 1,63
45-54 years 90 80.0 20,0 1,76
55yearsand older 122 81,1 18,9 1,84
Whatis your profession?
Managerial 64 84.4 15,6 1,58
Professionals (dr./lawyer/account. etc.) 142 78,9 211 1,77
Other professionals 104 86.5 13,5 1,62
Teacher/Medical care 52 78,8 21,2 1,75
Clerical/Service 17 88,2 11,8 1,59
Vocational/Technical 23 87.0 13,0 1,48
Unskilled <5
Student 60 88,3 11,7 1,58
Retired/Homemaker 40 85,0 15,0 1,63
Artist/Musician/Actor etc. 9 55,6 44,4 2.67
Other 59 79,7 20,3 1,78
Household income
High 258 83,7 16,3 1,62
Average 207 80,7 18,3 1,76
Low 92 79,3 20,7 1,84
Marketarea
North America 310 81,6 18,4 1,71
Britain 113 85,8 14,2 1,59
Central/Southern Europe 89 78,7 21,3 1,84
Scandinavia 27 88,9 111 1,52
Asia 15 80,0 20,0 1,73
Other 24 83,3 16,7 1,67
Educational level
Finished high school or less 47 851 14,9 1,57
Bachelor's degree or equivalent 310 82,3 17,7 1,73
Master's/Ph.D. or equivalent 210 81,0 19,0 1,70

Difference between groupsis not statistically significant. “




NUMBER OF TIMES VISITING MUSEUMS

0Q.52. How many timesdid you visitamuseum?

Number of More than
answers L2times 2times
Count % %
Total 578 82,4 176 1 1,70
Nationality
American 237 80,6 19,4 1,74
British 99 83.8 16,2 1,68
Canadian 71 85,9 14,1 1,62
German 28 85,7 14,3 1,79
Chinese 9 77,8 22,2 2,11
French 14 71,4 28,6 1,79
Spanish 7 71,4 28,6 2,14
Danish 7 100.0 0.0 1,29
Swedish 7 100,0 0.0 1,00
Swiss 5 100.,0 0.0 1,60
Norwegian 8 75,0 25,0 2,00
Dutch 9 100.,0 0.0 1,22
Italian <5
Austrian <5
Other 72 77.8 22,2 1,68
Type of trip*
Package tour 107 83.2 16,8 1,60
Individually-arranged tour 442 81,9 181 1,72
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 554 82,9 171 1,68
Visiting friends/relatives 36 80.6 19,4 1,81
Eventin Iceland (leisure related) 28 78,6 21,4 1,68
Education and training 16 56.3 43,8 2.38
Business/small meeting 10 80,0 20,0 2.20
Conference/large meeting <5
Other 33 69,7 30,3 212

Difference between groupsis not statistically significant.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF TIMES ON A GUIDED SIGHT-

SEEING TOUR

Q.53. How many timesdid you participate inaguided sight-seeing tour(s) (otherthan Northern

lightstour)?
Count %
IMore than 10 times 0 0,0
f s-10times 7 0.9
I 5-7 times 17 2,1
J 3-4times 135 164
B 1-2times 664 80,7
Number of responses 823 100,0
Number of respondents 823 42,4
Did not getquestion* 1117 57.6
Did notanswer 0 0.0
Total 1940 100,0

*Only those who said they had paid for a guided sight-seeing tour (other than
Northern lights tour) (Q50) got this question.

10 1

1,50

1,77 1,80

Winter 13/714

Summer ‘14 Winter "15/°16

80,7%
0% 100%
Mean 1,80 times
Standard deviation 1,21 times
Median 1,00 time
Minimum 1,00 time
Maximum 10,00 times




NUMBER OF TIMES ON A GUIDED SIGHT-

SEEING TOUR

Q.53. How many timesdid you participate inaguided sight-seeing tour(s) (otherthan Northern

lightstour)?
Number of More than
answers I2times 2times
Count % %
Total 823 80.7 193 I 180
Gender
Male 233 82.0 18,0 1,79
Female 589 80,1 19,9 1,81
Age
24 yearsand younger 121 81,0 19,0 1,85
25-34 years 263 82,9 171 1,71
35-44 years 155 81,3 18,7 1,76
45-54 years 133 76,7 23,3 1,89
55yearsand older 143 78,3 21,7 1,93
Whatis your profession?
Managerial 93 76,3 23,7 1,78
Professionals (dr./lawyer/account. etc.) 183 78,7 21,3 1,91
Other professionals 135 83.7 16,3 1,69
Teacher/Medical care 95 78,9 211 1,76
Clerical/Service 46 82,6 17,4 1,63
Vocational/Technical 23 87.0 13,0 1,57
Unskilled 7 100.0 0.0 1,43
Student 107 78,5 21,5 1,90
Retired/Homemaker 62 82,3 17,7 1,90
Artist/Musician/Actor etc. 5 100,0 0.0 1,40
Other 59 84,7 15,3 1,90
Household income
High 349 75,6 24,4 1,86
Average 342 85,4 14,6 1,77
Low 108 80,6 19,4 1,74
Marketarea
North America 403 784 216 1,80
Britain 204 83.3 16,7 1,72
Central/Southern Europe 91 84,6 15,4 1,82
Scandinavia 30 83,3 16,7 1,80
Asia 54 79,6 20,4 2.07
Other 39 82,1 17,9 1,64
Educational level
Finished high school or less 56 92.9 71 1,43
Bachelor's degree or equivalent 476 78,8 21,2 1,81
Master's/Ph.D. orequivalent 277 81,9 18,1 1,82

Difference between groupsis not statistically significant. “




NUMBER OF TIMES ON A GUIDED SIGHT-

SEEING TOUR

Q.53. How many timesdid you participate inaguided sight-seeing tour(s) (otherthan Northern

lightstour)?
Number of More than
answers L2times 2times
Count % %
Total 823 80,7 193 B 180
Nationality
American 320 76,3 23,8 1,88
British 171 84.8 15,2 1,65
Canadian 77 87,0 13,0 1,60
German 8 100,0 0,0 1,25
Chinese 37 70,3 29,7 2.24
French 11 90,9 91 1,82
Spanish 8 100.,0 0.0 1,13
Danish 9 88,9 111 1,78
Swedish 9 77,8 22,2 1,67
Swiss 7 85,7 14,3 1,29
Norwegian 6 83.3 16,7 2,00
Dutch 11 90,9 91 1,73
Italian 5 40,0 60,0 2.60
Austrian <5
Other 142 82,4 17,6 1,87
Type of trip*
Package tour 237 74,7 25,3 1,96
Individually-arranged tour 570 83.0 17,0 1,75
Business-arranged tour 9 88.9 111 1,22
Purpose of visit*
Vacation/holiday 787 80,7 19,3 1,80
Visiting friends/relatives 23 87.0 13,0 1,52
Eventin Iceland (leisure related) 28 82,1 17.9 1,89
Education and training 25 80,0 20,0 1,92
Business/small meeting 10 80,0 20,0 1,80
Conference/large meeting 8 100,0 0.0 1,00
Other 44 86.4 13,6 1,73

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF TIMES WHALE WATCHING

Q.54. How many timesdid you go whale watching?

Count %
I More than 10 times 0 0,0
f s-10times 0 0,0
I 5-7 times 0 0.0
J 3-4times 0 0,0
B 1-2times 168 1000
Number of responses 168 100,0
Number of respondents 168 8,7
Didnot getquestion* 1772 91,3
Did notanswer 0 0.0
Total 1940 100,0
*Only those who said they had paid for whale watching (Q50) got this
question.
10 7
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NUMBER OF TIMES BATHING IN A

NATURE BATH

Q.55. How many timesdid you bathe inanature bath?

Count %
IMore than 10 times 0 0,0
f s-10times 0 0,0
I 5-7 times 6 17
I 3-4 times 16 4,4
B 1-2times 333 939
Number of responses 361 100,0
Number of respondents 361 18,6
Didnot getquestion* 1579 814
Did notanswer 0 0.0
Total 1940 100,0
*Only those who said they had paid for access to a nature bath (Q50) got this
question.
10 7
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NUMBER OF TIMES BATHING IN A

NATURE BATH

Q.55. How many timesdid you bathe inanature bath?

Number of More than
answers L2times 2times
Count % %
Total 361 93.9 61 I 136
Gender
Male 124 94,4 5,6 1,41
Female 237 93,7 6,3 1,33
Age
24 yearsand younger 72 94,4 56 1,31
25-34 years 152 92,8 7.2 1,37
35-44 years 60 95,0 5,0 1,38
45-54 years 37 94,6 54 1,27
55yearsand older 33 97,0 3.0 1,39
Whatis your profession?
Managerial 45 97.8 2.2 1,38
Professionals (dr./lawyer/account. etc.) 73 95,9 4,1 1,36
Other professionals 50 92,0 8.0 1,36
Teacher/Medical care 30 93.3 6.7 1,30
Clerical/Service 22 95,5 4,5 1,23
Vocational/Technical 15 86,7 13,3 1,47
Unskilled <5
Student 65 93.8 6.2 1,31
Retired/Homemaker 18 94,4 56 1,44
Artist/Musician/Actor etc. <5
Other 37 97,3 2,7 1,38
Householdincome
High 124 96.8 3.2 1,23
Average 159 94,3 57 1,39
Low 68 89,7 10,3 1,47
Market area*
North America 149 94,6 54 P 131
Britain 53 100,0 0.0 8 117
Central/Southern Europe 90 86.7 133 P 162
Scandinavia 14 929 71 I 121
Asia 38 100,0 00 P 129
Other 16 93,8 6.3 RS
Educational level*
Finished high school or less 38 81,6 184 [ 168
Bachelor's degree or equivalent 214 94,4 56 B 130
Master's/Ph.D. or equivalent 105 97.1 29 [ 136

*Significant difference between groups according to ANOVA test (p<0,05). “



NUMBER OF TIMES BATHING IN A

NATURE BATH

Q.55. How many timesdid you bathe inanature bath?

Number of More than
answers L2times 2times
Count % %
Total 361 93.9 61 M 136
Nationality
American 100 95,0 5,0 1,29
British 34 100.,0 0.0 1,21
Canadian 43 93,0 7,0 1,37
German 21 81,0 15,0 1,71
Chinese 28 100.0 0.0 1,14
French 15 86,7 13,3 1,87
Spanish 13 84,6 15,4 1,85
Danish <5
Swedish <5
Swiss 7 100,0 0.0 1,29
Norwegian <5
Dutch 5 100.,0 0.0 1,00
Italian <5
Austrian <5
Other 81 951 4,9 1,35
Type of trip*
Package tour 64 95,3 4,7 1,22
Individually-arranged tour 276 93,5 6.5 1,38
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 340 94,1 59 1,36
Visiting friends/relatives 13 92,3 7,7 1,31
Eventin Iceland (leisure related) 21 100.,0 0.0 1,24
Education and training 10 80,0 20,0 1,90
Business/small meeting <5
Conference/large meeting 6 100,0 0.0 1,17
Other 27 88,9 11,1 1,56

Difference between groupsis not statistically significant.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF TIMES TO A SPA/WELLNESS

(CENTER)

Q.56. How many timesdid you go to aspa/wellness (center)?

Count %

I More than 10 times 2 0.5 0.5%

f s-10times 1 0.2 0.2%

I 5-7 times 0 0.0

J 3-4times 8 2,0 20%

B 1-2times 393 973 | 973%
Number of responses 404 100.0 0% 100%
Number of respondents 404 20,8
Did not getquestion* 1536 79,2
Did notanswer 0 0.0
Total 1940 100,0 Mean 1,24 times
*Only those who said they had paid for access to a spa/wellness (center) Standard deviation 1,60 times
(Q50) got this question. Median 1,00 time

Minimum 1,00 time
Maximum 30,00 times
10 1
e=—t=Mean
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NUMBER OF TIMES TO A SPA/WELLNESS

(CENTER)

Q.56. How many timesdid you go to aspa/wellness (center)?

Number of More than

answers L2times 2times

Count % %
Total 404 97,3 27 [ 1,24
Gender*
Male 123 951 49 [P 154
Female 280 98,2 18 [ 110
Age
24 yearsandyounger 72 98,6 14 1,44
25-34 years 147 98,0 2.0 1,18
35-44 years 74 97,3 2,7 1,19
45-54 years 50 94,0 6.0 1,20
55yearsand older 60 96,7 3.3 1,20
Whatis your profession?
Managerial 41 100.,0 0.0 1,10
Professionals (dr./lawyer/account. etc.) 91 96,7 3.3 1,16
Other professionals 67 97.0 3.0 1,25
Teacher/Medical care 54 96,3 3.7 1,17
Clerical/Service 26 92,3 7,7 1,27
Vocational/Technical 13 100.,0 0.0 1,00
Unskilled <5
Student 50 98,0 2,0 1,68
Retired/Homemaker 15 100,0 0.0 1,00
Artist/Musician/Actor etc. <5
Other 41 97.6 2,4 1,22
Household income
High 175 97,7 2,3 1,19
Average 163 96.9 3.1 1,16
Low 58 96.6 3.4 1,60
Market area*
North America 207 97.1 29 [ 119
Britain 83 98,8 1.2 W 1,07
Central/Southern Europe 66 97.0 30 M 121
Scandinavia 21 90,5 95 I 22
Asia 19 100,0 00 M 105
Other 8 100,0 00 M 125
Educational level*
Finished high school or less 39 94,9 51 [ 195
Bachelor's degree or equivalent 229 97.4 26 I 114
Master's/Ph.D. or equivalent 134 97.8 22 [ 1.20

*Significant difference between groups according to ANOVA test (p<0,05). —




NUMBER OF TIMES TO A SPA/WELLNESS

(CENTER)

Q.56. How many timesdid you go to aspa/wellness (center)?

Number of More than
answers L2times 2times
Count % %
Total 404 97,3 27 M 124
Nationality
American 161 97,5 2,5 1,18
British 67 98,5 15 1,09
Canadian 40 95,0 50 1,28
German 6 100,0 0,0 1,17
Chinese 16 100.0 0.0 1,00
French 10 100,0 0,0 1,10
Spanish 10 100.,0 0.0 1,20
Danish 6 100.0 0.0 1,00
Swedish 8 87,5 12,5 1,25
Swiss 5 80,0 20,0 2,40
Norwegian 7 100.,0 0.0 1,14
Dutch <5
Italian 5 100.,0 0.0 1,00
Austrian <5
Other 58 96,6 3,4 1,60
Type of trip*
Package tour 91 97.8 2.2 1,11
Individually-arranged tour 293 96.9 3.1 1,29
Business-arranged tour 7 100,0 0.0 1,00
Purpose of visit*
Vacation/holiday 381 97.9 21 1,16
Visiting friends/relatives 16 93.8 6.3 1,38
Eventin Iceland (leisure related) 16 100,0 0,0 1,06
Education and training 10 80,0 20,0 4,10
Business/small meeting 6 100,0 0.0 1,00
Conference/large meeting <5
Other 25 92,0 8.0 2.24

Difference between groupsis not statistically significant.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF TIMES VISITING AN

EXHIBITION/ART GALLERY

Q.57. How many timesdid you go to an exhibition/art gallery?

Count %

IMore than 10 times 0 0,0

I 8-10 times 2 10 1,0%

I 5-7 times 2 1.0 1.0%

J 3-4times 21 10,0 10,0%

B 1-2times 185 881 881%
Number of responses 210 100,0 OI% 105%
Number of respondents 210 10,8
Did not getquestion* 1730 89,2
Did notanswer 0 0.0
Total 1940 100,0 Mean 1,49 times
*Only those who said they had paid to go to anexhibition/art gallery (Q50) got Standard deviation 1,12 times
this question. Median 1,00 time

Minimum 1,00 time
Maximum 10,00 times
10 1
et Mean
1,37 156 1,49
0
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NUMBER OF TIMES VISITING AN

EXHIBITION/ART GALLERY

Q.57. How many timesdid you go to an exhibition/art gallery?

Number of More than
answers L2times 2times
Count % %
Total 210 88.1 115 B 149
Gender
Male 74 851 14,9 1,68
Female 135 90,4 9,6 1,38
Age
24 yearsand younger 27 85,2 14,8 1,67
25-34 years 61 86.9 131 1,52
35-44 years 41 951 4,9 1,20
45-54 years 38 84,2 15,8 1,71
55yearsand older 40 90,0 10,0 1,38
What is your profession?
Managerial 32 93.8 6.3 1,34
Professionals (dr./lawyer/account. etc.) 50 80,0 20,0 1,82
Other professionals 35 91.4 8.6 1,31
Teacher/Medical care 24 100.,0 0.0 1,17
Clerical/Service <5
Vocational/Technical <5
Student 13 76,9 231 1,62
Retired/Homemaker 14 92,9 71 1,36
Artist/Musician/Actor etc. 8 75,0 25,0 1,88
Other 23 91,3 8.7 1,30
Household income
High 390 88,9 111 1,44
Average 79 87.3 12,7 1,57
Low 39 87,2 12,8 1,46
Marketarea
North America 118 89,0 11,0 1,54
Britain 42 80,5 9,5 1,29
Central/Southern Europe 28 78,6 21,4 1,71
Scandinavia 8 75,0 25,0 1,75
Asia <5
Other 10 100,0 0.0 1,00
Educational level
Finished high school or less 11 100,0 0.0 1,00
Bachelor's degree or equivalent 129 87.6 12,4 1,49
Master's/Ph.D. orequivalent 67 86.6 13,4 1,58

Difference between groupsis not statistically significant.




NUMBER OF TIMES VISITING AN

EXHIBITION/ART GALLERY

Q.57. How many timesdid you go to an exhibition/art gallery?

Number of More than
answers 12times 2times
Count % %
Total 210 88.1 1.9 I 149
Nationality
American 85 89,4 10,6 1,54
British 39 89,7 10,3 1,31
Canadian 31 83,9 16,1 1,71
German <5
Chinese <5
French <5
Spanish <5
Danish <5
Swedish <5
Swiss <5
Norwegian <5
Austrian <5
Other 37 86.5 13,5 1,38
Type of trip*
Package tour 30 90,0 10,0 1,37
Individually-arranged tour 165 87.9 121 1,52
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 196 89,3 10,7 1,46
Visiting friends/relatives 13 92,3 7.7 1,38
Eventin Iceland (leisure related) 14 78,6 21,4 2.14
Education and training 9 44.4 55,6 2,33
Business/small meeting <5
Conference/large meeting <5
Other 18 61,1 38,9 2.06

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF TIMES ON A BOAT TRIP

Q.58. How manytimesdid yougo onaboat trip (other than whale watching)?

Count %

IMore than 10 times 0 0,0
f s-10times 1 11
I 5-7 times 0 0.0
I 3-4 times 1 11
B 1-2times 93 979
Number of responses 95 100,0
Number of respondents 95 4,9
Did not getquestion* 2534 130,6
Did notanswer -689 -35,5
Total 1940 100,0

*Only those who said they had paid for a boat trip (other than whale

watching) (Q50) got this question.

10 1

L 2

*Mean

Winter 13/°14 Summer 14 Winter '15/°16

11%
11%
97.9%
0% 100%

Mean 1,17 times
Standard deviation 0,96 times
Median 1,00 time
Minimum 1,00 time
Maximum 10,00 times




NUMBER OF TIMES ON A GUIDED

HIKING/MOUNTAN TRIP

Q.59. How many timesdid you participate inaguided hiking/mountain trip?

Count %

IMore than 10 times 0 0,0
I 8-10 times 1 0,5
57 times 3 16
J 3-4times 14 7.4
B 1-2times 172 905
Number of responses 190 100,0
Number of respondents 190 9,8
Did not getquestion* 1750 90,2
Did notanswer 0 0.0
Total 1940 100,0

*Only those who said they had paid for a guided hiking/mountain trip (Q50)
got this question.

10

e Mean
136 lf 1,39
Winter '13/714 Summer 14 Winter "15/°16

0.5%
16%

74%

90,5%

0%

Mean

Standard deviation
Median

Minimum

Maximum

100%

1,39 times
0,97 times
1,00 time
1,00 time
8,00 times



NUMBER OF TIMES ON A GUIDED

HIKING/MOUNTAN TRIP

Q.59. How many timesdid you participate inaguided hiking/mountain trip?

Number of More than
answers L2times 2times
Count % %
Total 190 90,5 S5 P 139
Gender*
Male 63 84,1 159 [ 162
Female 127 93,7 63 [ 1,28
Age
24 yearsand younger 44 86,4 13,6 1,43
25-34 years 71 94,4 56 1,32
35-44 years 28 89,3 10,7 1,54
45-54 years 23 82,6 17,4 1,48
55yearsand older 20 95,0 50 1,30
What is your profession?
Managerial 18 88.9 11,1 1,33
Professionals (dr./lawyer/account. etc.) 46 91,3 8.7 1,41
Other professionals 32 93.8 6.3 1,22
Teacher/Medical care 18 94.4 56 1,17
Clerical/Service 9 88,9 111 1,33
Vocational/Technical 6 83.3 16,7 1,67
Student 34 91.2 8.8 1,35
Retired/Homemaker 8 100.0 0.0 1,00
Artist/Musician/Actor etc. <5
Other 18 77,8 22,2 2,11
Householdincome
High 78 93,6 6.4 1,33
Average 85 88,2 11,8 1,46
Low 21 90,5 9,5 1,33
Marketarea
North America 93 93,5 6.5 1,32
Britain 32 93.8 6.3 1,28
Central/Southern Europe 29 82,8 17,2 1,69
Scandinavia 5 100,0 0.0 1,00
Asia 17 88,2 11,8 1,29
Other 14 78,6 21,4 1,71
Educational level*
Finished high school or less 16 68,8 3L3 B 200
Bachelor's degree or equivalent 109 92,7 73 I 128
Master's/Ph.D. orequivalent 61 93,4 66 P 139

*Significant difference between groups according to ANOVA test (p<0,05).




NUMBER OF TIMES ON A GUIDED

HIKING/MOUNTAN TRIP

Q.59. How many timesdid you participate inaguided hiking/mountain trip?

Number of More than
answers L2times 2times
Count % %
Total 180 90,5 S5 M 139
Nationality*
American 71 93,0 70 B 132
British 19 94,7 53 [P 137
Canadian 18 94,4 56 [P 139
German 6 83.3 16,7 B 167
Chinese 17 94,1 59 [ 118
French <5
Spanish 5 100,0 00 M 1,00
Danish <5
Swedish <5
Swiss <5
Norwegian <5
Dutch <5
Italian <5
Austrian <5
Other 39 87,2 128 [ 1,41
Type of trip*
Package tour 43 88,4 11,6 1,47
Individually-arranged tour 140 91,4 8,6 1,36
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 177 91,0 9.0 1,37
Visiting friends/relatives 6 66,7 33.3 217
Eventin Iceland (leisure related) 19 78,9 21,1 1,68
Education andtraining 6 83,3 16,7 1,83
Business/small meeting <5
Conference/large meeting <5
Other 14 92,9 71 1,50

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF TIMES HORSE RIDING

Q.60. How many timesdid you go horse riding?

Count %

I More than 10 times 1 0,7
f s-10times 0 0,0
I 5-7 times 2 13
J 3-4times 5 3.3
B 1-2times 142 947
Number of responses 150 100,0
Number of respondents 150 7.7
Didnot getquestion* 1790 92,3
Did notanswer 0 0.0
Total 1940 100,0

*Only those who said they had paid for horse riding (Q50) got this question.

10 1
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4,7%

0% 100%
Mean 1,30 times
Standard deviation 1,71 times
Median 1,00 time
Minimum 1,00 time
Maximum 20,00 times




NUMBER OF TIMES HORSE RIDING

Q.60. How many timesdid you go horse riding?

Number of More than
answers L2times 2times
Count % %
Total 150 94,7 53 M 130
Gender
Male 33 97,0 3.0 1,64
Female 117 94,0 6,0 1,21
Age
24 yearsand younger 34 100,0 0,0 1,03
25-34 years 57 98,2 1.8 1,11
35-44 years 23 91,3 8.7 1,96
45-54 years 21 90,5 9,5 1,24
55yearsand older 13 76,9 23,1 1,85
What is your profession?
Managerial 14 100,0 0,0 1,14
Professionals (dr./lawyer/account. etc.) 38 94,7 53 1,21
Other professionals 17 94,1 59 1,12
Teacher/Medical care 16 100.,0 0.0 1,00
Clerical/Service 8 100.0 0.0 1,00
Vocational/Technical <5
Student 25 96.0 4,0 1,16
Retired/Homemaker 5 80,0 20,0 2,20
Artist/Musician/Actor etc. <5
Other 20 90,0 10.0 2,05
Household income
High 57 98,2 18 1,35
Average 56 92,9 71 1,21
Low 32 93,8 6.3 1,28
Marketarea
North America 75 96.0 4,0 1,13
Britain 25 96.0 4,0 1,08
Central/Southern Europe 26 84,6 15,4 227
Scandinavia 14 100,0 0.0 1,00
Asia 5 100.,0 0.0 1,00
Other 5 100,0 0.0 1,00
Educational level*
Finished high school or less 12 83.3 16,7 [ 275
Bachelor's degree or equivalent 91 96,7 33 I 115
Master's/Ph.D. or equivalent 46 93,5 65 [ 122

*Significant difference between groups according to ANOVA test (p<0,05).



NUMBER OF TIMES HORSE RIDING

Q.60. How many timesdid you go horse riding?

Number of More than
answers L2times 2times
Count % %
Total 150 94,7 53 B 130
Nationality*
American 64 96,9 31 0 111
British 17 100.,0 00 M 1.00
Canadian 9 100,0 00 M 1,00
German 9 66,7 333 I 256
Chinese <5
French 5 100,0 0.0 M 1,00
Danish <5
Swedish 5 100.0 00 M 100
Swiss <5
Norwegian <5
Dutch <5
Italian <5
Austrian <5
Other 25 92,0 80 M 1,20
Type of trip*
Package tour 25 96.0 4,0 1,08
Individually-arranged tour 120 94,2 58 1,36
Purpose of visit*
Vacation/holiday 142 94,4 56 1,32
Visiting friends/relatives 5 100,0 0.0 1,00
Eventin Iceland (leisure related) 6 100,0 0.0 1,00
Education andtraining 6 100,0 0.0 1,00
Other 8 100.,0 0.0 1,00

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF TIMES ON A

GLACIER/SNOWMOBILE TRIP

Q.61. How many timesdid you go on aglacier/snowmobile trip?

Count %

IMore than 10 times 0 0,0

f s-10times 0 0,0

I 5-7 times 0 0.0

I 3-4 times 1 0,4 0.4%

B 1-2times 259 996 99,6%
Number of responses 260 100,0 0::/0 10|0%
Number of respondents 260 13,4
Did not getquestion* 1680 86.6
Did notanswer 0 0,0 Mean 1,07 times
Total 1940 100,0 Standard deviation 0,28 times

*Only those who said they had paid for a glacier/snowmobile trip (Q50) got Median 1,00 time
this question. Minimum 1,00 time
Maximum 3,00 times
10 -
=== Mean
1,04 1,10 1,07
; * . o
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NUMBER OF TIMES ATTENDING A

FESTIVAL/LOCAL EVENT

Q.62. How many timesdid you attend afestival/local event?

Count %

IMore than 10 times 0 0,0
f s-10times 1 1,0
57 times 2 2,0
J 3-4times 10 100
B 1-2times 87 870
Number of responses 100 100,0
Number of respondents 100 52
Did not getquestion* 1840 94,8
Did notanswer 0 0.0
Total 1940 100,0

*Only those who said they had attended a festival or local event (Q50) got

this question.

10 1
=== Mean
1,77 1,28 1,52
— R
0
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1,0%
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10,0%
. 87,(|)%
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Mean 1,52 times
Standard deviation 1,17 times
Median 1,00 time
Minimum 1,00 time
Maximum 8,00 times




NUMBER OF TIMES ATTENDING A

FESTIVAL/LOCAL EVENT

Q.62. How many timesdid you attend afestival/local event?

Number of More than
answers 12times 2times
Count % %
Total 100 87,0 130 B 152
Gender
Male 46 84,8 15,2 1,67
Female 54 88,9 11,1 1,39
Age
24 yearsand younger 15 93,3 6,7 1,33
25-34 years 41 82,9 171 1,61
35-44 years 18 88,9 111 1,44
45-54 years 12 91,7 8.3 1,75
55yearsand older 13 84,6 15,4 1,31
Whatis your profession?
Managerial 12 91,7 8.3 1,17
Professionals (dr./lawyer/account. etc.) 25 88,0 12,0 1,72
Other professionals 16 87,5 12,5 1,50
Teacher/Medical care 5 80,0 20,0 1,60
Clerical/Service <5
Vocational/Technical <5
Unskilled <5
Student 17 94,1 59 1,29
Retired/Homemaker <5
Artist/Musician/Actor etc. <5
Other 9 88,9 111 1,44
Householdincome
High 42 88,1 119 1,57
Average 39 82,1 17,9 1,56
Low 18 94,4 56 1,33
Marketarea
North America 58 82.8 17.2 1,71
Britain 13 100.,0 0.0 1,08
Central/Southern Europe 17 82.4 17,6 1,47
Scandinavia 7 100.,0 0.0 1,14
Asia <5
Other <5
Educational level
Finished high school or less 9 88.9 11,1 1,33
Bachelor'sdegree or equivalent 52 88,5 11,5 1,50
Master's/Ph.D. or equivalent 39 84,6 15,4 1,59

Difference between groupsis not statistically significant.




NUMBER OF TIMES ATTENDING A

FESTIVAL/LOCAL EVENT

Q.62. How many timesdid you attend afestival/local event?

Number of More than
answers L2times 2times
Count % %
Total 100 87.0 130 I 152
Nationality
American 44 81,8 18,2 1,66
British 10 100,0 0,0 1,10
Canadian 16 81,3 18,8 1,88
German 8 100,0 0,0 1,00
Chinese <5
French <5
Spanish <5
Danish <5
Norwegian <5
Dutch <5
Italian <5
Other 13 84,6 15,4 1,62
Type of trip*
Package tour 15 93.3 6.7 1,20
Individually-arranged tour 76 85.5 14,5 1,59
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 83 88.0 12,0 1,49
Visiting friends/relatives 13 84,6 15,4 1,69
Eventin Iceland (leisure related) 29 75,9 24,1 1,97
Education andtraining 8 75,0 25,0 2.00
Business/small meeting <5
Conference/large meeting <5
Other 15 80,0 20,0 1,73

Difference between groupsis not statistically significant.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF TIMES IN ANOTHER

ADVENTURE-RELATED ACTIVITY

Q.63. How many timesdid you participate inanother adventure-related activity?

Count %

I More than 10 times 0 0,0

f s-10times 0 0,0

57 times 2 20 1 20%

I 3-4 times 4 4,0 4,0%

B 1-2times 93 939 939%
Number of responses 99 100.,0 0:;/0 10|0%
Number of respondents 99 51
Did not getquestion* 1841 94,9
Did notanswer 0 0.0
Total 1940 100,0 Mean 1,23 times
*Only those who said they had paid for another adventure-related activity Standard deviation 0,71 times
(Q50) got this question. Median 1,00 time

Minimum 1,00 time
Maximum 5,00 times
10 7
e M ean
135 LE) 1,23
0
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NUMBER OF TIMES IN ANOTHER

ADVENTURE-RELATED ACTIVITY

Q.63. How many timesdid you participate inanotheradventure-related activity?

Number of More than
answers L2times 2times
Count % %
Total 99 93,9 61 M 123
Gender
Male 31 90,3 9,7 1,29
Female 68 95,6 4,4 1,21
Age
24 years and younger 24 87.5 12,5 1,46
25-34 years 34 971 2.9 1,12
35-44 years 14 100,0 0,0 1,14
45-54 years 13 92,3 7.7 1,31
55yearsand older 14 92,9 71 1,14
Whatis your profession?*
Managerial 7 100,0 0.0 M 100
Professionals (dr./lawyer/account. etc.) 16 100.0 00 M 106
Other professionals 21 100.0 00 ¥ 110
Teacher/Medical care 17 88,2 11.8 M 135
Clerical/Service 5 80,0 20,0 I 1,80
Vocational/Technical <5
Student 16 93.8 63 M 125
Retired/Homemaker <5
Other 12 91,7 83 M 117
Householdincome
High 37 94,6 54 1,22
Average 42 95,2 4.8 1,12
Low 14 85,7 14,3 1,64
Marketarea
North America 48 97.9 21 1,15
Britain 18 94,4 56 1,22
Central/Southern Europe 23 82,6 17,4 1,48
Scandinavia <5
Asia <5
Other <5
Educational level*
Finished high school or less 11 63.6 364 I 1901
Bachelor's degree or equivalent 54 96,3 3.7 I 124
Master's/Ph.D. orequivalent 33 100.0 00 M 1.00

*Significant difference between groups according to ANOVA test (p<0,05).




NUMBER OF TIMES IN ANOTHER

ADVENTURE-RELATED ACTIVITY

Q.63. How many timesdid you participate inanotheradventure-related activity?

Number of More than
answers L2times 2times
Count % %
Total 99 93.9 61 B 123
Nationality
American 39 97,4 2,6 1,15
British 13 92,3 77 1,31
Canadian 8 100,0 0.0 1,13
German 6 83,3 16,7 1,67
Chinese <5
French 8 87.5 12,5 1,38
Spanish <5
Danish <5
Swedish <5
Swiss <5
Norwegian <5
Other 16 93,8 6.3 1,13
Type of trip*
Package tour 17 82.4 17,6 1,41
Individually-arranged tour 75 96,0 4,0 1,21
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 91 94,5 55 1,23
Visiting friends/relatives <5
Eventin Iceland (leisure related) 6 100,0 0.0 1,00
Education and training 5 80,0 20,0 1,40
Business/small meeting <5
Other 9 88,9 111 1,22

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF TIMES ATTENDING

ANOTHER CULTURAL EVENT

Q.64. How many timesdid you attend another culturalevent?

Count %

IMore than 10 times 0 0,0

f s-10times 0 0,0

I 5-7 times 2 2.9 2.9%

I 3-4 times 1 14 1,4%

B 1-2times 67 957 5,7%
Number of responses 70 100,0 0.% 106%
Number of respondents 70 3,6
Did not getquestion* 1870 96,4
Did notanswer 0 0.0
Total 1940 100,0 Mean 1,27 times
*Only those whosaid they had attended another cultural event (Q50) got this Standard deviation 0,83 times
question. Median 1,00 time

Minimum 1,00 time
Maximum 6,00 times
10 7
et M ean
1,46 134 1,27
0
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NUMBER OF TIMES ON A CAVING TOUR

Q.65. How many timesdid you participate ina caving tour?

Count %

IMore than 10 times 0 0,0
f s-10times 0 0,0
I 5-7 times 0 0.0
I 3-4 times 1 0,7
B 1-2times 138 993
Number of responses 139 100,0
Number of respondents 139 7.2
Didnot getquestion* 1801 92,8
Did notanswer 0 0.0
Total 1940 100,0

*Only those who said they had paid for a caving tour (Q50) got this question.

10 1

*Mean

1,07 1,03 1,04
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| 0,7%
99,3%
0% 100%

Mean 1,04 times
Standard deviation 0,29 times
Median 1,00 time
Minimum 1,00 time
Maximum 4,00 times




NUMBER OF TIMES ON A CYCLING TOUR

Q.66. How many timesdid you participate inacycling tour?

Count %
IMore than 10 times 0 0,0
f s-10times 0 0,0
I 5-7 times 0 0.0
J 3-4times 0 0,0
B 1-2times 5 100,0
Number of responses 5 100,0
Number of respondents 5 0,3
Did not getquestion* 1935 99,7
Did notanswer 0 0.0
Total 1940 100,0
*Only those who said they had participated in a cycling tour (Q50) got this
question.
10 7
et Mean
1,00 1,23
0 — T
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1,00 time
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NUMBER OF TIMES ON RIVER

RAFTING/KAYAKING TOUR

Q.67.

How many timesdid you go riverrafting/kayaking tour?

10 1

Count %
More than 10 times 0 0,0
8-10 times 0 0,0
5-7 times 1 14,3
3-4 times 0 0,0
1-2times 6 85,7
Number of responses 7 100,0
Number of respondents 7 0,4
Did not getquestion* 1933 99,6
Did notanswer 0 0.0
Total 1940 100,0

*Only those who said they had paid for river rafting/kayaking tour (Q50) got
this question.
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Standard deviation 1,89 times
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NUMBER OF TIMES HUNTING/FISHING

Q.68. How many timesdid you go hunting/fishing?

Count %

IMore than 10 times 0 0,0

f s-10times 0 0,0

I 5-7 times 0 0.0

I 3-4 times 1 16,7 16,7%

B 1-2times 5 833 83,3%
Number of responses 6 100,0 0;/0 106%
Number of respondents 6 0,3
Did not getquestion* 1934 99,7
Did notanswer 0 0.0
Total 1940 100,0 Mean 1,67 times
*Only those who said they had gone hunting/fishing (Q50) got this question. Standard deviation 0,82 times

Median 1,50 times
Minimum 1,00 time
Maximum 3,00 times
10 1
ot Mean
113 1'83 l’f7
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NUMBER OF TIMES IN A NORHTERN

LIGHTS TOUR

Q.69. How many timesdid you participate inaNorthernlights tour?

Count %
IMore than 10 times 0 0,0
f s-10times 0 0,0
I 5-7 times 4 0.7
J 3-4times 17 3.0
B 1-2times 542 963
Number of responses 563 100,0
Number of respondents 563 29,0
Did not getquestion* 1377 71,0
Did notanswer 0 0.0
Total 1940 100,0
*Only those who said they had paid for a Northern lights tour (Q50) got this
question.
10 1
et Mean
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NUMBER OF TIMES IN A NORHTERN

LIGHTS TOUR

Q.69. How many timesdid you participate inaNorthernlights tour?

Number of More than
answers L2times 2times
Count % %
Total 563 96.3 37 I 119
Gender
Male 150 98,0 2.0 1,15
Female 412 95,6 4,4 1,20
Age
24 yearsand younger 85 94,1 59 1,19
25-34 years 177 97,7 2.3 1,11
35-44 years 101 96,0 4,0 1,22
45-54 years 93 96.8 3.2 1,29
55yearsand older 101 95,0 50 1,21
Whatis your profession?
Managerial 74 97.3 2.7 1,18
Professionals (dr./lawyer/account. etc.) 125 95,2 4,8 1,22
Other professionals 108 96.3 3,7 1,19
Teacher/Medical care 65 93.8 6.2 1,20
Clerical/Service 28 100.,0 0.0 1,11
Vocational/Technical 12 100,0 0.0 1,08
Unskilled 5 100.0 0.0 1,00
Student 59 98,3 17 1,14
Retired/Homemaker 40 95,0 50 1,23
Artist/Musician/Actor etc. <5
Other 41 951 4,9 1,29
Household income
High 254 95,7 4,3 1,21
Average 227 97.8 2.2 1,14
Low 69 94,2 58 1,26
Market area*
North America 290 97.2 28 N 115
Britain 140 95,7 43 I 121
Central/Southern Europe 62 98,4 16 [ 105
Scandinavia 6 100,0 0.0 N 133
Asia 33 90,9 91 Pl 142
Other 30 93,3 67 N 127
Educational level
Finished high school or less 35 94,3 57 1,26
Bachelor's degree or equivalent 334 95,2 4,8 1,21
Master's/Ph.D. orequivalent 188 98,9 11 1,13

*Significant difference between groups according to ANOVA test (p<0,05). “




NUMBER OF TIMES IN A NORHTERN

LIGHTS TOUR

Q.69. How many timesdid you participate inaNorthernlights tour?

Number of More than
answers L2times 2times
Count % %
Total 563 96.3 37 M 119
Nationality
American 246 96,7 3,3 1,18
British 126 95,2 4,8 1,22
Canadian 45 97.8 2.2 1,11
German 6 100,0 0.0 1,00
Chinese 22 100.0 0.0 1,14
French <5
Spanish <5
Danish <5
Swedish <5
Swiss 5 100,0 0.0 1,00
Norwegian <5
Dutch 6 100,0 0,0 1,00
Italian <5
Austrian <5
Other 93 93,5 6.5 1,25
Type of trip*™*
Package tour 202 95,0 5.0 1,23
Individually-arranged tour 350 96,6 3,4 1,17
Purpose of visit**
Vacation/holiday 553 96.2 3.8 1,19
Visiting friends/relatives 15 100,0 0.0 1,00
Eventin Iceland (leisure related) 18 94,4 56 1,22
Education and training 5 100,0 0.0 1,20
Conference/large meeting <5
Other 12 91,7 8.3 1,50

Difference between groupsis not statistically significant.




NUMBER OF TIMES PLAYING GOLF

Q.70. How many timesdid you play golf?

Count %
IMore than 10 times 0 0,0
f s-10times 1 500 50,0%
I 5-7 times 0 0.0
J 3-4times 0 0,0
B 1-2times 1 500 50,0%
Number of responses 2 100,0 0.% 105%
Number of respondents 2 01
Did not getquestion* 1938 99,9
Did notanswer 0 0.0
Total 1940 100,0 Mean 5,50 times
*Only those who said they had paid for playing golf (Q50) got this question. Standard deviation 6,36 times
Median 5,50 times
Minimum 1,00 time
Maximum 10,00 times
10 7
et Mean
5,50
282
1,00
0

Winter "13/714 Summer ‘14 Winter 15/°16




NUMBER OF TIMES

SKIING/SNOWBOARDING

Q.71. Howmany timesdid you go skiing/snowboarding?

Count %
I More than 10 times 0 0,0
f s-10times 0 0,0
I 5-7 times 0 0.0
J 3-4times 0 0,0
B 1-2times 8 1000
Number of responses 8 100,0
Number of respondents 8 0,4
Did not getquestion* 1932 99,6
Did notanswer 0 0.0
Total 1940 100,0
*Only those who said they had gone skiing/snowboarding (Q50) got this
question.
10 1
et Mean
Le7 133 113
. =

Winter '13/°14 Summer ‘14 Winter '15/°16

100,0%
1

0%

Mean

Standard deviation
Median

Minimum

Maximum

100%

1,13 times
0,35 times
1,00 time
1,00 time
2,00 times



NUMBER OF TIMES SNORKELING

Q.72. Howmany timesdid you go snorkeling?

Count %
IMore than 10 times 0 0,0
f s-10times 0 0,0
I 5-7 times 0 0.0
J 3-4times 0 0,0
B 1-2times 32 1000 100,0%
Number of responses 32 100,0 0.% 10[I)%
Number of respondents 32 16
Did not getquestion* 1908 98,4
Did notanswer 0 0.0
Total 1940 100,0 Mean 1,00 time
*Only those who said they had gone snorkeling (Q50) got this question. Standard deviation 0,00 times
Median 1,00 time
Minimum 1,00 time

Maximum 1,00 time




NUMBER OF TIMES ON A SIGHTSEEING

FLIGHT

Q.73. Howmany timesdid you go on asightseeing flight/scenicflight?

Count %

I More than 10 times 0 0,0

f s-10times 0 0,0

I 5-7 times 0 0.0

J 3-4times 4 18,2 18.2%

B 1-2times 18 818 81,8%
Number of responses 22 100,0 0.% 105%
Number of respondents 22 11
Did not getquestion* 1918 98,9
Did notanswer 0 0.0
Total 1940 100,0 Mean 1,50 times
*Only those who said they had gone on a sightseeing flight/scenic flight Standard deviation 1,01 times
(Q50) got this question. Median 1,00 time

Minimum 1,00 time

Maximum 4,00 times




NUMBER OF TIMES ON A GUIDED CITY

TOUR

Q.74. How many timesdid yougo onaguided city tour/hop on-off bus?

Count %

IMore than 10 times 0 0,0
f s-10times 0 0,0
I 5-7 times 0 0.0
J 3-4times 0 0,0
B 1-2times 4 1000
Number of responses 4 100,0
Number of respondents 4 0,2
Did not getquestion* 1936 99,8
Did notanswer 0 0.0
Total 1940 100,0

*Only those who said they had gone on a guided city tour/hop on-off bus
(Q50) got this question.

100,0%
1

0%

Mean

Standard deviation
Median

Minimum

Maximum

100%

1,00 time
0,00 times
1,00 time
1,00 time
1,00 time



SERVICE IN NATURE BASED ACTIVITIES

100% 1

0%

Q.75. Pleaserate servicesin nature-based activitiesinIceland on ascale of 0-10, where Qisvery

unsatisfactoryand 10is very satisfactory.
]

Count %
o 605 409
B 303 205
E 330 223
| K 145 9,8
G 40 2.7
B 35 2,4
B 5 03
 E 10 07
| B 5 0.3
B 0 0.0
0 2 01
Number of responses 1480 100,0
Number of respondents 1480 76,3
Did notanswer 460 23,7
Total 1940 100,0

107 853 8,83 8,60 850 872

0 I—'—Mean
Summer ‘11 Winter Winter Summer 14 Winter
11/712 13/714 15/°16

40,9%

20,5%
22,3%
9,8%
2,7%
2.4%
0,3%
0,7%
0,3%

0,1%

0% 100%

Mean 8,72
Standard deviation 1,47

Darkest bar: winter '15-16
Summer 14
Winter '13-14

Winter 11-12

Faintest bar: Summer 11




SERVICE IN NATURE BASED ACTIVITIES

Q.75. Pleaserate servicesin nature-based activitiesinIceland on ascale of 0-10, where Qisvery
unsatisfactoryand 10isvery satisfactory.

|
Number of
answers 10 9 8 7 0-6
Count % % % % %
Total 1480 40,9 20,5 22,3 9,8 6.6 I 572
Gender*
Male 491 30,8 251 23,8 12,0 84 [ 850
Female 988 459 18,2 21,6 8,7 57 [N 883
Age
24 yearsand younger 242 43,4 20,7 23,1 7,4 54 8,84
25-34 years 536 41,8 19.6 21,3 101 7.3 8,69
35-44 years 277 39,0 19,5 25,3 10,5 58 8,71
45-54 years 206 36,9 23,3 23,8 11,2 4,9 8,71
55yearsand older 198 44,9 21,2 15,7 9.6 8.6 8,74
Whatis your profession?
Managerial 178 42,7 18,5 21,9 10,1 6.7 8,75
Professionals (dr./lawyer/account. etc.) 345 371 24,1 23,2 101 55 8,72
Other professionals 247 38,5 21,5 25,9 9,3 4,9 8,71
Teacher/Medical care 158 41,1 20,3 20,3 9,5 8.9 8,68
Clerical/Service 80 46,3 26,3 10,0 10,0 7.5 8,83
Vocational/Technical 40 35,0 12,5 22,5 20,0 10,0 8,20
Unskilled 6 50,0 33.3 16,7 0.0 0.0 9,33
Student 199 43,2 16,1 24,1 9,5 7.0 8,74
Retired/Homemaker 73 42,5 17,8 21,9 9,6 8.2 8,67
Artist/Musician/Actor etc. 13 46,2 23,1 77 154 77 8,77
Other 126 46,0 17,5 24,6 6.3 56 8,85
Household income
High 609 40,9 21,3 20,5 10.3 6.9 8,73
Average 606 41,7 18,5 24,4 9.1 6.3 8,72
Low 212 41,0 23.6 20,3 8.5 6.6 8,77
Market area*
North America 707 48,8 20,1 20,1 6,6 44 S 897
Britain 300 37.0 183 24,3 13,7 67 [N 559
Central/Southern Europe 236 27.5 25,8 23,3 12,3 11,0 e s31
Scandinavia 76 40,8 17,1 21,1 13,2 79 N 867
Asia 82 28,0 171 32,9 11,0 11,0 e 832
Other 76 36.8 23,7 21,1 11,8 6.6 N s61
Educational level
Finished high school or less 119 28,6 26,1 25,2 11,8 8,4 8,44
Bachelor's degree or equivalent 868 43,3 19,4 221 9,2 6.0 8,78
Master's/Ph.D. or equivalent 470 40,0 20.9 21,9 10,2 7.0 8,71

*Significant difference between groups according to ANOVA test (p<0,05). —



SERVICE IN NATURE BASED ACTIVITIES

Q.75. Pleaserate servicesin nature-based activitiesinIceland on ascale of 0-10, where Qisvery

unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1480 40,9 20,5 22,3 9,8 6.6 I 572
Nationality*
American 538 50.9 19,7 193 6,7 3.3 [ g,06
British 252 361 20,2 22,2 14,7 6.7 [N 358
Canadian 156 41,7 21,2 231 58 83 [ 8,70
German 47 34,0 34,0 14,9 6.4 10,6 N g57
Chinese 49 40.8 10,2 30,6 12.2 61 [ 865
French 36 25,0 16,7 30,6 16,7 111 e 5,03
Spanish 27 14,8 22,2 29,6 25,9 74 S 511
Danish 21 61,9 9.5 14,3 9,5 48 PN 914
Swedish 23 391 27 17,4 13,0 8.7 I 8,65
Swiss 16 43,8 18,8 25,0 0,0 125 e 8,50
Norwegian 14 28,6 14,3 357 14,3 71 I 836
Dutch 17 5.9 29,4 29,4 17,6 176 P 788
Italian 13 46,2 154 15,4 7,7 154 [ s.08
Austrian 8 12,5 25,0 50,0 12,5 00 P 38
Other 263 323 22,4 251 11,0 91 [ s.48
Type of trip*
Package tour 289 44,3 20,1 22,5 9,3 3.8 8,87
Individually-arranged tour 1097 40,5 20,5 22,0 9,9 71 8,70
Business-arranged tour 27 29,6 22,2 33,3 111 3,7 8,63
Purpose of visit*
Vacation/holiday 1372 40,8 20,4 22,7 10,0 6.1 8,73
Visiting friends/relatives 74 45,9 17,6 21,6 2.7 12,2 8,65
Eventin Iceland (leisure related) 70 529 171 14,3 8,6 71 8,94
Education and training 47 42,6 12,8 23.4 8.5 12,8 8,57
Business/small meeting 25 40,0 36,0 12,0 12,0 0,0 9,04
Conference/large meeting 21 61,9 9,5 19,0 0.0 9,5 9,10
Other 115 391 20,0 24,3 7.0 9,6 8,66

*Significant difference between groups according to ANOVA test (p<0,05).

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




VARIETY OF NATURE BASED ACTIVITIES

Q.76. Pleaserate the variety of nature based activitiesin Iceland using ascale of 0-10, where O
isvery unsatisfactoryand 10isvery satisfactory.

Count %
l 10 752 49,2 49.2%
I 9 320 20,9 20,9%
E 267 175 175%
| K 118 7.7 7.7%
I6 32 2l B 21%
B 23 15 J 15%
B 3 02 | 02w
 E 5 03 |} o3%
I2 5 03 | 03%
B 1 01 | 01%
0 2 01 0.1%
Number of responses 1528  100,0 gy, 10.0%
Number of respondents 1528 78,8
Did notanswer 412 21,2 Mean 8,97
Total 1940 100,0 Standard deviation 1,37
10 7 845 902 881 883 _897
0 : : I—'—Mean
Summer “11 Winter Winter Summer 14 Winter
11/712 ‘13/°14 ‘15/716 Darkest bar: winter 15-16
Summer ‘14
winter '13-14
100% 1 Winter 11-12
Faintest bar: Summer 11
S T8 0n T
SHRE

0%




VARIETY OF NATURE BASED ACTIVITIES

Q.76. Pleaserate the variety of nature based activitiesin Iceland using ascale of 0-10, where O
isvery unsatisfactoryand 10isvery satisfactory.

Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1528 49,2 20,9 17,5 7.7 4.6 N 897
Gender*
Male 509 39,3 251 20,4 9,4 57 [ 8,77
Female 1018 54,1 18,9 16,0 6.9 41 e 9,07
Age
24 yearsandyounger 259 54,1 20,5 15,4 6.2 3.9 9,11
25-34 years 556 51,6 20,5 16,0 7.6 4,3 9,00
35-44 years 282 48,6 19,9 16,7 9,9 5.0 8,94
45-54 years 210 45,7 20,5 22,9 7.6 3.3 8,96
55yearsand older 200 44,5 23,5 18,5 6.5 7.0 8,83
Whatis your profession?
Managerial 179 49,2 17.9 23,5 4,5 50 8,96
Professionals (dr./lawyer/account. etc.) 354 45,8 24,3 16,1 9,0 4.8 8,92
Other professionals 256 47,7 22,7 15,6 7.4 6.6 8,95
Teacher/Medical care 164 48,8 19,5 20,1 8.5 3.0 8,99
Clerical/Service 81 519 21,0 16,0 7.4 3.7 9,01
Vocational/Technical 41 53,7 171 171 4,9 7.3 8,88
Unskilled 5 40,0 40,0 20,0 0,0 0.0 9,20
Student 211 54,0 18,5 15,6 81 3,8 9,06
Retired/Homemaker 70 42,9 21,4 22,9 10,0 29 8,83
Artist/Musician/Actor etc. 14 42,9 28,6 14,3 14,3 0.0 9,00
Other 136 58,1 16,2 14,0 7,4 4,4 9,10
Householdincome
High 619 48,9 20,2 19,5 6,8 4,5 8,98
Average 631 50,4 19,7 16,0 9.2 4,8 8,96
Low 224 50,0 22,8 16,5 63 4,5 9,03
Marketarea*
North America 726 58,0 21,2 13,8 50 21 [ 9,26
Britain 303 41,9 19,8 20,5 11,6 63 P g,74
Central/Southern Europe 260 39,6 21,2 23,5 8.8 6.9 [ 867
Scandinavia 77 48,1 15,6 15,5 10,4 65 [ s.82
Asia 82 30,5 19,5 23,2 12,2 146 N s27
Other 77 48,1 29,9 13,0 6.5 26 [ 906
Educational level
Finished high school or less 123 44,7 22,8 16,3 7.3 8.9 8,78
Bachelor's degree or equivalent 900 51,1 20,3 17,4 7.8 3,3 9,03
Master's/Ph.D. or equivalent 482 47,3 21,6 17,8 7.9 54 8,94

*Significant difference between groups according to ANOVA test (p<0,05). —



VARIETY OF NATURE BASED ACTIVITIES

Q.76. Pleaserate the variety of nature based activitiesin Iceland using ascale of 0-10, where O
isvery unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1528 49,2 20,8 17,5 7.7 46 N 897
Nationality*
American 554 61,2 20,8 121 4,2 1,8 P o34
British 253 41,5 21,3 22,5 8.7 59 [ s79
Canadian 160 46,9 231 18,8 81 3.1 e 8,06
German 57 45,1 26,3 123 3,5 88 [ g1
Chinese 49 429 14,3 20,4 10,2 122 [ g,s57
French 37 29,7 18,9 27,0 18,9 54 [N 846
Spanish 30 26,7 23,3 20,0 20,0 10,0 P 830
Danish 22 54,5 13.6 13,6 91 91 [P g1
Swedish 22 591 13,6 13,6 91 45 [ 9,09
Swiss 20 45,0 15,0 25,0 50 10,0 e 855
Norwegian 13 30,8 154 46,2 7.7 00 P 869
Dutch 19 158 211 47,4 15,8 00 P s37
Italian 13 46,2 23,1 15,4 0.0 154 e 8,23
Austrian 8 50,0 25,0 12,5 0,0 125 [ g.88
Other 271 42,1 21,4 18,8 114 63 [N 8,74
Type of trip*
Package tour 295 50.8 21,4 15,3 8,5 41 9,03
Individually-arranged tour 1132 49,4 20,8 17,5 7.5 4,8 8,97
Business-arranged tour 28 28,6 28,6 28,6 14,3 0,0 8,71
Purpose of visit*
Vacation/holiday 1414 49,5 20,4 17,9 7.9 4,4 8,98
Visiting friends/relatives 77 51,9 23,4 14,3 5.2 52 8,99
Eventin Iceland (leisure related) 73 61,6 21,9 6.8 55 4,1 9,29
Education and training 47 44,7 25,5 17,0 6.4 6.4 8,91
Business/small meeting 28 39,3 321 14,3 10,7 3,6 8,79
Conference/large meeting 24 70,8 12,5 12,5 0.0 4,2 9,42
Other 124 46,8 25,8 16,1 56 56 8,94

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



OVERALL QUALITY OF NATURE BASED

ACTIVITIES

Q.77. Pleaserate the overallquality of your experience of nature based activitiesin Iceland using

ascale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.
]

Count %
o 719 469 459%
E 361 23,5 2350
E 275 17,9 17.9%
| K 114 7.4 7.4%
I 6 30 2.0 2.0%
[ E 20 13 ) 13%
I 4 3 0.2 -I 0,2%
I 3 6 0.4 - 04%
E 3 02 | 0%
I 0 00 |
0 3 02 | oz
Number of responses 1534 100,04, 105%
Number of respondents 1534 79,1
Did notanswer 406 20,9 Mean 8,97

Total 1940 100,0 Standard deviation 1,33




OVERALL QUALITY OF NATURE BASED

ACTIVITIES

Q.77. Pleaserate the overallquality of your experience of nature based activitiesin Iceland using
ascale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1534 46,9 23,5 17,9 7.4 42 [ 897
Gender*
Male 512 37.7 26,0 22,5 9,6 43 e 77
Female 1021 514 22,3 15,7 6.4 42 [ 906
Age
24 yearsand younger 254 50,4 25,2 16,5 4,3 3,5 9,12
25-34 years 554 48,6 22,0 17,0 8.1 4,3 8,96
35-44 years 285 45,6 23,9 17,5 10,2 2.8 8,97
45-54 years 213 43,2 23,9 23,5 56 3.8 8,92
55yearsand older 206 47,1 24.8 13,6 7.8 6.8 8,89
Whatis your profession?
Managerial 178 46,1 20,2 22,5 6.2 51 8,92
Professionals (dr./lawyer/account. etc.) 358 45,8 23,5 20,1 6.4 4,2 8,96
Other professionals 253 44,7 25,3 16,2 9,9 4,0 8,92
Teacher/Medical care 165 44.8 21,8 21,2 7.9 4,2 8,92
Clerical/Service 80 51,3 23,8 13,8 6.3 50 9,05
Vocational/Technical 44 43,2 27,3 13,6 9,1 6.8 8,70
Unskilled 6 50,0 50,0 0.0 0,0 0.0 9,50
Student 208 49,0 26,4 15,4 6.3 2.9 9,11
Retired/Homemaker 75 45,3 25,3 16,0 10,7 2,7 8,97
Artist/Musician/Actor etc. 13 53.8 23,1 7.7 15,4 0.0 9,15
Other 137 54,0 19,0 13,9 7.3 58 8,99
Household income
High 623 46,1 22,8 18,8 7.9 4,5 8,95
Average 632 48,3 22,6 17,6 7.3 4,3 8,98
Low 223 49,3 251 16.6 58 31 9,07
Market area*
North America 732 55,5 22,0 15,2 5.2 22 [ 922
Britain 301 40,9 22,9 21,6 9,3 53 [ s,79
Central/Southern Europe 254 36,6 30,3 15,4 11,0 6.7 [N 867
Scandinavia 80 46,3 16,3 21,3 113 50 e ss6
Asia 83 28,9 19,3 32,5 8.4 10,8 [ 539
Other 81 42,0 29,6 19,8 4,9 3.7 e s.03
Educational level
Finished high school or less 121 40,5 26,4 15,7 9.1 8.3 8,71
Bachelor's degree or equivalent 903 48,8 22,9 17,6 6,6 4,0 9,01
Master's/Ph.D. or equivalent 487 45,4 23.8 191 8.4 3.3 8,97

*Significant difference between groups according to ANOVA test (p<0,05). “



OVERALL QUALITY OF NATURE BASED

ACTIVITIES

Q.77. Pleaserate the overallquality of your experience of nature based activitiesin Iceland using
ascale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1534 46,9 23,5 17.9 74 42 N 897
Nationality*
American 559 55,0 20,6 13,2 5.2 20 [P 9,28
British 253 41,5 22,5 21,7 9,5 47 PN 881
Canadian 160 43,8 27,5 20,0 3,8 50 e 8,05
German 54 44,4 31,5 111 56 74 [N 883
Chinese 50 40,0 20,0 26,0 8.0 6,0 P s.80
French 36 25,0 30,6 22,2 19,4 28 [ ss6
Spanish 31 25,8 25,8 19,4 22,6 6,5 N 5,42
Danish 22 63.6 13.6 13,6 4,5 45 [P 927
Swedish 25 48,0 24,0 16,0 8.0 40 P 9,00
Swiss 19 42,1 211 21,1 53 105 e g.42
Norwegian 14 28,6 14,3 35,7 14,3 71 e 8,43
Dutch 17 17,6 23,5 41,2 17,6 00 PN 841
Italian 13 46,2 23,1 7,7 7,7 154 I s15
Austrian 8 12,5 62,5 12,5 12,5 00 P g,75
Other 273 38,5 26,4 20,5 8,4 6.2 [ 75
Type of trip*
Package tour 295 49,2 24,4 16,9 6,4 3,1 9,06
Individually-arranged tour 1137 46,9 23,4 17,7 77 4,4 8,96
Business-arranged tour 29 37.9 31,0 20,7 10,3 0,0 8,97
Purpose of visit*
Vacation/holiday 1418 47,0 23,2 18,2 7.5 4,0 8,97
Visiting friends/relatives 75 50,7 20,0 20,0 2.7 6.7 8,92
Eventin Iceland (leisurerelated) 75 58,7 21,3 12,0 53 2,7 9,25
Education and training 49 429 327 12,2 8.2 41 9,02
Business/small meeting 27 40,7 333 14,8 7.4 3,7 9,00
Conference/large meeting 23 65.2 21,7 8.7 0,0 4,3 9,39
Other 123 45,5 29,3 13,8 57 57 9,02

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



SERVICE IN CULTURALLY BASED

ACTIVITES

Q.78. Please rate servicesin culturally based activitiesin Iceland on ascale of 0-10, where Ois
very unsatisfactoryand 10isvery satisfactory.

Count %
o 406 34,7 34.7%
B 235 201 20.1%
E 267 228 228%
| K 134 11,4 11.4%
G 67 5,7 5.7%
B 41 35 35%
B 4 03 | oaw
I 3 10 0.9 -I 0.9%
I 2 1 0.1 -I 0.1%
I 1 2 0.2 - 0.2%
0 4 03 | 03%
Number of responses 1171 100,04, 106%
Number of respondents 1171 60,4
Did notanswer 769 39,6 Mean 8,46
Total 1940 100,0 Standard deviation 1,62
07 70 8.21 812 7,99 846
0 . . =—Mean
Summer 11 Winter Winter Summer 14 Winter Darkest bar: Winter 15-16
11/712 13/714 15/°16
Summer 14
Winter 13-14
100% 1 Winter 11-12
Faintest bar: Summer ‘11
2 3 g % : % RERF B g
0%




SERVICE IN CULTURALLY BASED

ACTIVITES

Q.78. Please rate servicesin culturally based activitiesin Iceland on ascale of 0-10, where Ois
very unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6
Count % % % % %

Total 1171 34,7 20,1 22,8 11,4 1,0 e s.46
Gender*
Male 413 24,7 22,0 26,9 13,3 131 P 820
Female 756 40,1 19,0 20,5 10,4 99 [l 860
Age
24 yearsand younger 192 33.9 15,6 24,5 13,0 13,0 8,33
25-34 years 420 36.9 18,1 23,6 11,9 9,5 8,53
35-44 years 208 33,7 23,1 18,8 13,0 11,5 8,46
45-54 years 163 31.3 20,9 23,3 14,1 10.4 8,42
55yearsand older 173 36.4 24,9 22,5 4,0 121 8,55
Whatis your profession?
Managerial 145 31,7 20,0 28,3 10,3 9,7 8,48
Professionals (dr./lawyer/account. etc.) 269 28,4 23,0 26,0 10,8 10,8 8,41
Other professionals 191 33.0 18,3 19,4 16,2 131 8,31
Teacher/Medical care 118 42,4 23,7 18,6 10,2 51 8,86
Clerical/Service 64 48,4 219 12,5 6.3 10,9 8,80
Vocational/Technical 36 333 13,9 22,2 13,9 16,7 8,08
Unskilled 5 20,0 60,0 20,0 0,0 0.0 9,00
Student 154 33,1 14,3 26,0 14,3 12,3 8,28
Retired/Homemaker 63 36,5 20,6 22,2 4,8 15,9 8,40
Artist/Musician/Actor etc. 17 35,3 11,8 35,3 5.9 11,8 8,53
Other 96 40,6 21,9 16,7 10,4 10,4 8,60
Householdincome
High 462 31,2 19,9 26,2 11,0 11,7 8,40
Average 495 37.2 19,6 20,4 11,3 11,5 8,48
Low 173 38,2 22,0 20,2 10.4 9,2 8,59
Marketarea*
North America 570 42,5 20,4 21,8 7.7 77 s 77
Britain 249 30,5 17.3 24,9 16,5 10,8 [ 829
Central/Southern Europe 174 21,3 20,1 24,1 16,1 184 N 790
Scandinavia 55 41,8 30,9 14,5 73 55 [ s03
Asia 64 15,6 15,6 23,4 17.2 281 [ 750
Other 56 28,6 25,0 28,6 10,7 71 N 846
Educational level
Finished high school or less 90 311 18,9 23,3 10,0 16,7 8,23
Bachelor's degree or equivalent 699 36.8 19,7 21,7 117 10,0 8,50
Master's/Ph.D. orequivalent 367 316 21,0 251 11.2 11,2 8,45

*Significant difference between groups according to ANOVA test (p<0,05). “



SERVICE IN CULTURALLY BASED

ACTIVITES

Q.78. Please rate servicesin culturally based activitiesin Iceland on ascale of 0-10, where Ois
very unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1171 34,7 20,1 22,8 1.4 1,0 e s.46
Nationality*
American 430 451 20,9 20,9 6,5 6,5 [ s.87
British 213 28,6 20,7 23,5 15,0 122 [N s29
Canadian 129 34,9 21,7 21,7 10,9 10,9 N s
German 39 17,9 33,3 17.9 10,3 20,5 e 705
Chinese 42 26,2 71 23,8 21,4 214 e 788
French 28 14,3 14,3 321 14,3 250 [ 746
Spanish 19 26,3 15,8 53 36.8 158 [ 705
Danish 12 50,0 25,0 83 83 83 [ s.92
Swedish 17 47.1 353 118 0,0 59 e 918
Swiss 13 23,1 7.7 15,4 30,8 231 e 738
Norwegian 12 333 25,0 16,7 25,0 00 P 867
Dutch 15 6.7 13,3 53,3 13.3 13,3 s 787
Italian 10 40,0 10,0 20,0 10,0 20,0 e 750
Austrian 5 20,0 20,0 40,0 0.0 20,0 e s20
Other 187 27.8 17,6 28,3 13,4 128 [ 8,20
Type of trip*
Package tour 233 34,8 2l.5 20,2 12,4 11,2 8,42
Individually-arranged tour 861 34,3 19,9 24,0 10,9 10,9 8,47
Business-arranged tour 23 26,1 30,4 30,4 8.7 4,3 8,65
Purpose of visit*
Vacation/holiday 1072 34,9 19,7 22,9 118 10.8 8,47
Visiting friends/relatives 68 36.8 25,0 23,5 59 8.8 8,65
Eventin Iceland (leisure related) 72 44,4 20,8 13,9 9,7 11,1 8,69
Education andtraining 37 324 21,6 27,0 10.8 81 8,59
Business/small meeting 30 26,7 30,0 26,7 13.3 3.3 8,60
Conference/large meeting 19 57.9 53 10,5 5,3 21,1 8,68
Other 101 33,7 24,8 18,8 8,9 13,9 8,46

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.
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VARIETY OF CULTURAL ACTIVITIES

Q.79. Pleaserate the variety of culturalactivitiesin Iceland using ascale of 0-10, where Qis
very unsatisfactoryand 10is very satisfactory.

Number of

answers 10 9 8 7 0-6
Count % % % % %

Total 1177 32,5 19,4 18,9 13.8 153 [ 825
Gender*
Male 416 23,6 20,9 20,7 171 178 N 708
Female 759 37,4 18,4 18,1 121 14,0 P 839
Age
24 yearsand younger 198 32,3 13,6 21,7 16,7 15,7 8,10
25-34 years 425 34,6 18,1 19,8 13.9 13,6 8,34
35-44 years 209 33,5 21,5 16,7 12,4 15,8 8,33
45-54 years 162 30,2 20,4 16,7 13,6 191 8,07
55yearsand older 168 30,4 24,4 18,5 12,5 14,3 8,30
Whatis your profession?
Managerial 145 30.3 18,6 22,8 14,5 13.8 8,22
Professionals (dr./lawyer/account. etc.) 272 27,2 21,3 20,6 13,6 17,3 8,11
Other professionals 190 34,7 18,9 15,8 11,6 18,9 8,24
Teacher/Medical care 121 39,7 19,0 16,5 16,5 8.3 8,58
Clerical/Service 63 39,7 25,4 15,9 7.9 111 8,60
Vocational/Technical 36 33.3 25,0 8.3 2.8 30,6 7.97
Unskilled 6 16,7 33.3 50.0 0.0 0.0 8,67
Student 155 321 13,2 20,1 19,5 151 8,08
Retired/Homemaker 59 30,5 23,7 18,6 119 153 8,36
Artist/Musician/Actor etc. 17 29,4 17,6 11,8 11,8 29,4 7.71
Other 96 36.5 19,8 18,8 14,6 10.4 8,46
Household income
High 458 29,3 18,8 21,6 13.8 16.6 8,15
Average 500 35,6 19,8 17,2 12,6 14,8 8,32
Low 178 34,3 20,2 16,9 14.6 14,0 8,34
Market area*
North America 567 40,6 17,8 19,0 11,8 10,8 e 857
Britain 250 27,2 18,4 19,6 16.8 18,0 [ s02
Central/Southern Europe 180 20,0 21,1 21,1 15,6 22 [ 7,78
Scandinavia 55 38,2 30.9 14,5 91 73 e s.73
Asia 64 14,1 15,6 18,8 20,3 31,3 [ 733
Other 58 29,3 27,6 13,8 13,8 155 [ s17
Educational level
Finished high school or less 82 25,3 22,8 18,5 13,0 16,3 8,17
Bachelor's degree or equivalent 700 34,1 18,9 191 14,3 13,6 8,32
Master's/Ph.D. or equivalent 370 30,3 19,7 18,9 13,0 18,1 8,15

*Significant difference between groups according to ANOVA test (p<0,05). “



VARIETY OF CULTURAL ACTIVITIES

Q.79. Pleaserate the variety of culturalactivitiesin Iceland using ascale of 0-10, where Qis
very unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1177 32,5 194 18,9 13,8 153 [ s.2s
Nationality*
American 430 44,2 17,4 18,6 10,0 98 [ s68
British 214 25,2 20,6 19,6 16.8 178 N 8,00
Canadian 129 29,5 21,7 19,4 16,3 13,2 [ 822
German 44 22,7 25,0 9,1 15,9 273 [ 768
Chinese 42 214 14,3 21,4 21,4 2.4 [ 7.3
French 28 14,3 14,3 357 7.1 28,6 [N 739
Spanish 23 21,7 26,1 4,3 26,1 21,7 [ 7,96
Danish 12 50,0 25,0 83 83 83 [ 567
Swedish 17 471 353 118 0.0 59 e 918
Swiss 11 18,2 91 9.1 45,5 182 s 718
Norwegian 12 25,0 333 16,7 16,7 8,3 [ 8,50
Dutch 14 71 14,3 357 35,7 71 e 71
Italian 10 40,0 10,0 10,0 0.0 40,0 P 700
Austrian <5
Other 187 25,7 19,8 20,9 13,4 20,3 e 708
Type of trip*
Package tour 230 33,0 20,9 17,4 12,2 16,5 8,27
Individually-arranged tour 867 32,2 18,6 151 14,6 15,5 8,21
Business-arranged tour 23 26,1 34,8 26,1 8.7 4,3 8,70
Purpose of visit*
Vacation/holiday 1074 32,6 18,9 191 14,0 155 8,25
Visiting friends/relatives 72 30,6 19,4 26,4 6,9 16,7 8,26
Eventin Iceland (leisurerelated) 74 40,5 23,0 16,2 9,5 10,8 8,66
Education andtraining 39 33.3 128 154 30,8 7.7 8,23
Business/small meeting 30 26,7 30,0 26,7 10,0 6,7 8,57
Conference/large meeting 19 57.9 53 10,5 0,0 26,3 8,21
Other 104 30,8 221 17,3 15,4 14,4 8,18

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



OVERALL QUALITY OF CULTURAL

ACTIVITIES

Q.80. Pleaserate the overallquality of your experience of culturalactivitiesin Iceland using a
scale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.
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OVERALL QUALITY OF CULTURAL

ACTIVITIES

Q.80. Pleaserate the overallquality of your experience of culturalactivitiesinIceland using a
scale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.

Number of

answers 10 9 8 7 0-6
Count % % % % %

Total 1192 36.7 21,5 21,2 10,3 103 [ s54
Gender*
Male 423 28,4 22,2 26,0 12,5 10,9 [ s3s5
Female 767 41,2 21,0 18,6 91 10,0 [ 865
Age
24 yearsand younger 200 39,0 15,0 21,5 12,5 12,0 8,44
25-34 years 428 39,0 19,9 22,4 8.9 9.8 8,60
35-44 years 210 35,7 25,7 181 10,0 10,5 8,59
45-54 years 166 33,1 22,3 21,1 12,7 10.8 8,46
55yearsand older 173 34,7 26,0 21,4 9,2 8,7 8,59
Whatis your profession?
Managerial 148 33.8 18,9 26,4 12,2 8.8 8,53
Professionals (dr./lawyer/account. etc.) 273 311 23,8 25,3 8.8 11,0 8,44
Other professionals 189 36.5 21,7 17,5 12,2 12,2 8,51
Teacher/Medical care 120 42,5 23,3 20,0 10,8 3,3 8,88
Clerical/Service 64 50,0 20,3 14,1 6.3 9,4 8,84
Vocational/Technical 38 31,6 28,9 10,5 15,8 13,2 8,29
Unskilled 6 50,0 33.3 16,7 0.0 0.0 9,33
Student 160 37,5 16.9 21,9 119 11,9 8,40
Retired/Homemaker 62 33.9 25,8 19,4 4,8 16,1 8,40
Artist/Musician/Actor etc. 17 41,2 5.9 17,6 17,6 17,6 8,29
Other 101 42,6 21,8 18,8 7.9 8.9 8,73
Household income
High 469 33.3 21,5 25,2 9,8 10,2 8,49
Average 502 38,8 21,1 18,3 10.8 11,0 8,56
Low 179 41,9 22,9 17.3 8,4 9,5 8,68
Market area*
North America 582 45,0 21,5 19,6 7.4 65 [ 887
Britain 251 30,7 18,7 25,5 131 120 e 32
Central/Southern Europe 178 24,2 22,5 23,6 14,6 152 [ s.07
Scandinavia 57 421 29.8 14,0 7,0 70 N 888
Asia 64 17,2 15,6 20,3 17,2 29,7 N 7.48
Other 57 31,6 29,8 21,1 10,5 70 N 58
Educational level
Finished high school or less 91 35,2 17,6 26,4 6.6 14,3 8,41
Bachelor's degree or equivalent 716 39,0 21,8 19,4 10,8 9.1 8,60
Master's/Ph.D. or equivalent 371 32,6 22,4 23,5 10,2 11,3 8,48

*Significant difference between groups according to ANOVA test (p<0,05).




OVERALL QUALITY OF CULTURAL

ACTIVITIES

Q.80. Pleaserate the overallquality of your experience of culturalactivitiesinIceland using a
scale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1192 36,7 215 21,2 10,3 103 [ s54
Nationality*
American 442 48,6 21,5 18,8 5.7 54 P gos
British 214 28,5 21,5 24,3 13,6 121 [ 832
Canadian 130 33.8 23.8 21,5 12,3 85 [ s5s
German 41 29,3 24,4 171 12,2 171 [ 815
Chinese 43 30,2 116 16.3 20,9 20,9 e s.02
French 28 14,3 14,3 39,3 14,3 179 [ 768
Spanish 22 27.3 22,7 13,6 27,3 51 e s27
Danish 12 50,0 25,0 83 83 83 [ sss3
Swedish 17 52,9 353 5.9 0.0 59 e 9,29
Swiss 13 23,1 7.7 15,4 30,8 231 e 746
Norwegian 12 33.3 25,0 16,7 16,7 8,3 [ .58
Dutch 14 71 21,4 50,0 14,3 71 s 703
Italian 10 40,0 10,0 10,0 20,0 20,0 e 7,40
Austrian 5 20,0 0.0 60,0 0,0 20,0 e 780
Other 189 28,6 22,8 23,8 9,5 153 [ s.24
Type of trip*
Package tour 234 37.6 22,6 18,8 9,4 11,5 8,50
Individually-arranged tour 877 36,4 20,8 22,0 10,9 9,9 8,55
Business-arranged tour 23 26,1 39,1 30,4 0,0 4,3 8,83
Purpose of visit*
Vacation/holiday 1090 36.8 21,0 21,2 10.8 10,2 8,54
Visiting friends/relatives 69 36.2 23,2 24,6 7.2 8.7 8,62
Eventin Iceland (leisurerelated) 73 46,6 21,9 16,4 6.8 8.2 8,86
Education and training 38 36.8 13,2 28,9 13,2 7.9 8,58
Business/small meeting 30 30,0 33.3 26,7 6.7 3.3 8,77
Conference/large meeting 19 57,9 10,5 53 53 21,1 8,63
Other 102 35,3 23,5 20,6 8.8 11,8 8,52

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




SERVICE IN HEALTH-RELATED

ACTIVITIES
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SERVICE IN HEALTH-RELATED

ACTIVITIES

Q.81. Pleaserate servicesin health-related activitiesin Iceland on ascale of 0-10, where Ois
very unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 795 41,4 19,7 20,0 9,7 S2 [ s65
Gender*
Male 270 31,5 23,7 21,5 13,0 10,4 P g 42
Female 524 46,6 17,7 19,3 8,0 84 [ .77
Age
24 yearsand younger 134 41,0 16.4 17,2 119 13,4 8,53
25-34 years 292 43,8 18,5 18,5 10,6 8.6 8,68
35-44 years 167 41,9 20,4 19,8 9,0 9,0 8,69
45-54 years 107 41,1 25,2 19,6 56 8.4 8,72
55yearsand older 84 35,7 21,4 27,4 9,5 6.0 8,61
Whatis your profession?*
Managerial 102 34.3 19,6 25,5 12,7 78 [ s.46
Professionals (dr./lawyer/account.etc.) 185 39,5 18,9 20,5 10,3 10,8 N g4
Other professionals 130 43,1 21,5 19,2 8,5 77 e 8,77
Teacher/Medical care 90 42,2 17.8 22,2 12,2 56 e .74
Clerical/Service 53 52,8 24,5 11,3 19 94 e 9,04
Vocational/Technical 23 30,4 34,8 21,7 4,3 8,7 I s.48
Unskilled <5
Student 100 36,0 13,0 18,0 16,0 170 e 527
Retired/Homemaker 27 51,9 111 29,6 3.7 3.7 I 9,00
Artist/Musician/Actor etc. 10 70,0 10,0 10,0 0.0 10,0 P 9,10
Other 62 46,8 29,0 17,7 16 48 [N 9,02
Householdincome
High 333 37.5 23,7 22,2 9,0 7.5 8,65
Average 328 44,5 15,5 17,4 11,3 11.3 8,62
Low 113 46,0 19,5 18,6 8,0 8.0 8,80
Marketarea*
North America 384 47,4 20,8 19,0 7.0 57 N 892
Britain 176 39,8 18,8 17,0 131 1L4 e a2
Central/Southern Europe 105 26,7 20,0 29,5 13,3 105 e s22
Scandinavia 44 47,7 18,2 22,7 6,8 45 e s08
Asia 47 25,5 14,9 191 12,8 27,7 N 772
Other 37 40,5 21,6 16,2 10,8 10,8 [ 859
Educational level
Finished high school or less 66 42,4 25,8 15,2 91 7.6 8,85
Bachelor's degree or equivalent 485 40,2 19,0 214 9,3 10,1 8,60
Master's/Ph.D. or equivalent 233 44,2 20,2 17,6 10,7 7.3 8,74

*Significant difference between groups according to ANOVA test (p<0,05).




SERVICE IN HEALTH-RELATED

ACTIVITIES

Q.81. Pleaserate servicesin health-related activitiesin Iceland on ascale of 0-10, where Ois
very unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 795 41,4 19,7 20,0 9,7 S2 [ s65
Nationality*
American 289 51,9 20,4 17,0 6.2 45 [P 9,03
British 150 37.3 18,0 21,3 12,7 10,7 N 5,49
Canadian 93 36.6 21,5 24,7 10.8 65 [ s68
German 17 17,6 41,2 17,6 59 176 N 12
Chinese 36 30,6 56 25,0 16,7 222 [ 7,97
French 5 20,0 20,0 20,0 20,0 20,0 [ 780
Spanish 11 18,2 27,3 27,3 9.1 182 N 701
Danish 10 50.0 20,0 20,0 0,0 10,0 [ 900
Swedish 19 57.9 21l 158 5.3 00 P 9,32
Swiss 12 33.3 0.0 16,7 41,7 83 [ 767
Norwegian 5 20,0 20,0 40,0 20,0 00 P 840
Dutch 9 0,0 22,2 55,6 22.2 00 I 8,00
Italian 7 571 14,3 0.0 0.0 286 I 71
Austrian <5
Other 130 35,4 21,5 19,2 9,2 14,6 N 839
Type of trip*
Package tour 163 43,6 17.8 20,2 8,0 10,4 8,67
Individually-arranged tour 590 40,0 19,8 21,2 10,2 8.8 8,62
Business-arranged tour 15 33,3 46,7 13,3 6.7 0,0 9,07
Purpose of visit*
Vacation/holiday 730 41,1 19,6 20,7 9.9 8.8 8,65
Visiting friends/relatives 44 43,2 18,2 27,3 2.3 9,1 8,73
Eventin Iceland (leisure related) 46 34,8 23,9 23,9 8.7 8,7 8,63
Education and training 24 45,8 16,7 12,5 4,2 20.8 8,42
Business/small meeting 16 25,0 37.5 18,8 12,5 6.3 863
Conference/large meeting 10 60,0 20,0 0,0 10,0 10,0 9,10
Other 67 40,3 23,9 14,9 9,0 11,9 8,60

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




VARIETY OF HEALTH-RELATED

ACTIVITES

Q.82. Pleaserate the variety of health-related activitiesin Iceland using a scale of 0-10, where O

isvery unsatisfactoryand 10isvery satisfactory.
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VARIETY OF HEALTH-RELATED

ACTIVITES

Q.82. Pleaserate the variety of health-related activitiesin Iceland using a scale of 0-10, where O
isvery unsatisfactoryand 10isvery satisfactory.

Number of

answers 10 9 8 7 0-6
Count % % % % %

Total 778 38,7 18,9 19,7 9.8 13,0 [ 846
Gender*
Male 263 27,4 24,0 20,9 141 13,7 P g 22
Female 514 44,6 16,3 19,1 7,6 125 [ 859
Age
24 yearsand younger 133 35,3 15,8 19,5 13,5 15,8 8,26
25-34 years 288 41,3 191 18,8 10,1 10.8 8,57
35-44 years 166 41,0 19,9 16,9 9,6 12,7 8,60
45-54 years 100 36.0 23,0 19,0 6.0 16,0 8,28
55yearsand older 80 37,5 17,5 27,5 50 12,5 8,46
What isyour profession?
Managerial 102 33.3 15,7 29,4 10,8 10,8 8,35
Professionals (dr./lawyer/account. etc.) 182 39,0 22,5 13,2 11,0 14,3 8,42
Other professionals 130 38,5 18,5 22,3 9,2 11,5 8,52
Teacher/Medical care 83 38,6 13.3 22,9 13.3 12,0 8,47
Clerical/Service 52 48,1 25,0 11,5 3,8 11,5 8,88
Vocational/Technical 21 28,6 28,6 23,8 9,5 9,5 8,29
Unskilled <5
Student 99 32,3 131 21,2 121 21,2 8,01
Retired/Homemaker 23 52,2 8,7 26,1 4,3 8.7 8,87
Artist/Musician/Actor etc. 11 63.6 18,2 9.1 0.0 91 9,09
Other 61 443 26,2 18,0 16 9,8 8,80
Householdincome
High 321 34,9 22,4 215 9,0 121 8,44
Average 325 40,6 151 18,8 10,5 151 8,41
Low 111 45,0 18,9 16,2 9.9 9.9 8,68
Market area*
North America 373 45,3 18,5 19,8 8.3 80 [ s77
Britain 171 37,4 15,8 18,7 9,9 18,1 [N g5
Central/Southern Europe 106 24,5 24,5 20,8 16,0 14,2 [ 813
Scandinavia 42 47,6 19,0 16,7 7.1 95 s s
Asia 47 14,9 14,9 21,3 14,9 340 e 721
Other 37 37,8 27,0 21,6 2.7 10,8 [ 862
Educational level
Finished high school or less 67 40,3 22,4 17.9 6.0 13,4 8,63
Bachelor's degree or equivalent 475 37,7 18,1 21,1 9,7 13,5 8,41
Master's/Ph.D. or equivalent 226 40,7 19,9 17,3 10,6 11,5 8,56

*Significant difference between groups according to ANOVA test (p<0,05).




VARIETY OF HEALTH-RELATED

ACTIVITES

Q.82. Pleaserate the variety of health-related activitiesin Iceland using a scale of 0-10, where O
isvery unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 778 38,7 18,9 19,7 9.8 130 e s.46
Nationality*
American 283 49,5 191 17,7 6.4 74 [ s,89
British 147 354 156 22,4 10,2 16,3 [ s27
Canadian 91 34,1 19,8 26,4 121 77 N 856
German 19 211 52,6 53 53 158 [ s32
Chinese 34 20,6 8.8 23,5 20,6 26,5 [ 747
French 5 20,0 0,0 0,0 40,0 40,0 [ 7.00
Spanish 11 18,2 36,4 18,2 18,2 51 P 836
Danish 9 44,4 22.2 111 0,0 222 [N 856
Swedish 17 58,8 11,8 17,6 11,8 00 P 918
Swiss 10 40,0 0.0 0.0 30.0 30,0 e 740
Norwegian 5 20,0 40,0 20,0 20,0 00 P 860
Dutch 9 0,0 222 44,4 22.2 111 s 767
Italian 7 57.1 14,3 0.0 0.0 286 I 71
Austrian <5
Other 129 31,0 20,2 20,2 9,3 154 P s11
Type of trip*
Package tour 158 41,8 171 19,0 10,1 12,0 8,54
Individually-arranged tour 578 36,9 18,2 20,8 9,3 13,8 8,39
Business-arranged tour 16 31,3 37,5 18,8 6.3 6.3 8,56
Purpose of visit*
Vacation/holiday 715 38,2 18,7 20,1 10,2 12,7 8,46
Visiting friends/relatives 44 40,9 13,6 25,0 4,5 15,9 8,43
Eventin Iceland (leisurerelated) 45 33,3 17.8 311 8,9 8.9 8,51
Education and training 24 41,7 16,7 12,5 83 20.8 8,21
Business/small meeting 18 22,2 27.8 27,8 0,0 22,2 7.83
Conference/large meeting 8 62,5 125 0,0 12,5 125 9,00
Other 66 39,4 21,2 16,7 7.6 15,2 8,36

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




OVERALL QUALITY OF HEALTH-
RELATED ACTIVITES m

Q.83. Pleaserate the overallquality of health-related activitiesin Iceland using a scale of 0-10,

where Qisveryunsatisfactoryand 10is very satisfactory.
I

Count %
o 339 42,2 42,2%
E 174 216 216%
E 151 188 18,8%
I 7 73 91 9,1%
G 24 3.0 30%
E 28 35 MW 35%
B 5 06 | 06%
I 3 4 0,5 0.5%
I 2 2 0.2 1 0.2%
I 1 2 0.2 1 0.2%
0 2 0.2 1 0.2%
Number of responses 804 100,0 0% 10;)%
Number of respondents 804 41,4
Did notanswer 1136 58,6 Mean 8,70

Total 1940 100,0 Standard deviation 1,59




OVERALL QUALITY OF HEALTH-

RELATED ACTIVITES

Q.83. Pleaserate the overallquality of health-related activitiesin Iceland using a scale of 0-10,
where Qisvery unsatisfactoryand 10is very satisfactory.

|
Number of
answers 10 9 8 7 0-6
Count % % % % %
Total 804 42,2 21,6 18,8 9,1 83 I 870
Gender*
Male 273 30,0 27.8 19,8 12,8 95 [N 544
Female 530 48,5 18,5 18,3 7.2 75 N 885
Age
24 yearsand younger 134 38,1 20,9 17.2 10,4 13,4 8,51
25-34 years 295 44,4 20,3 16,9 11,2 7.1 8,72
35-44 years 170 42,4 22,4 19,4 8.8 71 8,77
45-54 years 109 43,1 25,7 18,3 2,8 101 8,76
55yearsand older 85 43,5 21,2 22,4 8.2 4,7 8,81
Whatis your profession?*
Managerial 102 33,3 23,5 24,5 12,7 59 N s
Professionals (dr./lawyer/account.etc.) 187 41,7 21,9 16,0 10,2 10,2 [N 863
Other professionals 132 41,7 22,0 22,0 6.1 83 e s,74
Teacher/Medical care 92 43,5 18,5 22,8 12,0 3,3 P e84
Clerical/Service 54 51,9 25,9 11,1 3,7 74 [ 9,07
Vocational/Technical 23 34,8 34,8 26,1 0,0 43 e 8,70
Unskilled <5
Student 99 34,3 16,2 16,2 15,2 182 I s 21
Retired/Homemaker 27 59,3 7,4 25,9 3.7 3,7 I 911
Artist/Musician/Actor etc. 11 63.6 27,3 0.0 0,0 91 e 918
Other 63 52,4 27,0 14,3 3.2 32 P 914
Householdincome
High 339 39,2 254 19,5 8,6 7,4 8,70
Average 330 44,2 17.6 18,2 10,0 10,0 8,67
Low 112 47,3 19,6 17,0 8.9 71 8.81
Market area*
North America 392 50,5 22,7 156 7.1 41 [ 9,04
Britain 174 37.9 20,1 19,5 9.8 126 [ g.49
Central/Southern Europe 107 271 22,4 29,0 13,1 84 [N 831
Scandinavia 45 51,1 13,3 20,0 8.9 6,7 [N ss4
Asia 47 17,0 191 23,4 12,8 27,7 [N 760
Other 37 37.8 29,7 13,5 10.8 81 [ ses
Educational level
Finished high school or less 67 43,3 23,9 14,9 9,0 9,0 8,81
Bachelor's degree or equivalent 488 41,0 21,9 19,3 9,0 8.8 8,67
Master's/Ph.D. or equivalent 238 44,5 21,0 18,1 9.2 71 8,77

*Significant difference between groups according to ANOVA test (p<0,05). “



OVERALL QUALITY OF HEALTH-

RELATED ACTIVITES

Q.83. Pleaserate the overallquality of health-related activitiesin Iceland using a scale of 0-10,
where Qisvery unsatisfactoryand 10isvery satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 804 42,2 21,6 18,8 9,1 83 I 5,70
Nationality*
American 296 55.4 22,3 13,2 6.1 3.0 e 916
British 148 36,5 19,6 22,3 10,1 11,5 P s.49
Canadian 94 37,2 25,5 23,4 9,6 43 [ 8,79
German 20 15,0 45,0 25,0 50 10,0 | 830
Chinese 36 22.2 8.3 25,0 19,4 250 [ 769
French 5 20,0 0,0 60,0 0,0 20,0 [ 780
Spanish 11 18,2 36,4 18,2 91 182 [N 3,09
Danish 10 60,0 10,0 10,0 10,0 10,0 [ 900
Swedish 19 57.9 10,5 26,3 53 00 P 021
Swiss 12 33.3 8.3 16,7 33,3 83 e 783
Norwegian 5 20,0 20,0 40,0 20,0 00 P 840
Dutch 8 12,5 12,5 62,5 12,5 00 P 825
Italian 7 571 14,3 0.0 0.0 286 I 71
Austrian <5
Other 131 33,6 24,4 176 10,7 13,7 e 5,37
Type of trip*
Package tour 163 45,4 17.2 22,1 74 8,0 8,75
Individually-arranged tour 599 40,4 22.4 19,2 9,5 8,5 8,66
Business-arranged tour 16 31,3 43,8 18,8 0,0 6.3 8,88
Purpose of visit*
Vacation/holiday 739 41,8 21,8 19,2 9.3 7.8 8,71
Visiting friends/relatives 44 45,5 18,2 22,7 6.8 6.8 8,75
Eventin Iceland (leisurerelated) 44 38,6 18,2 27,3 9.1 6.8 8,68
Education and training 24 50,0 12,5 12,5 4.2 20.8 8,42
Business/small meeting 17 23,5 35,3 23,5 5.9 11,8 8,47
Conference/large meeting 10 60,0 20,0 0,0 10,0 10,0 9,10
Other 68 42,6 20,6 17,6 74 11,8 8,62

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



MEANS OF TRANSPORT DURING STAY

Q.84. Whatmeansoftransportdid you use during your stayin Iceland?

Count % %

respondents respondents responses

J] cor (rentea) 797 45,3 29,5 453%
I Coach (organised tour) 771 43,8 28,5 43,8%
I Coach (regular routes) 451 25,6 16,7 256%
P raxi 281 16,0 10,4 16,0%
B car (private) 167 9,5 6.2 9.5%
. 4,8%
B walking 84 4,8 31
L 2,.9%
I Domesticair 51 29 1.9
' 2.0%
I Domestic ferry 36 2,0 13 11%
B sicycle 20 11 0.7 1 o8
I Camper van 14 0.8 0.5 1.8%
By other means 32 18 L2 o 100%
Number of responses* 2704 153,7 100,0
Number of respondents 1759 90,7
Did notanswer 181 9,3
Total 1940 100,0

*There are more responses than respondents as it was possible to select more than one answer.
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MEANS OF TRANSPORT DURING STAY

Q.84. Whatmeansoftransportdid you use during yourstayin Iceland?

Coach Coach
Number of (organised (regular Car Byother
answers  Car (rented) tour) routes) Taxi (private) means
Count % % % % % %
Total
Gender
Male 590 52,7 35,6 25,4 14,9 11,2 10,5
Female 1167 41,5 48,0 25,7 16,5 8,7 13,8
Age
24 yearsand younger 292 47,3 40,4 29,5 13,4 9,9 15,4
25-34 years 611 51,9 38,8 22,3 151 10,6 9.3
35-44 years 321 47,7 45,5 24,6 14,0 6.5 11,2
45-54 years 248 40,7 48,0 25,4 21,0 9,7 12,9
55yearsand older 265 29.4 53,6 31,7 19,2 5,4 19,6
Whatis your profession?
Managerial 201 49,3 41,8 20,9 19,4 7,0 11,4
Professionals (dr./lawyer/account. etc.) 391 48,6 43,2 22,5 17,4 10,0 9,7
Other professionals 291 45,4 42,3 31,3 16,2 58 12,4
Teacher/Medical care 182 35,7 47,3 23,6 15,9 143 15,9
Clerical/Service 88 50,0 47,7 20,5 125 5,7 18,2
Vocational/Technical 55 63,6 30.9 23,6 10,9 55 5,5
Unskilled 9 22,2 55,6 66,7 22,2 0.0 111
Student 247 43,3 45,7 27,1 16,2 10,9 13,0
Retired/Homemaker 107 28,0 59,8 30,8 16,8 9,3 17,8
Artist/Musician/Actor etc. 18 50,0 16,7 33.3 0,0 27.8 111
Other 150 51,3 37.3 24,0 12,7 10,7 14,7
Householdincome
High 698 44,0 46,0 24,8 18,3 9,3 13,2
Average 724 44,3 44,8 25,8 15,3 8.3 12,6
Low 271 50,6 36,9 26,9 14,4 10,7 129
Marketarea
North America 821 47,7 42,4 27,2 19,5 91 13,9
Britain 347 31,1 57,3 27,7 12,7 6.3 10,4
Central/Southern Europe 306 57.2 30,7 24,8 8.5 10.8 13,7
Scandinavia 105 42,9 35,2 22,9 27,6 24,8 13,3
Asia 88 36,4 59,1 14,8 12,5 2.3 57
Other 89 48,3 44,9 21,3 12,4 9,0 12,4
Educational level
Finished high school or less 144 46,5 36,1 29,9 14,6 9,0 11,8
Bachelor'sdegree or equivalent 1029 46,6 43,7 26,5 155 9,2 13,4
Master's/Ph.D. or equivalent 557 43,3 45,6 22,8 17,4 10,1 12,0

When respondents can choose more than one answer, significance between groups is not calculated.



MEANS OF TRANSPORT DURING STAY

Q.84. Whatmeansoftransportdid you use during your stayin Iceland?

Coach Coach
Number of (organised (regular Car Byother
answers  Car (rented) tour) routes) Taxi (private) means
Count % % % % % %

Total
Nationality
American 627 45,0 43,4 27,4 20,9 8,8 14,5
British 295 31,2 56,6 27,5 11,9 6.8 9,8
Canadian 186 55,9 38,2 26,3 151 10,8 16,1
German 69 63.8 29,0 24,6 10,1 11,6 101
Chinese 50 24,0 68,0 24,0 18,0 2,0 8.0
French 44 77.3 25,0 11.4 4,5 0.0 11,4
Spanish 34 73,5 11,8 20,6 2.9 14,7 8.8
Danish 30 43,3 36,7 33.3 10,0 36.7 16,7
Swedish 27 33.3 44,4 22,2 29,6 22,2 111
Swiss 23 43,5 21,7 43,5 13,0 30,4 21,7
Norwegian 22 50,0 27,3 13,6 36.4 18,2 9.1
Dutch 20 50,0 35,0 25,0 15,0 5,0 50
Italian 16 68,8 37,5 18,8 6.3 6.3 18,8
Austrian 8 62,5 50,0 37,5 0.0 0.0 0.0
Other 308 43,8 45,8 22,1 13,6 91 11,7
Type of trip*
Package tour 325 18.8 79.4 27,4 20,9 3.4 12,9
Individually-arranged tour 1304 51,5 38,0 25,5 14,4 10,4 12,7
Business-arranged tour 34 29,4 29.4 38,2 41,2 26,5 14,7
Purpose of visit*
Vacation/holiday 1607 46,9 45,1 24,2 14,9 7,5 11,8
Visiting friends/relatives 94 37,2 20,2 351 151 51,1 191
Eventin Iceland (leisure related) 83 60.2 28,9 21,7 22,9 9,6 13,3
Education and training 54 37,0 51,9 38,9 27.8 18,5 27.8
Business/small meeting 38 36.8 26,3 39,5 31,6 21,1 15,8
Conference/large meeting 28 17.9 39,3 35,7 42,9 25,0 21,4
Other 156 37,2 35,9 36.5 25,0 23,7 22,4

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



ROAD CONDITIONS

Q.85. Pleaserateroad conditionsiniceland on ascale of 0-10, where Oisvery unsatisfactory and
10isvery satisfactory.

Count %
o 458 28,3 28.3%
B 322 199 19.9%
E 394 243 2439
| K 214 132 13.2%
G 106 6.5 6.5%
E 56 35 3.5%
B 23 14 14%
 E 33 2,0 20%
IZ 8 0,5 | 0,5%
Il 4 0,2 0.2%
0 1 0.1 0.1%
Number of responses 1619 100,0 0% 100%
Number of respondents 1619 83,5
Did notanswer 321 16,5 Mean 8,19
Total 1940 100,0 Standard deviation 1,75
10 1
8,15 819
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ROAD CONDITIONS

Q.85. Pleaserateroad conditionsinIceland on ascale of 0-10, where Oisvery unsatisfactory and
10isvery satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1619 28,3 19,9 24,3 13,2 143 I s19
Gender*
Male 560 22,5 20,7 25,7 17,0 141 P 8,04
Female 1057 31,2 19,5 23,7 11,3 14,4 PN 825
Age
24 yearsand younger 269 29,7 17.8 23,4 11,9 17,1 8,12
25-34 years 564 27.3 17.2 23,0 16,5 16,0 8,07
35-44 years 295 28,8 18,6 29,5 10,8 12,2 8,28
45-54 years 228 26,3 25,4 24,6 12,3 11,4 8,28
55yearsand older 243 30,9 24,3 22,2 9,9 12,8 8,35
Whatis your profession?
Managerial 185 28,1 21,6 21,6 13,5 151 8,18
Professionals (dr./lawyer/account. etc.) 365 28,2 16,2 26.8 13,2 15,6 8,08
Other professionals 266 26,7 22,6 25,2 13,2 124 8,23
Teacher/Medical care 166 27,1 21,7 24,1 9.0 181 8,17
Clerical/Service 81 27,2 23,5 23,5 14,8 111 8,28
Vocational/Technical 52 23,1 13,5 23,1 19,2 21,2 7.85
Unskilled 9 333 333 0.0 11,1 22,2 8,00
Student 223 29,6 17,5 251 14,3 13,5 8,18
Retired/Homemaker 95 33,7 20,0 26.3 9,5 10,5 8,47
Artist/Musician/Actor etc. 15 33.3 20,0 26,7 20,0 0.0 8,67
Other 142 28,2 24,6 20,4 13,4 13,4 8,21
Householdincome
High 643 29,7 221 24,1 121 12,0 8,32
Average 665 26,8 18,8 251 13,2 16,1 8,12
Low 249 30,5 17.3 22,1 14,9 153 8,12
Marketarea*
North America 754 35,8 21,6 21,2 117 97 N 851
Britain 316 27,5 20,6 28,8 10,1 13,0 e s27
Central/Southern Europe 288 17,4 18,8 27.1 17,0 15,8 e 773
Scandinavia 95 158 126 26,3 17.9 274 N 7,43
Asia 83 19,3 12,0 28,9 14,5 253 [ 761
Other 80 22,5 22,5 20,0 20,0 150 [ 795
Educational level*
Finished high school or less 135 20,0 20,7 24,4 156 153 [ 783
Bachelor's degree or equivalent 952 28,0 19,5 24,6 13,8 141 P 519
Master's/Ph.D. or equivalent 505 311 20,0 23,8 11,9 13,3 [ 829

*Significant difference between groups according to ANOVA test (p<0,05). “



ROAD CONDITIONS

Q.85. Pleaserateroad conditionsinIceland on ascale of 0-10, where Oisvery unsatisfactory and
10isvery satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1619 28,3 19,9 24,3 13,2 143 I s19
Nationality*
American 574 371 21,8 18,8 11,7 10,6 N 51
British 270 26,3 20,0 281 12,2 13,3 e g2
Canadian 171 33.3 21,6 28,1 10,5 6.4 [ 856
German 67 17,9 14,9 32,8 10,4 23,9 e 743
Chinese 44 22,7 20,5 36.4 114 91 e 32
French 40 10,0 20,0 25,0 22,5 225 [l 765
Spanish 33 91 21,2 91 33,3 273 [ 706
Danish 27 111 14.8 18,5 18,5 370 [ 726
Swedish 26 15,4 7.7 38,5 19,2 192 s 762
Swiss 23 26,1 26,1 17.4 4,3 261 e 701
Norwegian 22 18,2 13,6 27,3 22,7 182 I 773
Dutch 18 5,6 11,1 44,4 16,7 222 I 750
Italian 15 20,0 26,7 26,7 13.3 13,3 e 513
Austrian 8 12,5 25,0 12,5 0.0 50,0 PN 688
Other 281 23,5 17,4 26,0 153 178 I 792
Type of trip*
Package tour 293 34,5 al.2 23,2 10,9 10,2 8,49
Individually-arranged tour 1207 27,5 19,3 24,1 13,7 15,4 8,13
Business-arranged tour 32 9,4 28,1 25,0 12,5 25,0 7.50
Purpose of visit*
Vacation/holiday 1482 29,1 19,4 24,9 131 13,4 823
Visiting friends/relatives 91 22,0 22,0 23,1 17,6 15,4 8,01
Eventin Iceland (leisurerelated) 77 24,7 31.2 20,8 117 11,7 8,26
Education andtraining 52 21,2 19,2 231 19,2 17,3 7.88
Business/small meeting 32 21,9 313 21,9 6,3 18,8 8,03
Conference/large meeting 24 33.3 25,0 25,0 8.3 8.3 8,63
Other 141 19,9 22,0 22,7 16,3 19,1 7.86

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




SIGNPOSTS (ROAD NAMES, ROAD

NUMBERS)

100% 1

0% -

Q.86. Pleaserate signposts(road names, road numbers) inIceland using ascale of 0-10, where Qis
very unsatisfactoryand 10isvery satisfactory.

Count %
o 452 314
B 268 186
E 326 22,7
| K 175 12,2
G 98 6.8
B 56 3.9
B 22 15
 E 28 19
| B 8 0,6
B 5 03
0 1 01
Number of responses 1439 100,0
Number of respondents 1439 74,2
Did notanswer 501 25,8
Total 1940 100,0

107 55 7,89 7.96 801 822
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SIGNPOSTS (ROAD NAMES, ROAD

NUMBERS)

Q.86. Pleaserate signposts(road names, road numbers) inlceland using ascale of 0-10, where Ois
very unsatisfactoryand 10is very satisfactory.

Number of

answers 10 9 8 7 0-6
Count % % % % %

Total 1439 31,4 18,6 22,7 12,2 151 s s22
Gender
Male 520 25,4 19,8 26,0 14,6 14,2 8,12
Female 917 34,7 18,0 20,8 10.8 15,7 8,27
Age
24 yearsand younger 249 32,9 18,1 22,1 12,4 14,5 8,28
25-34 years 524 29,8 18,3 22,3 13.4 16,2 8,18
35-44 years 261 33.3 19,2 23,0 10,7 13,8 8,29
45-54 years 195 30,8 16,9 27,7 11,8 12,8 8,24
55yearsand older 194 33,5 21,6 15,1 9.8 16,0 8,21
Whatis your profession?
Managerial 168 29,8 17,3 23,2 8.9 20,8 8,02
Professionals (dr./lawyer/account.etc.) 333 30,3 17,7 24,3 13,5 14,1 8,19
Other professionals 237 29,1 21,5 19,0 14,8 15,6 8,18
Teacher/Medical care 141 29,1 22,0 24.8 9.9 14,2 8,30
Clerical/Service 69 36.2 15,9 18,8 8.7 20,3 8,22
Vocational/Technical 50 30,0 16,0 28,0 14,0 12,0 8,24
Unskilled 8 37,5 37.5 0.0 0.0 25,0 7.63
Student 199 32,7 16,1 221 14,6 14.6 8,27
Retired/Homemaker 74 32,4 21,6 21,6 6.8 17,6 8,22
Artist/Musician/Actor etc. 15 26,7 26,7 20,0 26,7 0.0 8,53
Other 129 38,8 16,3 24,8 9,3 10,9 8,43
Household income
High 563 31,4 21,0 22,0 11,9 13,7 8,29
Average 603 31,0 18,2 23,2 10,4 171 8,18
Low 220 32,3 12,7 23,2 16.8 15,0 8,11
Market area*
North America 670 36,9 181 22,4 11,0 11,6 e 8,45
Britain 266 31,2 19,2 22,6 10,5 16,5 [ s21
Central/Southern Europe 268 23,9 20,9 23,9 14,9 164 I so:
Scandinavia 82 24,4 15,9 25,6 159 183 s 703
Asia 74 20,3 13,5 16,2 16.2 33,8 [ 738
Other 76 27.6 22,4 25,0 10,5 145 s 517
Educational level
Finished high school or less 118 27,1 20,3 21,2 13,6 17.8 8,00
Bachelor's degree or equivalent 850 311 19,8 22,7 119 146 8,24
Master's/Ph.D. orequivalent 448 33,0 158 23,4 12,5 15,2 8,25

*Significant difference between groups according to ANOVA test (p<0,05). “



SIGNPOSTS (ROAD NAMES, ROAD

NUMBERS)

Q.86. Pleaserate signposts(road names, road numbers) inlceland using ascale of 0-10, where Ois
very unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1439 314 18,6 22,7 12,2 151 s s,22
Nationality*
American 511 39,3 18,8 19,8 11,2 11,0 [ s50
British 227 30,0 19,4 21,6 13,2 159 P 820
Canadian 151 30,5 17,9 30,5 7.9 132 [ 832
German 65 27.7 15,4 26,2 16,9 13,8 [ 708
Chinese 39 23,1 15,4 25,6 12,8 231 [ 795
French 40 27,5 20,0 22,5 10,0 20,0 [ s08
Spanish 33 15,2 21,2 30,3 3.0 30,3 [ 739
Danish 22 27,3 91 27,3 91 273 [ 777
Swedish 21 28,6 14,3 33,3 14,3 95 e s38
Swiss 20 25,0 40,0 10,0 50 20,0 e s10
Norwegian 20 15,0 30,0 20,0 25,0 10,0 P s15
Dutch 13 7,7 15,4 15,4 30,8 30,8 P 715
Italian 14 28,6 28,6 21,4 14,3 71 e 857
Austrian 7 0,0 28,6 28,6 14,3 28,6 N 7.43
Other 256 27,0 16,8 22,7 14,5 151 e 7,03
Type of trip*
Package tour 236 36,9 18,6 24,2 9,7 10.6 8,53
Individually-arranged tour 1092 29,9 18,6 22,2 13,0 16,4 8,13
Business-arranged tour 30 13,3 26,7 33.3 10,0 16,7 7,97
Purpose of visit*
Vacation/holiday 1313 31,8 18,4 22,8 12,2 14.8 8,24
Visiting friends/relatives 86 33,7 18,6 18,6 14,0 151 8,21
Eventin Iceland (leisure related) 75 34,7 28,0 16,0 12,0 9.3 8,57
Education and training 46 26,1 17,4 26,1 10,9 19,6 7.91
Business/small meeting 30 23,3 36,7 23,3 0,0 16,7 823
Conference/large meeting 24 41,7 16,7 25,0 125 4,2 8,79
Other 129 25,6 20,9 26,4 9,3 17,8 8,04

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



SIGNPOSTS (SERVICE SIGNS, WARNING

NOTICES)

Q.87. Please rate signposts(service signs, warning notices) inlceland using a scale of 0-10, where
Oisveryunsatisfactoryand 10isvery satisfactory.

Count %
o 433 30,8 30,8%
B 267 19,0 19,0%
I 8 315 22,4 224%
| K 176 12,5
G 95 6.7
B 55 3,9
B 28 2.0
 E 22 16
| B 7 0,5
B 8 0,6
0 2 01
Number of responses 1408 100,0 0% 100%
Number of respondents 1408 72,6
Did notanswer 532 27.4 Mean 8,19
Total 1940 100,0 Standard deviation 1,84
10 7 7,88 7,94 8,00 8,10 8,19
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SIGNPOSTS (SERVICE SIGNS, WARNING

NOTICES)

Q.87. Please rate signposts(service signs, warning notices) inlceland using a scale of 0-10, where
Oisveryunsatisfactoryand 10isvery satisfactory.

Number of

answers 0 9 8 7 0-6
Count % % % % %

Total 1408 30.8 19,0 224 12,5 154 I 519
Gender*
Male 510 23,7 20,2 26,1 13,7 16,3 N 8,05
Female 896 34,6 18,3 20,3 11,8 150 [y 827
Age
24 yearsand younger 247 33,6 17.0 21,9 13,4 14,2 8,26
25-34 years 513 27,3 18,9 22,0 14,8 17,0 8,08
35-44 years 258 33,7 194 23,6 10,5 12,8 8,34
45-54 years 190 311 18,9 24,7 111 14,2 8,18
55yearsand older 182 34,1 22,0 19,2 71 17,6 8,23
Whatis your profession?
Managerial 163 28,8 17.8 25,2 10,4 17,8 8,04
Professionals (dr./lawyer/account. etc.) 323 30.3 17,3 23,2 13,3 15,8 8,15
Other professionals 232 31,0 19,0 21,6 11,6 16.8 8,18
Teacher/Medical care 135 28,9 23,0 17.8 13,3 17,0 8,18
Clerical/Service 72 33.3 15,3 25,0 111 15,3 8,28
Vocational/Technical 50 26,0 24,0 20,0 14,0 16,0 8,18
Unskilled 8 37,5 25,0 0.0 0,0 37.5 7.00
Student 200 32,0 16,5 22,5 17,5 11,5 8,31
Retired/Homemaker 72 33.3 23,6 181 8,3 16,7 8,28
Artist/Musician/Actor etc. 14 21,4 214 28,6 21,4 71 8,29
Other 123 33.3 22,0 24,4 7.3 13,0 8,28
Householdincome
High 545 31,6 20,2 23,3 114 13,6 8,28
Average 590 30,2 18,6 21,5 11,5 181 8,11
Low 221 30,8 14,5 24,0 16,7 14,0 8,12
Marketarea*
North America 645 37,5 18,9 22,2 10,7 10,7 e 8,47
Britain 262 30,5 17.9 23,3 10,3 179 N s15
Central/Southern Europe 265 23,8 20,4 22,3 16,6 170 e 708
Scandinavia 82 19,5 159 26,8 171 20,7 S 776
Asia 76 18,4 158 18,4 14,5 329 e 737
Other 75 21,3 253 21,3 14,7 173 s 797
Educational level
Finished high school or less 117 28,2 171 23,9 11,1 19,7 7.99
Bachelor's degree or equivalent 837 30,7 19,2 22,7 13,3 141 8,21
Master's/Ph.D. orequivalent 430 316 18,6 21,6 11,4 16,7 8,20

*Significant difference between groups according to ANOVA test (p<0,05). —



SIGNPOSTS (SERVICE SIGNS, WARNING

NOTICES)

Q.87. Please rate signposts(service signs, warning notices) inlceland using a scale of 0-10, where
Oisvery unsatisfactoryand 10isvery satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1408 30,8 19,0 22,4 12,5 154 N 519
Nationality*
American 492 40,7 18,5 19,7 10,6 10,6 N 52
British 222 28,4 171 24,8 131 16,7 N 512
Canadian 147 29,3 20,4 306 8,2 11,6 [ s 33
German 65 26,2 16,9 23,1 15,4 185 N 785
Chinese 37 16,2 27.0 216 18,9 16,2 [N 5,03
French 40 22,5 25,0 15,0 17.5 20,0 e 700
Spanish 33 91 30,3 18,2 18,2 242 [N 748
Danish 23 21,7 13.0 17,4 13.0 348 N 743
Swedish 21 381 4,8 33,3 9,5 143 N s.24
Swiss 19 21,1 316 21,1 53 21 e 784
Norwegian 20 50 25,0 350 25,0 10,0 e 780
Dutch 14 71 71 28,6 21,4 357 e 707
Italian 14 28,6 21,4 14,3 28,6 71 [ 836
Austrian 6 0.0 16,7 33.3 16,7 333 [ 6,83
Other 255 27.1 18,4 20,8 13,3 20,4 e 7,97
Type of trip*
Package tour 228 37,3 21l 20,2 10,5 11,0 8,54
Individually-arranged tour 1069 29,4 18,2 23,0 13,0 16,4 8,12
Business-arranged tour 30 13,3 33.3 20,0 13,3 20,0 7.80
Purpose of visit*
Vacation/holiday 1285 31.0 18,4 23,1 12,7 14,9 8,20
Visiting friends/relatives 85 35,3 16,5 22,4 11,8 14,1 8,25
Eventin Iceland (leisure related) 72 33,3 29,2 13,9 8,3 153 8,54
Education and training 46 21,7 152 26,1 17,4 19,6 7.85
Business/small meeting 28 25,0 357 21,4 3,6 14,3 8,25
Conference/large meeting 23 391 26,1 17.4 8.7 8.7 8,70
Other 128 25,0 211 22,7 11,7 19,5 8,00

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



REST AREAS/VIEWPOINTS

100% 1

0% -

Q.88. Pleaseraterestareas/viewpointsiniceland using ascale of 0-10, where Oisvery

unsatisfactoryand 10is very satisfactory.
]

Count %
o 499 339
B 294 200
E 321 218
| K 158 10,7
G 89 6.1
E 41 28
B 20 14
 E 27 18
| B 12 0.8
B 9 06
0 1 01
Number of responses 1471 100,0
Number of respondents 1471 75,8
Did notanswer 469 24,2
Total 1940 100,0
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REST AREAS/VIEWPOINTS

Q.88. Pleaseraterestareas/viewpointsinlceland using ascale of 0-10, where Oisvery
unsatisfactoryand 10isvery satisfactory.

|
Number of
answers 10 9 8 7 0-6
Count % % % % %
Total 1471 33.9 20,0 21,8 10,7 135 N s32
Gender*
Male 522 28,9 18,8 24,9 13,0 14,4 PN 819
Female 947 36,5 20,7 20,2 9.5 13,1 [ 839
Age
24 yearsand younger 253 36.8 19,8 20,9 11,5 111 8,49
25-34 years 525 341 17,9 21,5 12,6 13.9 8,30
35-44 years 265 36.6 18,9 22,6 7.9 14,0 8,34
45-54 years 203 30,0 21,7 24,6 12,3 11,3 8,26
55yearsand older 206 32,0 25,7 19,4 6.3 16,5 8,26
Whatis your profession?
Managerial 168 31,5 23.8 21,4 8.3 14,9 8,26
Professionals (dr./lawyer/account. etc.) 332 33.4 17,8 24,7 9.6 14,5 8,27
Other professionals 233 30,5 18,5 26,2 10,7 14,2 8,20
Teacher/Medical care 149 34,2 26,2 181 81 13,4 8,48
Clerical/Service 79 38,0 11,4 20,3 17,7 12,7 8,22
Vocational/Technical 50 38,0 18,0 18,0 16,0 10,0 8,46
Unskilled 8 50,0 37.5 12,5 0,0 0.0 9,38
Student 212 34,4 16,5 24,1 12,3 12,7 8,34
Retired/Homemaker 82 41,5 20,7 18,3 8.5 11,0 8,60
Artist/Musician/Actor etc. 13 23,1 30,8 23,1 15,4 7.7 8,31
Other 126 35,7 26.2 12,7 10,3 151 8,36
Household income
High 573 35,3 20,8 21,5 11,2 11,3 8,43
Average 611 33,6 19,8 20,9 10.6 151 8,28
Low 232 32.8 19,0 25,0 9,5 13,8 8,25
Market area*
North America 670 42,4 18,8 21,0 8.8 90 e 866
Britain 292 32,2 18,5 23,6 10,3 154 e s.23
Central/Southern Europe 270 26.3 23,3 22,2 13,3 148 N 514
Scandinavia 81 18,5 30,9 259 8,6 16,0 [ 7,99
Asia 81 18,5 11,1 17,3 23,5 29,6 N 725
Other 74 24.3 23,0 21,6 9,5 216 [ 701
Educational level
Finished high school or less 120 30,8 18,3 29,2 7.5 14,2 8,23
Bachelor's degree or equivalent 875 34,6 20,8 21,1 10,6 12,8 8,38
Master's/Ph.D. or equivalent 452 33.8 19,2 21,0 11,3 14,6 8,27

*Significant difference between groups according to ANOVA test (p<0,05). “



REST AREAS/VIEWPOINTS

Q.88. Pleaseraterestareas/viewpointsinlceland using ascale of 0-10, where Oisvery
unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1471 33,9 20,0 21,8 10,7 135 N s32
Nationality*
American 507 45,0 18,9 193 79 89 [ g.72
British 247 32,0 18,2 25,9 10,5 13.4 [ 828
Canadian 153 39,9 17,6 23,5 5,2 98 N 355
German 65 27.7 29,2 16,9 6.2 20,0 e 785
Chinese 43 14,0 27.9 23,3 18,6 16,3 [ 703
French 40 25,0 25,0 22,5 10,0 175 [ 508
Spanish 33 18,2 21,2 24,2 121 242 s 782
Danish 23 17,4 30,4 21,7 8,7 21,7 [N 5,00
Swedish 22 27.3 27,3 318 9.1 45 S 8,59
Swiss 20 20,0 25,0 20,0 10,0 250 e 775
Norwegian 18 111 27.8 33.3 56 222 [ 761
Dutch 17 11.8 29,4 23,5 23,5 11,8 e 788
Italian 14 214 28,6 71 357 71 I 821
Austrian 6 33.3 16,7 16,7 16,7 16,7 N 333
Other 263 25,9 171 21,7 15,6 15,8 e 788
Type of trip*
Package tour 257 38,9 20,6 23,0 9,3 8.2 8,64
Individually-arranged tour 1111 33.3 194 21,2 111 149 8,25
Business-arranged tour 27 11,1 44,4 25,9 11,1 7.4 8,15
Purpose of visit*
Vacation/holiday 1350 34,7 19,0 22,2 10,7 13,3 8,34
Visiting friends/relatives 82 32.9 24,4 23,2 9.8 9,8 8,44
Eventin Iceland (leisurerelated) 71 352 28,2 141 12,7 9.9 8,63
Education and training 47 191 21,3 319 14,9 12,8 7.87
Business/small meeting 32 15,6 531 18,8 6,3 6.3 838
Conference/large meeting 20 40,0 25,0 10,0 50 20,0 8,35
Other 128 23,4 26,6 22,7 10,2 17.2 7.98

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



ROAD SYSTEM IN GENERAL

Q.89. Pleaserate theroadsysteminIceland generalusing ascale of 0-10, where Qisvery

unsatisfactoryand 10is very satisfactory.
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ROAD SYSTEM IN GENERAL

Q.89. Pleaserate theroad systeminlceland generalusing ascale of 0-10, where Qisvery
unsatisfactoryand 10isvery satisfactory.

|
Number of
answers 10 9 8 7 0-6
Count % % % % %
Total 1566 28,7 24,8 231 12,3 1,0 e 37
Gender*
Male 553 21,9 26,6 25,9 14,3 11,4 s 22
Female 1011 322 23.9 21,7 11,3 10,9 P 844
Age
24 yearsand younger 261 29,1 24,9 26,1 9,6 10,3 8,44
25-34 years 548 25,9 25,4 21,7 15,3 11,7 8,27
35-44 years 289 311 22,8 25,3 10,4 10,4 8,45
45-54 years 219 26.9 29,2 22,8 11,9 91 8,41
55yearsand older 229 34,9 22,3 20,5 9.2 13,1 8,42
Whatis your profession?
Managerial 183 301 23,5 20,8 12,6 131 8,31
Professionals (dr./lawyer/account. etc.) 354 26,6 21,8 22,9 16,4 12,4 8,21
Other professionals 261 24,1 32,2 22,6 10,0 111 8,39
Teacher/Medical care 156 314 25,0 22,4 10,3 10,9 8,47
Clerical/Service 80 31,3 23,8 21,3 12,5 11,3 8,44
Vocational/Technical 50 28,0 18,0 24,0 16,0 14,0 8,22
Unskilled 9 33.3 22,2 0.0 22,2 22,2 7.78
Student 213 28,2 24,4 27,7 10.8 8.9 8,44
Retired/Homemaker 91 40,7 22,0 23,1 7,7 6,6 8,74
Artist/Musician/Actor etc. 13 30.8 23,1 15,4 30,8 0.0 8,54
Other 138 29,0 28,3 23,9 8.7 101 8,40
Householdincome
High 620 29,5 26,6 22,9 121 8.9 8,48
Average 643 27,2 24,7 22,9 121 131 8,30
Low 246 31,7 19,5 25,2 12,6 11,0 8,33
Market area*
North America 731 36.4 25,6 20,9 10,1 70 [ 869
Britain 305 30,5 21,6 26,9 12,8 82 [ s.46
Central/Southern Europe 281 16,4 29,9 23,8 14,9 14,9 I 8,00
Scandinavia 87 14,9 20,7 27,6 12,6 241 [ 769
Asia 80 17,5 11,3 27,5 18,8 250 e 751
Other 79 19,0 316 17,7 15,2 16,5 [ 504
Educational level
Finished high school or less 129 21,7 26,4 30,2 7.8 14,0 8,18
Bachelor's degree or equivalent 929 28,2 25,7 22,9 123 10,9 8,38
Master's/Ph.D. or equivalent 485 311 23,5 21,4 13,6 10.3 8,41

*Significant difference between groups according to ANOVA test (p<0,05). “



ROAD SYSTEM IN GENERAL

Q.89. Pleaserate theroad systeminIceland generalusing ascale of 0-10, where Qisvery
unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1566 28,7 24,8 23,1 12,3 1.0 e 37
Nationality*
American 555 39,3 24,7 193 101 6,7 P g,73
British 261 28,7 22,2 28,0 13,0 80 N s44
Canadian 167 30,5 27,5 24,6 9,6 78 [N 860
German 67 14,9 35,8 23,8 6,0 15,4 P 788
Chinese 40 20,0 17,5 350 17.5 10,0 [ 815
French 40 10,0 35,0 27,5 12,5 150 [ 8,05
Spanish 33 121 18,2 15,2 27,3 273 [ 715
Danish 26 154 15,4 34,6 3.8 30,8 [ 754
Swedish 24 20,8 12,5 25,0 33.3 83 | 8,00
Swiss 23 13,0 34,8 21,7 4,3 261 e 765
Norwegian 19 10,5 36,8 26,3 53 211 [ s.05
Dutch 16 12,5 25,0 313 18,8 125 I 8,00
Italian 14 214 429 14,3 14,3 71 e 857
Austrian 8 0.0 37,5 25,0 12,5 250 [ 763
Other 273 22,0 22,7 22,3 16,5 16,5 s 799
Type of trip*
Package tour 276 36,6 24,6 21,0 10,5 7.2 8,67
Individually-arranged tour 1176 26.9 24,7 23,4 13,0 121 8,29
Business-arranged tour 30 10,0 40,0 30,0 10,0 10,0 8,20
Purpose of visit*
Vacation/holiday 1435 29,5 24,3 23,6 12,5 10,2 8,41
Visiting friends/relatives 88 22,7 25,0 22,7 13,6 15,9 8,07
Eventin Iceland (leisure related) 76 316 26,3 22,4 9.2 10,5 8,51
Education and training 49 28,6 12,2 26,5 16,3 16,3 7.96
Business/small meeting 30 16,7 46,7 26,7 3,3 6,7 8,50
Conference/large meeting 23 30.4 34,8 17.4 8.7 87 8,61
Other 133 21,1 27,8 24,1 12,0 15,0 8,05

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



SITES/REGIONS VISITED

0.90. Did you visitany of the following sites/regions?

Count % %

respondents respondents responses

I Reykjavik 1678 96.7 30.0

J soutn 955 55,0 171
The surrounding municipalities of

96.7%

55,0%

Reykjavik, including Seltjarnarnes,

, 948 54,6 16,9 >46%
Mosfellsbaer, Képavogur, Hafnarfjordur,
36,2%
Gardabaer
I Reykjanes - peninsula 629 36,2 11,2 29,0%
B west 504 29,0 9,0 17.3%
Il North 301 17,3 5,4
15,6%
J st 270 15,6 48
[ nterior 166 9,6 3.0 9%
B westfiords 146 8,4 26 8,4%
* T 1
Number of responses 5597 322,4 100,0 0% 100%
Number of respondents 1736 89,5
Did notanswer 204 10,5
Total 1940 100,0

*There are more responses than respondents as it was possible to select more than one answer.
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SITES/REGIONS VISITED
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s eykjanes |g ouse/Bridge between % B Winter11/12
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26,3%
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14,9%
23,7%
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23,7%
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6.9%
Arnarfjordur/Dynjandi 13%
16%
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SITES/REGIONS VISITED
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SITES/REGIONS VISITED
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SITES/REGIONS VISITED

0.90. Did youvisitany of the following sites/regions?

The surrounding Other
Number of municipalities of Reykjanes - sites/
answers Reykjavik South Reykjavik peninsula West North East regions
Count % % % % % % % %
Total
Gender
Male 586 96.1 59,0 56.1 41,5 346 206 191 191
Female 1148 97,0 52,9 53,8 33,4 26,0 157 13,8 148
Age
24 yearsand younger 292 98,3 56,2 60,6 38,7 308 21,2 188 182
25-34 years 603 97,2 61,2 54,6 35,5 328 196 181 16,6
35-44 years 314 96.5 53,8 516 36.3 26,1 169 16,2 16,2
45-54 years 243 93.4 46,9 54,7 35,4 235 9,9 91 13,2
55yearsand older 261 96,6 47,5 51,7 35,6 26,4 153 111 17,2
Whatis your profession?
Managerial 199 94,0 50,8 52,8 37,2 291 156 141 156
Professionals (dr./lawyer/account. etc.) 386 97,4 57.8 58,3 40,7 280 16,3 16,3 189
Other professionals 284 95,4 53,5 49,3 37.3 31,3 18,0 16,9 148
Teacher/Medical care 180 96,7 47,2 53,9 28,9 239 178 11,1 150
Clerical/Service 86 98.8 60,5 64,0 43,0 38,4 186 174 23.3
Vocational/Technical 55 92,7 60,0 54,5 36.4 36,4 30,9 25,5 164
Unskilled 9 100,0 22,2 77.8 11,1 22,2 111 111 222
Student 245 98.4 59,2 531 34,3 27,3 176 163 147
Retired/Homemaker 105 971 45,7 55,2 33,3 26,7 10,5 8,6 11,4
Artist/Musician/Actor etc. 19 94,7 42,1 42,1 26,3 26,3 26,3 10,5 158
Other 148 97,3 63,5 53,4 34,5 31,1 196 196 176
Householdincome
High 685 96,4 54,0 571 37,7 26,0 13,6 13,7 156
Average 715 97,2 54,4 53,1 33,6 29,2 193 166 169
Low 268 96,3 57.8 54,1 39,6 354 224 168 16,8
Marketarea
North America 811 97,0 55,1 54,4 36,0 281 142 139 16,6
Britain 337 95,5 42,4 59,3 34,1 22,3 8,3 7.1 11,0
Central/Southern Europe 305 96,4 69,5 48,2 41,6 41,0 32,8 252 23.0
Scandinavia 106 95,3 35,8 63,2 36,8 245 142 113 8,5
Asia 88 100,0 70,5 45,5 30,7 295 250 28,4 136
Other 86 96.5 59,3 60,5 33,7 256 233 221 221
Educational level
Finished high school or less 143 951 59,4 58,0 29,4 273 231 161 21,7
Bachelor'sdegree or equivalent 1019 97,2 551 56,5 36,0 29,2 172 16,3 1572
Master's/Ph.D. or equivalent 547 96,2 53,6 50,6 37.8 28,7 16,3 13,7 17,2

When respondents can choose more than one answer, significance between groups is not calculated.



SITES/REGIONS VISITED

0.90. Did you visitany of the following sites/regions?

The surrounding Other
Number of municipalities of Reykjanes - sites/
answers Reykjavik South Reykjavik peninsula West North East regions
Count % % % % % % % %
Total
Nationality
American 618 96,1 54,2 53,9 34,1 265 129 121 183
British 284 95,4 41,5 59,2 33,8 21,8 7,0 4,6 9,5
Canadian 185 99,5 55,7 58,4 40,5 33,0 178 189 141
German 69 94,2 62,3 49,3 33.3 449 406 261 188
Chinese 50 100,0 68,0 36,0 22,0 22,0 180 14,0 10,0
French 44 97,7 77,3 38,6 65,9 40,9 295 364 364
Spanish 35 100,0 88,6 54,3 45,7 543 68,6 54,3 257
Danish 29 93.1 41,4 62,1 51,7 27,6 20,7 13,8 103
Swedish 28 100,0 17,9 53,6 321 10,7 0.0 3.6 71
Swiss 23 100,0 78,3 60,9 47,8 351 261 21,7 17,4
Norwegian 22 95,5 27,3 63,6 36,4 18,2 91 0.0 0.0
Dutch 19 100,0 63,2 36.8 47,4 421 158 10,5 105
Italian 16 100,0 62,5 56,3 37,5 56,3 375 188 43,8
Austrian 8 100,0 75,0 50.0 50,0 250 125 250 375
Other 306 96,1 614 55,6 34,6 310 229 229 173
Type of trip*
Package tour 319 97,2 53,0 511 30,7 20,4 10,7 8,8 11,9
Individually-arranged tour 1295 96.9 57,1 56,0 37,5 31,0 19,0 171 176
Business-arranged tour 32 96,9 31.3 40,6 34,4 21,9 3,1 S,4 12,5
Purpose of visit*
Vacation/haliday 1585 96,8 56,7 55,0 36,5 295 172 158 16,2
Visiting friends/relatives 95 96.8 46,3 57.9 33,7 326 21,1 16,8 221
Eventin Iceland (leisure related) 85 96,5 62,4 68.2 38,8 34,1 153 153 188
Education and training 53 94,3 54,7 60,4 58,5 340 208 132 226
Business/small meeting 38 97.4 34,2 50,0 36.8 34,2 7,9 132 158
Conference/large meeting 26 92,3 38,5 34,6 11,5 23,1 154 3.8 15,4
Other 153 94,8 47,7 50,3 37.9 320 209 124 183

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS IN REYKJAVIK

.91. Didyou find the number of visitorsin Reykjavik acceptable, too many or too few?

Count %

f Toomany (5) 55 3,3
I Rather many (4) 208 12,5
Acceptable (3) 1340 80,7
Rather few (2) 57 3.4
Toofew (1) 0 0,0
Number of responses 1660 100,0
Number of respondents 1660 85,6
Did notanswer 280 14,4
Total 1940 100,0

34% 33%
12,5%

80,7%

Mean 3,16
Standard deviation 0,52

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is

calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



NUMBER OF VISITORS IN REYKJAVIK

Q.91. Didyou find the number of visitorsin Reykjavik acceptable, too many or too few?

Number of Rather/ Rather/

answers too many Acceptable too few

Count % % %
Total 1660 15,8 80,7 3.4 e 516
Gender
Male 557 17,2 80,1 2.7 3,18
Female 1101 15,2 81,0 3.8 3,15
Age*
24 yearsand younger 277 22,7 74,0 3,2 e 527
25-34 years 581 16,7 80,0 3.3 e 317
35-44 years 301 15,6 81,4 3,0 L EERT
45-54 years 233 10,3 84,5 5.2 e 308
S5yearsand older 247 10,9 86,2 28 . 510
Whatis your profession?
Managerial 187 12,3 85,0 2,7 3,11
Professionals (dr./lawyer/account. etc.) 375 14,1 82,9 2.9 3,14
Other professionals 273 17,6 78,4 4,0 3,16
Teacher/Medical care 174 121 83,3 4,6 3,11
Clerical/Service 85 22,4 72,9 4,7 3,24
Vocational/Technical 53 22,6 75.5 1.9 3,26
Unskilled 9 111 88,9 0.0 3,11
Student 234 17,5 78,2 4,3 3,18
Retired/Homemaker 97 9,3 87.6 3.1 3,07
Artist/Musician/Actor etc. 18 27,8 72,2 0.0 3,28
Other 139 20,9 76,3 2.9 3,22
Household income*
High 662 11,9 84,3 3.8 L EERT
Average 685 16,1 80,6 3.4 D EERTS
Low 254 23,6 73,6 2,8 P 326
Marketarea*
North America 795 13,3 84,8 19 e ks
Britain 326 6.7 88,7 4.6 P 504
Central/Southern Europe 272 34,2 61,4 4,4 e s 3
Scandinavia 93 17,2 753 7.5 e s
Asia 84 14,3 82,1 3.6 e 313
Other 87 14,9 79,3 57 e 514
Educational level*
Finished high school or less 126 24,6 72,2 3.2 e 58
Bachelor's degree or equivalent 981 155 811 3.4 e ERTS
Master's/Ph.D. or equivalent 529 14,6 81,9 3.6 e 313

*Significant difference between groups according to ANOVA test (p<0,05).




NUMBER OF VISITORS IN REYKJAVIK

(.91. Didyou find the number of visitorsin Reykjavik acceptable, too many or too few?

Number of Rather/ Rather/

answers too many Acceptable too few

Count % % %
Total 1660 15,8 80,7 3,4 e 516
Nationality*
American 603 119 85,9 2.2 e 513
British 276 54 90.9 3,6 e 503
Canadian 183 16,4 80,9 27 P 519
German 56 60.7 37,5 1,8 P s
Chinese 48 10,4 85,4 4.2 b ERE
French 42 66.7 310 2,4 e 369
Spanish 34 8.8 79,4 118 e 297
Danish 23 17,4 65,2 17,4 e 304
Swedish 27 11,1 85,2 3.7 . 311
Swiss 18 55,6 44,4 0.0 e 357
Norwegian 20 10,0 90,0 0.0 e 310
Dutch 18 11,1 72,2 16,7 e 204
Italian 16 25,0 75,0 0.0 L EE
Austrian 7 57.1 42,9 0.0 e 31
Other 289 16,3 79,2 4,5 P a5
Type of trip*
Package tour 316 8.9 89,9 13 3,09
Individually-arranged tour 1243 17,4 78,8 3.8 3,18
Business-arranged tour 32 21,9 65,6 12,5 3,13
Purpose of visit*
Vacation/holiday 1523 14,9 81,9 3.2 3,15
Visiting friends/relatives 88 28,4 67,0 4,5 3,30
Eventin Iceland (leisurerelated) 82 20,7 76,8 24 3,20
Education andtraining 48 25,0 72,9 21 3,29
Business/small meeting 34 17,6 73,5 8.8 3,09
Conference/large meeting 28 28,6 64,3 71 3,29
Other 144 27.8 65,3 6.9 3,26

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS AT GULLFOSS

Q.92. Did you find the number of visitors at Gullfossacceptable, too many or too few?

0.4%

Count % 36% 71%
f Toomany (5) 96 7.1
I Rather many (4) 242 18,0 18,0%
Acceptable (3) 953 70,9
Rather few (2) 48 3,6
Toofew (1) 5 0,4
Number of responses 1344 100,0
Number of respondents 1344 69,3
Didnotanswer 596 30,7 70.9%
Total 1940 100,0
1 2 3 4 5
Mean 3,28

Standard deviation 0,66

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



NUMBER OF VISITORS AT GULLFOSS

Q.92. Did you find the number of visitors at Gullfossacceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 1344 251 70,9 3,9 P a2
Gender
Male 452 27,0 69,0 4,0 3,31
Female 890 24,3 71,8 3.9 3,27
Age
24 yearsand younger 237 31,2 63,7 51 3,35
25-34 years 475 27,6 68,0 4,4 3,31
35-44 years 243 21,0 76,1 2.9 3,23
45-54 years 186 20,4 76,9 2,7 3,22
55yearsand older 183 20,8 75,4 3.8 3,22
Whatis your profession?
Managerial 151 19,9 74,8 53 3,19
Professionals (dr./lawyer/account. etc.) 316 22,5 76,3 1.3 3,28
Other professionals 203 29,6 65,0 54 3,33
Teacher/Medical care 143 22,4 73,4 4,2 3,23
Clerical/Service 75 22,7 74,7 2.7 3,27
Vocational/Technical 48 27,1 66,7 6.3 3,27
Unskilled 6 16.7 83.3 0.0 3,17
Student 198 313 62,6 6.1 3,35
Retired/Homemaker 70 21,4 77.1 14 3,23
Artist/Musician/Actor etc. 10 30,0 70,0 0.0 3,40
Other 109 29,4 65,1 55 3,33
Household income*
High 528 23,5 73,5 3.0 P s 27
Average 556 23.2 72,5 4,3 L EEP
Low 208 33,2 61,5 53 e 339
Marketarea*
North America 602 22,4 74,8 2.8 e 327
Britain 288 17,4 78,5 4,2 RS
Central/Southern Europe 238 40,3 53,8 5.9 e 345
Scandinavia 66 318 63.6 4,5 e 339
Asia 72 19,4 77,8 2.8 e s
Other 76 27,6 67.1 53 e s s
Educational level
Finished high school or less 106 311 64,2 4,7 3,36
Bachelor's degree or equivalent 795 24,0 716 4,4 3,26
Master's/Ph.D. or equivalent 419 25,8 71,4 2.9 3,30

*Significant difference between groups according to ANOVA test (p<0,05). “



NUMBER OF VISITORS AT GULLFOSS

Q.92. Did you find the number of visitors at Gullfossacceptable, too many or too few?

Number of Rather/ Rather/

answers too many Acceptable too few

Count % % %
Total 1344 251 70,9 3,9 P a2
Nationality*
American 444 218 75,7 2,5 P s
British 238 16,8 80,7 2,5 e 318
Canadian 147 23,1 72.8 41 . 527
German 53 60,4 34,0 57 e s 2
Chinese 41 171 75,6 7.3 P 510
French 38 76,3 23,7 0,0 e 395
Spanish 33 36.4 57,6 6,1 e s 30
Danish 18 27,8 55,6 16,7 e s 22
Swedish 17 17,6 82,4 0,0 e a8
Swiss 16 50,0 50,0 0.0 e 369
Norwegian 14 14,3 85,7 0.0 e 32
Dutch 15 33,3 46,7 20,0 P 320
Italian 14 71 92,9 0.0 . 507
Austrian 5 60,0 40,0 0.0 P 360
Other 251 23.9 69,7 6.4 . 324
Type of trip*
Package tour 255 17,6 78,8 3.5 3,15
Individually-arranged tour 1023 26,7 69,4 3.9 3,30
Business-arranged tour 22 36.4 59,1 4,5 3,45
Purpose of visit*
Vacation/holiday 1257 24,5 71,5 4,0 3,27
Visiting friends/relatives 60 383 56,7 5.0 3,45
Eventin Iceland (leisurerelated) 64 234 71,9 4,7 3,23
Education and training 38 39,5 60,5 0.0 3,61
Business/small meeting 23 30,4 65,2 4,3 3,30
Conference/large meeting 11 36.4 63,6 0.0 3,55
Other 96 36,5 61,5 2l 3,49

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS AT GEYSIR

Q.93. Did you find the number of visitors at Geysir acceptable, too many or too few?

Count % 29%-03%  85%
I Toomany (5) 116 85
I Rather many (4) 264 193 .
Acceptable (3) 947 69.1
Rather few (2) 40 2.9
Toofew (1) 4 0.3
Number of responses 1371 100.0
Numberofrespondents 1371 70.7
Did notanswer 569 293 69.1%
Total 1940 100.0

Mean 3.33
Standard deviation 0.68

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question, an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to5) the
betterresults are.




NUMBER OF VISITORS AT GEYSIR

Q.93. Did youfind the number of visitorsat Geysiracceptable, too manyortoo few?

Number of Rather/ Rather/

answers too many Acceptable too few

Count % % %
Total 1371 27,7 69,1 3,2 e 333
Gender
Male 470 29,1 66,6 4,3 3,33
Female 899 26,9 70,4 2,7 3,32
Age*
24 yearsand younger 233 34,3 61,8 3,9 e 343
25-34 years 481 316 65,3 31 e 38
35-44 years 249 221 74,7 3,2 e s
45-54 years 195 221 75,4 2,6 s s s
S5yearsand older 194 22.2 74,2 3,6 e 323
Whatis your profession?
Managerial 158 22,8 72,8 4,4 3,25
Professionals (dr./lawyer/account. etc.) 325 271 71,4 15 3,33
Other professionals 203 30,5 65,0 4,4 3,34
Teacher/Medical care 147 26,5 71,4 2,0 3,29
Clerical/Service 77 18,2 79,2 2,6 3,25
Vocational/Technical 48 31,3 62,5 6.3 3,33
Unskilled 8 37.5 62,5 0.0 3,38
Student 195 318 63,6 4,6 3,38
Retired/Homemaker 74 23,0 77,0 0.0 3,27
Artist/Musician/Actor etc. 10 40,0 60,0 0.0 3,50
Other 111 33,3 62,2 4,5 3,42
Household income
High 549 26,2 71,4 2,4 3,30
Average 566 27,0 70,1 2.8 3,33
Low 205 34,1 60,0 59 3,41
Marketarea*
North America 616 24,7 72,4 2.9 e 530
Britain 293 21,2 751 3.8 e s 22
Central/Southern Europe 245 41,6 551 3.3 s s
Scandinavia 62 355 61,3 3,2 e 545
Asia 77 26,0 72,7 1.3 e s 38
Other 76 27,6 68,4 3,9 e 529
Educational level*
Finished high school or less 109 35,8 63,3 0.9 [ 349
Bachelor's degree or equivalent 806 254 70,7 3.8 R
Master's/Ph.D. or equivalent 433 30,3 67,2 2.5 e 336

*Significant difference between groups according to ANOVA test (p<0,05). “



NUMBER OF VISITORS AT GEYSIR

(.93, Did you find the number of visitorsat Geysiracceptable, too manyortoo few?

Number of Rather/ Rather/

answers too many Acceptable too few

Count % % %
Total 1371 27,7 69.1 3.2 e 333
Nationality*
American 457 24,5 72,4 31 e 328
British 243 20,2 77.8 21 e
Canadian 149 26,2 711 2.7 P s34
German 53 64.2 321 3,8 P 383
Chinese 43 30.2 69.8 0,0 P 540
French 41 65,9 34,1 0,0 P 383
Spanish 34 38.2 55,9 59 e 541
Danish 19 316 63,2 53 P 337
Swedish 14 24 71,4 7.1 e s
Swiss 17 64,7 353 0.0 e 388
Norwegian 14 21,4 78,6 0.0 e 3,29
Dutch 16 37,5 50,0 12,5 e 331
Italian 14 14,3 85,7 0.0 . 314
Austrian 5 40,0 60,0 0.0 e 540
Other 252 23,8 71,0 52 . 328
Type of trip*
Package tour 264 20,5 773 2.3 3,21
Individually-arranged tour 1042 29,5 671 3,5 3,35
Business-arranged tour 21 38,1 571 4,8 3,43
Purpose of visit*
Vacation/holiday 1284 27.2 69,7 31 3,32
Visiting friends/relatives 61 41,0 54,1 4,9 3,49
Eventin Iceland (leisurerelated) 68 26,5 67,6 5.9 3.28
Education and training 37 37.8 62,2 0.0 3,51
Business/small meeting 22 22,7 72,7 4,5 3,27
Conference/large meeting 12 50,0 50,0 0.0 3,67
Other 96 38,5 58,3 3.1 3,50

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS AT PINGVELLIR

NATIONAL PARK

Q.94. Did youfind the number of visitorsatPingvellir National Park acceptable, too many or too

few?
Count % 71% 0.5%5,4%

f Toomany (5) 67 5,4 12.9%
[ Rather many (4) 161 12,9

Acceptable (3) 929 74,2

Rather few (2) 89 7.1

Toofew (1) 6 0,5

Number of responses 1252 100,0

Number of respondents 1252 64,5

Did notanswer 688 35,5

Total 1940 100,0 74,2%

Mean 3,15
Standard deviation 0,64

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



NUMBER OF VISITORS AT PINGVELLIR

NATIONAL PARK

Q.94. Didyoufind the number ofvisitorsat Pingvellir National Park acceptable, too many or too

few?
Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 1252 18,2 74,2 7.6 e s s
Gender
Male 427 171 73,3 9,6 3,11
Female 823 18,8 74,6 6.6 3,18
Age
24 yearsand younger 215 23,3 67,9 8.8 3,24
25-34 years 437 20,1 73.2 6.6 3,18
35-44 years 224 15,2 76,8 8.0 3,11
45-54 years 172 15,7 76,7 7,6 3,11
55yearsand older 184 13,0 78,8 8.2 3,08
Whatis your profession?
Managerial 142 16.2 80,3 3,5 3,16
Professionals (dr./lawyer/account. etc.) 301 16,9 751 8.0 3,13
Other professionals 193 181 731 8.8 3,15
Teacher/Medical care 127 15,0 76,4 8.7 3,07
Clerical/Service 70 15,7 77.1 71 3,14
Vocational/Technical 44 31,8 614 6.8 3,32
Unskilled 5 0.0 100,0 0.0 3,00
Student 171 22,2 69,0 8.8 3,21
Retired/Homemaker 71 12,7 83,1 4,2 3,10
Artist/Musician/Actor etc. 10 20,0 80,0 0.0 3,20
Other 104 24,0 66,3 9,6 3,25
Household income
High 514 14,6 77.2 8.2 311
Average 508 18,9 75.2 5.9 3,18
Low 183 251 65,0 9.8 3.21
Marketarea*
North America 572 14,7 79,0 6.3 e 313
Britain 269 9.3 83.3 7.4 e 503
Central/Southern Europe 224 37.5 54,0 8,5 P s 35
Scandinavia 55 18,2 67.3 14,5 e 509
Asia 66 22,7 71,2 6.1 e 524
Other 65 15,4 73,8 10,8 e 308
Educational level*
Finished high school or less 96 323 62,5 5.2 e 336
Bachelor's degree or equivalent 741 16,5 75,7 7.8 L EERE
Master's/Ph.D. or equivalent 394 18,3 73,9 7,9 e 514

*Significant difference between groups according to ANOVA test (p<0,05). —



NUMBER OF VISITORS AT PINGVELLIR

NATIONAL PARK

Q.94. Didyoufind the number of visitorsat Pingvellir National Park acceptable, too many or too

few?
Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 1252 18,2 74,2 7.6 e s s
Nationality*
American 431 14,4 791 6.5 e 312
British 222 9.0 85,6 54 e 504
Canadian 136 15,4 80,1 4,4 e s1s
German 44 63,6 273 91 P 0
Chinese 37 27.0 64,9 81 e 527
French 34 73,5 23,5 2.9 e 394
Spanish 32 25,0 56.3 18,8 P 500
Danish 18 16,7 66.7 16,7 [ 306
Swedish 13 7,7 84,6 7,7 I 300
Swiss 16 56,3 43,8 0.0 e 375
Norwegian 13 77 61,5 30,8 e 25
Dutch 15 13,3 73,3 13,3 P 300
Italian 13 154 69,2 154 P 300
Austrian <5
Other 224 15,6 74,6 9,8 P 310
Type of trip*
Package tour 235 10,6 84,7 4,7 3,07
Individually-arranged tour 955 19,9 71,5 8.6 3,17
Business-arranged tour 16 25,0 68,8 6.3 3,31
Purpose of visit*
Vacation/holiday 1170 17,7 74,6 7.7 3,15
Visiting friends/relatives 57 316 59,6 8.8 3,33
Eventin Iceland (leisurerelated) 62 194 71,0 9,7 3,15
Education and training 36 222 75,0 2,8 3,25
Business/small meeting 21 33,3 61,9 4,8 3,38
Conference/large meeting 9 111 88,9 0.0 3,22
Other 89 24,7 68,5 6.7 3,25

*Significant difference between groups according to ANOVA test (p<0,05).

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF VISITORS AT JOKULSARLON

Q.95. Did you find the number of visitorsatJokulsarlén (Glacier Lagoon) acceptable, too many or

too few?
Count % 76% 06% 72%

f Toomany (5) 59 7.2
[ Rather many (4) 120 14,7

Acceptable (3) 571 69,9

Rather few (2) 62 7,6

Toofew (1) 5 0,6

Number of responses 817 100,0

Number of respondents 817 42,1

Did notanswer 1123 57,9

Total 1940  100,0 63.3%

Mean 3,20
Standard deviation 0,70

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



NUMBER OF VISITORS AT JOKULSARLON

Q.95. Did you find the number of visitorsatokulsarlén (Glacier Lagoon) acceptable, too many or

too few?
Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 817 21,9 69,9 8.2 s 520
Gender
Male 294 23,5 66,3 10,2 3,21
Female 521 211 71,8 71 3,20
Age
24 yearsand younger 154 27,3 64,9 7.8 3,27
25-34 years 300 24,7 66,7 8,7 3,24
35-44 years 157 17,8 73.9 8.3 3,15
45-54 years 97 21,6 68,0 10,3 3,18
55yearsand older 99 12,1 81,8 6.1 3,11
Whatis your profession?
Managerial 95 211 73,7 53 3,22
Professionals (dr./lawyer/account.etc.) 191 19,4 74,3 6.3 3,18
Other professionals 128 26,6 65,6 7.8 3,27
Teacher/Medical care 80 17,5 73,8 8.8 3,15
Clerical/Service 49 22,4 63.3 14,3 3,14
Vocational/Technical 33 36,4 54,5 9.1 3,39
Unskilled <5
Student 125 23,2 67.2 9,6 3,18
Retired/Homemaker 32 15,6 81,3 3,1 3,19
Artist/Musician/Actor etc. 5 40,0 40,0 20,0 3,20
Other 68 20,6 66.2 13,2 3,18
Household income
High 318 18,9 73.6 7.5 3,18
Average 346 2l,7 71,7 6.6 3,22
Low 125 27.2 60,0 12,8 3,23
Market area*
North America 368 18,2 75,5 6.3 e a8
Britain 141 121 80,1 7.8 e 808
Central/Southern Europe 167 35,9 51.5 12,6 P s34
Scandinavia 26 26,9 57,7 154 e 510
Asia 62 21,0 74,2 4,8 [ 519
Other 53 28,3 62,3 9.4 PN 326
Educational level
Finished high school or less 72 34,7 55,6 9,7 3,36
Bachelor's degree or equivalent 498 19,3 72,5 8.2 3,17
Master's/Ph.D. or equivalent 229 22,7 69,4 7.9 3,21

*Significant difference between groups according to ANOVA test (p<0,05). —



NUMBER OF VISITORS AT JOKULSARLON

Q.95. Did you find the number of visitorsatokulsarlén (Glacier Lagoon) acceptable, too many or

too few?
Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 817 21,9 69,9 8.2 s 520
Nationality*
American 270 18,1 759 59 e 318
British 107 11,2 83.2 56 P 510
Canadian 89 16,9 77.5 56 e s
German 34 64.7 23,5 11,8 e s
Chinese 35 11,4 82,9 57 e 306
French 27 85,2 14,8 0,0 P 210
Spanish 33 18,2 57,6 24,2 e 204
Danish 5 40,0 40,0 20,0 [ 360
Swedish 6 16,7 83,3 0.0 e 17
Swiss 13 46,2 46,2 7.7 e 362
Norwegian 7 0.0 714 28,6 . 057
Dutch 7 14,3 57.1 28,6 e 286
Italian 10 20,0 60.0 20,0 P 00
Austrian 5 60,0 0.0 40,0 [ 320
Other 169 19,5 71,0 9,5 P a5
Type of trip*
Package tour 150 12,0 82,7 53 3,09
Individually-arranged tour 627 23,8 67,0 9.3 3,22
Business-arranged tour 11 9.1 818 9.1 3,00
Purpose of visit*
Vacation/holiday 763 211 70.8 81 319
Visiting friends/relatives 37 48,6 40,5 10,8 3,54
Eventin Iceland (leisurerelated) 46 26,1 63,0 10,9 3,22
Education and training 26 30,8 654 3.8 3,35
Business/small meeting 13 30,8 61,5 7.7 3,38
Conference/large meeting 5 20,0 80,0 0.0 3,40
Other 60 317 58,3 10,0 3,35

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS IN AKUREYRI

Q.96. Did you find the number of visitors in Akureyriacceptable, too many or too few?

Count % La5% L1%21% oo
I Toomany (5) 1 21
I Rather many (4) 46 8.6
Acceptable (3) 399 74.4
Rather few (2) 74 13.8
Toofew (1) 6 11
Number of responses 536 100.0
Numberof respondents 536 276
Did notanswer 1404 72.4
Total 1940 100.0 74.4%
1 2 3 4 5
Mean 2.97
Standard deviation 0.59

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question, an average is

calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to5) the

betterresults are.




NUMBER OF VISITORS IN AKUREYRI

.96. Did you find the number of visitorsin Akureyriacceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 536 10,6 74,4 14,9 e 297
Gender
Male 202 11,4 71,3 17.3 2,93
Female 334 10.2 76,3 13,5 2.99
Age
24 yearsand younger 120 17,5 65,8 16,7 3,03
25-34 years 196 8,7 73,5 17,9 2.90
35-44 years 97 6.2 83,5 10,3 2,97
45-54 years 56 10,7 821 7.1 3,07
55yearsand older 57 8.8 77,2 14,0 2.95
Whatis your profession?
Managerial 70 57 84,3 10,0 2.94
Professionals (dr./lawyer/account. etc.) 126 56 80.2 14,3 2.93
Other professionals 73 12,3 68,5 19,2 2,96
Teacher/Medical care 54 7.4 81,5 111 2.98
Clerical/Service 32 15,6 59,4 25,0 2,91
Vocational/Technical 20 10,0 75,0 15,0 2,95
Unskilled <5
Student 88 18,2 64,8 17,0 3,02
Retired/Homemaker 15 6.7 86.7 6.7 3,00
Artist/Musician/Actor etc. 6 0.0 83.3 16,7 267
Other 41 14,6 70,7 14,6 3,00
Household income
High 185 8.6 76,2 151 2.96
Average 234 11,1 74,8 14,1 2,98
Low 93 9,7 74,2 16,1 2.92
Marketarea*
North America 223 3.6 83,0 13,5 e 201
Britain 91 3.3 89,0 7,7 e 205
Central/Southern Europe 130 27.7 531 19,2 e 512
Scandinavia 20 0.0 80,0 20,0 e 2s0
Asia 39 10,3 74,4 154 e 297
Other 32 18,8 56,3 25,0 s oo
Educational level*
Finished high school or less 46 26,1 65,2 8,7 e s 22
Bachelor's degree or equivalent 326 10,1 73,6 16,3 P 205
Master's/Ph.D. or equivalent 155 6.5 79.4 14,2 e 202

*Significant difference between groups according to ANOVA test (p<0,05). —



NUMBER OF VISITORS IN AKUREYRI

(.96. Did you find the number of visitorsin Akureyriacceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 536 10,6 74,4 14,9 s 297
Nationality*
American 160 3.8 819 14,4 e 289
British 67 4,5 89,6 6.0 e 297
Canadian 61 3.3 86.9 5,8 s 297
German 28 53,6 39,3 71 e 357
Chinese 22 18,2 68,2 13,6 P s 05
French 19 57.9 36.8 53 e 358
Spanish 30 3.3 63,3 33,3 s o7
Danish 5 0,0 80,0 20,0 e 20
Swedish <5
Swiss 9 55,6 44,4 0,0 e 357
Norwegian <5
Dutch <5
Italian 8 12,5 75,0 12,5 P 00
Austrian <5
Other 114 7.0 71,1 21,9 P oss
Type of trip*
Package tour 94 8.5 80.9 10,6 2,97
Individually-arranged tour 404 119 72,5 15,6 2,98
Business-arranged tour 7 0,0 85,7 14,3 2.86
Purpose of visit*
Vacation/holiday 489 10,0 74,2 15,7 2,95
Visiting friends/relatives 30 16,7 66,7 16,7 3,07
Eventin Iceland (leisurerelated) 33 15,2 72,7 121 3,06
Education and training 18 16,7 72,2 111 3,06
Business/small meeting 10 10,0 90,0 0.0 3,10
Conference/large meeting 5 0.0 100,0 0.0 3,00
Other 45 13.3 80,0 6.7 3,09

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS IN SKAFTAFELL

Q.97. Did you find the number of visitorsin Skaftafellacceptable, too many or too few?

Count % 81% 05%50%
f Toomany (5) 33 5,0 0%
I Rather many (4) 59 9,0
Acceptable (3) 507 771
Rather few (2) 53 8,1
Toofew (1) 6 0,9
Number of responses 658 100,0
Number of respondents 658 33,9
Did notanswer 1282 66,1
Total 1940 100.0 771%
1 2 3 4 5
Mean 3,09

Standard deviation 0.63

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



NUMBER OF VISITORS IN SKAFTAFELL

.97. Did you find the number of visitorsin Skaftafellacceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 658 14,0 77,1 9,0 P 509
Gender
Male 239 15,5 74,5 10,0 3,09
Female 419 131 78,5 8,4 3,09
Age
24 yearsand younger 136 14,0 76,5 S,6 3,07
25-34 years 247 15,0 74,9 10,1 3,08
35-44 years 122 131 79,5 7,4 3,11
45-54 years 79 12,7 79,7 7.6 3,10
55yearsand older 64 12,5 79,7 7.8 3,11
Whatis your profession?
Managerial 83 10.8 83,1 6.0 3,06
Professionals (dr./lawyer/account. etc.) 157 10,2 79,0 10.8 3,04
Other professionals 97 17,5 73.2 9.3 3,14
Teacher/Medical care 57 15,8 75.4 8.8 3,07
Clerical/Service 45 8.9 82,2 8.9 3,07
Vocational/Technical 25 24,0 60,0 16,0 3,20
Unskilled <5
Student 100 18,0 73,0 9,0 3,11
Retired/Homemaker 24 12,5 87,5 0.0 3,21
Artist/Musician/Actor etc. 5 0.0 80,0 20,0 2,60
Other 55 16,4 78.2 55 3,16
Household income
High 238 10,9 77.7 11,3 3,03
Average 285 14,7 78,2 7.0 3,12
Low 112 17,0 73,2 9.8 3,13
Market area*
North America 299 8,7 83,9 7.4 e 505
Britain 122 7.4 85,2 7.4 P 800
Central/Southern Europe 127 35,4 51.2 13,4 e 333
Scandinavia 20 50 85,0 10,0 P 500
Asia 51 9,8 82,4 7.8 e 504
Other 38 15,8 71,1 13,2 e 505
Educational level
Finished high school or less 58 22,4 70,7 6.9 3,21
Bachelor's degree or equivalent 408 13,0 77.5 9,6 3,08
Master's/Ph.D. or equivalent 178 13,5 77,5 9.0 3,07

*Significant difference between groups according to ANOVA test (p<0,05). —



NUMBER OF VISITORS IN SKAFTAFELL

.97. Did you find the number of visitorsin Skaftafellacceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 658 14,0 77.1 9,0 P 309
Nationality*
American 214 7.9 85,0 7.0 e 304
British 88 8,0 87.5 4,5 e 305
Canadian 82 9,8 82,9 7.3 e 507
German 23 52,2 39.1 8,7 e 548
Chinese 26 11,5 84.6 3.8 e 808
French 22 72,7 27,3 0,0 e 214
Spanish 27 111 70,4 18,5 e 203
Danish 5 20,0 80,0 0,0 [ 340
Swedish <5
Swiss 9 55,6 44,4 0.0 e 3,78
Norwegian <5
Dutch <5
Italian 7 14,3 85,7 0.0 . 314
Austrian <5
Other 141 121 723 15,6 . 299
Type of trip*
Package tour 122 8.2 86.9 4,9 3,03
Individually-arranged tour 502 15,9 74,3 9,8 3,11
Business-arranged tour 8 12,5 75,0 12,5 3,13
Purpose of visit*
Vacation/holiday 619 13,6 76,9 9,5 3,08
Visiting friends/relatives 26 15,4 73,1 11,5 3,08
Eventin Iceland (leisurerelated) 36 8.3 80,6 111 3,00
Education and training 18 27.8 72,2 0.0 3,33
Business/small meeting 10 20,0 80,0 0.0 3,30
Conference/large meeting <5
Other 41 171 82,9 0,0 3,20

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS IN SNAEFELLSNES

NATIONAL PARK

Q.98. Did you find the number of visitorsin Snafellsnes National Park acceptable, too manyortoo

few?
Count %
f Toomany (5) 27 41
I Rather many (4) 46 7.1
Acceptable (3) 479 73,6
Rather few (2) 89 13,7
Toofew (1) 10 15
Number of responses 651 100,0
Number of respondents 651 33,6
Did notanswer 1289 66,4
Total 1940 100,0

1,5% 4,1%
13,7% 71%
73,6%
2 3 4 5
Mean 2,99

Standard deviation 0,66

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is

calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.




NUMBER OF VISITORS IN SNAEFELLSNES

NATIONAL PARK

Q.98. Did you find the number of visitorsin Snafellsnes National Park acceptable, too manyortoo

few?
Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 651 11,2 73,6 15,2 P 299
Gender
Male 232 12,9 69,4 17,7 2,98
Female 417 10,3 76,0 13,7 2,99
Age
24 yearsand younger 126 13,5 72,2 14,3 3,01
25-34 years 239 10.9 74,5 14.6 3,00
35-44 years 118 10,2 73,7 16,1 2.94
45-54 years 83 8.4 75,9 15,7 2.96
55yearsand older 74 10,8 71,6 17,6 2,96
Whatis your profession?
Managerial 85 11.8 78,8 9.4 3,05
Professionals (dr./lawyer/account. etc.) 155 8.4 79,4 12,3 2.99
Other professionals 103 9,7 68,9 21,4 2.90
Teacher/Medical care 56 71 78,6 14,3 2,93
Clerical/Service 41 9.8 70,7 19,5 2,95
Vocational/Technical 25 24,0 64,0 12,0 3,16
Unskilled <5
Student 92 17,4 69,6 13,0 3,07
Retired/Homemaker 28 10,7 82,1 71 3,04
Artist/Musician/Actor etc. 6 0.0 50,0 50,0 2.50
Other 49 12,2 61,2 26,5 2.90
Household income
High 246 7.3 76,0 16,7 2,91
Average 279 12,2 74,2 13,6 3,02
Low 104 16,3 66.3 17.3 3,03
Marketarea*
North America 292 4,5 80.1 15,4 e 200
Britain 122 6.6 80.3 13,1 e 204
Central/Southern Europe 129 26,4 57.4 16,3 e 518
Scandinavia 23 13,0 69,6 17.4 P 500
Asia 47 12,8 78,7 8,5 e 509
Other 37 24,3 54,1 21,6 e .03
Educational level*
Finished high school or less 45 28,9 57,8 13,3 e 321
Bachelor's degree or equivalent 405 9,4 753 153 P 297
Master's/Ph.D. or equivalent 190 11,1 73,2 15,8 e 206

*Significant difference between groups according to ANOVA test (p<0,05). “



NUMBER OF VISITORS IN SNAEFELLSNES

NATIONAL PARK

Q.98. Did you find the number of visitorsin Snafellsnes National Park acceptable, too manyortoo

few?
Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 651 11,2 73,6 15,2 P 299
Nationality*
American 215 51 78,6 16,3 P 200
British 94 53 84.0 10,6 e 206
Canadian 74 41 83.8 12,2 e 203
German 24 41,7 45,8 12,5 e 350
Chinese 21 14,3 81,0 4.8 [ 510
French 22 773 22,7 0,0 e 218
Spanish 24 0,0 87.5 12,5 e oss
Danish 6 0,0 50,0 50.0 s os0
Swedish <5
Swiss 8 50,0 50,0 0.0 e 363
Norwegian <5
Dutch 8 0,0 37.5 62,5 P 238
Italian 7 28,6 57.1 14,3 . 314
Austrian <5
Other 138 123 68,1 19,6 P 292
Type of trip*
Package tour 114 6.1 83.3 10,5 2,95
Individually-arranged tour 502 12,7 713 15,9 3,01
Business-arranged tour 7 14,3 71,4 14,3 3,14
Purpose of visit*
Vacation/holiday 605 10,9 73,7 15,4 2,98
Visiting friends/relatives 30 16,7 53,3 30,0 2.97
Eventin Iceland (leisurerelated) 40 10,0 70,0 20,0 2.90
Education and training 22 18,2 68,2 13,6 3,14
Business/small meeting 12 8.3 75,0 16,7 2,92
Conference/large meeting <5
Other 49 12,2 71,4 16.3 3,00

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS AT DETTIFOSS

.99, Did you find the number of visitors at Dettifoss acceptable, too many or too few?

Count % 75% L19% 54%

I oo many 5) 26 5,4 reve
I Rather many (4) 35 7.2

Acceptable (3) 377 78,1

Rather few (2) 36 7.5

Toofew (1) 9 19

Number of responses 483 100,0

Number of respondents 483 24,9

Did notanswer 1457 751

Total 1940 100.,0 78.1%

1 2 3 4 5
Mean 3,07

Standard deviation 0,66

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



NUMBER OF VISITORS AT DETTIFOSS

.99. Did you find the number of visitors at Dettifoss acceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 483 12,6 78,1 9.3 e 507
Gender
Male 187 13,4 75,4 11,2 3,04
Female 296 12,2 79,7 8,1 3,08
Age
24 yearsand younger 110 15,5 74,5 10,0 3,08
25-34 years 171 14,6 75,4 9,9 3,08
35-44 years 90 10,0 82,2 7.8 3,07
45-54 years 53 57 88.7 57 3,00
55yearsand older 54 13,0 75,9 11,1 3,09
Whatis your profession?
Managerial 59 119 84,7 3.4 3,12
Professionals (dr./lawyer/account. etc.) 118 6.8 83,9 9.3 3,00
Other professionals 65 15,4 70,8 13,8 3,05
Teacher/Medical care 45 15,6 80,0 4,4 3,18
Clerical/Service 31 12,9 71,0 16,1 3,03
Vocational/Technical 20 15,0 75,0 10,0 3,10
Unskilled <5
Student 79 17,7 69,6 12,7 3,08
Retired/Homemaker 11 0.0 100,0 0.0 3,00
Artist/Musician/Actor etc. 5 0.0 100,0 0.0 3,00
Other 40 15,0 750 10,0 3,08
Household income
High 162 9.3 81,5 9,3 3,01
Average 214 121 79,9 7.9 3,09
Low 88 20,5 67.0 12,5 3,14
Marketarea*
North America 189 5.8 85,2 9,0 e 206
Britain 92 2.2 90,2 7.6 e 205
Central/Southern Europe 119 29,4 59,7 10,9 e 529
Scandinavia 17 11.8 76,5 118 P 506
Asia 37 2,7 89,2 8.1 e 297
Other 28 321 57.1 10,7 P 529
Educational level
Finished high school or less 35 14,3 82,9 2.9 3,17
Bachelor's degree or equivalent 292 123 78,1 9.6 3,05
Master's/Ph.D. or equivalent 146 12,3 77,4 10,3 3,06

*Significant difference between groups according to ANOVA test (p<0,05). “



NUMBER OF VISITORS AT DETTIFOSS

.99. Did you find the number of visitors at Dettifoss acceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 483 12,6 78,1 9.3 e 507
Nationality*
American 138 8.0 82,6 9,4 P 299
British 67 3.0 95,5 15 e 301
Canadian 51 3.9 90,2 59 e 300
German 21 476 429 9,5 e 357
Chinese 20 5.0 90,0 50 P 500
French 18 611 333 56 e 389
Spanish 30 13,3 76.7 10,0 P 510
Danish <5
Swedish <5
Swiss 8 50,0 50,0 0,0 e 375
Norwegian <5
Dutch <5
Italian 8 0.0 87.5 12,5 e oss
Austrian <5
Other 105 14,3 71,4 14,3 P 502
Type of trip*
Package tour 94 53 88,3 6.4 3,00
Individually-arranged tour 359 14,8 75,8 9.5 3,10
Business-arranged tour 8 25,0 75,0 0.0 3,50
Purpose of visit*
Vacation/holiday 445 12,4 78.2 9.4 3,06
Visiting friends/relatives 25 16,0 76,0 8.0 3,12
Eventin Iceland (leisurerelated) 26 3.8 73,1 23,1 2.85
Education and training 19 26,3 73,7 0.0 3,37
Business/small meeting 10 20,0 80,0 0.0 3,30
Conference/large meeting <5
Other 40 20,0 75,0 50 3,23

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS IN MYVATN

0.100. Didyou find the number of visitorsin Myvatn acceptable, too many ortoo few?

Count %

f Toomany (5) 25 4,9
I Rather many (4) 50 9,8
Acceptable (3) 377 73,6
Rather few (2) 53 10,4
Toofew (1) 7 1.4
Number of responses 512 100,0
Number of respondents 512 26,4
Did notanswer 1428 73,6
Total 1940 100,0

10405 A% A%
' 9,8%

73,6%

Mean 3,06
Standard deviation 0,67

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is

calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



NUMBER OF VISITORS IN MYVATN

0.100. Didyou find the number of visitorsin Myvatn acceptable, too many ortoo few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 512 14,6 73,6 11,7 P 06
Gender
Male 205 151 70,7 14,1 3,03
Female 307 14,3 75,6 10,1 3,08
Age
24 yearsand younger 115 18,3 69,6 12,2 3,06
25-34 years 184 14,7 72,3 13.0 3,05
35-44 years 97 13,4 78,4 8.2 3,10
45-54 years 53 7,5 84,9 7,5 3,04
55yearsand older 56 16,1 69,6 14,3 3,09
Whatis your profession?
Managerial 68 16.2 76,5 7.4 3,12
Professionals (dr./lawyer/account. etc.) 123 12,2 76,4 11,4 3,04
Other professionals 72 111 72,2 16,7 2,97
Teacher/Medical care 47 14,9 80.9 4,3 3,19
Clerical/Service 34 11,8 76,5 11,8 3,06
Vocational/Technical 18 16,7 72,2 111 3,22
Unskilled <5
Student 82 18,3 64,6 171 2.99
Retired/Homemaker 12 0.0 91,7 8.3 2.92
Artist/Musician/Actor etc. 5 20,0 80,0 0.0 3,20
Other 41 19,5 65,9 14,6 3,10
Household income
High 168 10,7 78,0 11,3 3,01
Average 227 13,7 76,2 101 3,09
Low 96 21,9 62,5 15,6 3,10
Marketarea*
North America 208 6.3 83.7 10,1 s 297
Britain 88 3.4 86,4 10,2 e 203
Central/Southern Europe 127 35,4 51.2 13,4 P s34
Scandinavia 18 56 77.8 16,7 e oss
Asia 37 54 89,2 54 e 503
Other 33 30,3 45,5 24,2 P 500
Educational level
Finished high school or less 42 19,0 69,0 11,9 3,12
Bachelor's degree or equivalent 315 14,9 73,3 11,7 3,06
Master's/Ph.D. or equivalent 146 12,3 76,0 11,6 3,05

*Significant difference between groups according to ANOVA test (p<0,05). “



NUMBER OF VISITORS IN MYVATN

0.100. Didyou find the number of visitorsin Myvatn acceptable, too many ortoo few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 512 14,6 73,6 11,7 e 506
Nationality*
American 150 8.7 82,0 9,3 e 301
British 64 3.1 92,2 4,7 e 208
Canadian 58 3.4 87.9 8,6 . 297
German 28 60,7 28,6 10,7 e s
Chinese 18 56 88,9 56 P 500
French 17 82,4 118 59 P 212
Spanish 31 16,1 67.7 16,1 P 500
Danish <5
Swedish <5
Swiss 8 50,0 50,0 0,0 e 375
Norwegian <5
Dutch <5
Italian 8 0.0 87.5 12,5 e oss
Austrian <5
Other 113 14,2 67.3 18,6 P 206
Type of trip*
Package tour 90 7.8 81,1 11,1 2,97
Individually-arranged tour 391 16,6 72,4 11,0 3,10
Business-arranged tour 7 14,3 71,4 14,3 3,14
Purpose of visit*
Vacation/holiday 472 14,4 73,5 121 3,06
Visiting friends/relatives 26 15,4 73,1 11,5 3,12
Eventin Iceland (leisurerelated) 28 3,6 75,0 21,4 2.82
Education and training 18 22, 66,7 111 3,17
Business/small meeting 8 12,5 87,5 0.0 3,13
Conference/large meeting <5
Other 42 21,4 69,0 9,5 3,21

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS IN

LANDMANNALAUGAR

Q.101. Did you find the number of visitors in Landmannalaugar acceptable, too many or too few?

Count % 7.5%\0'5% 37% 5.6%
I Toomany (5) 16 37
I Rather many (4) 24 56
Acceptable (3) 355 82.8
Rather few (2) 32 7.5
Toofew (1) 2 0.5
Number of responses 429 100.0
Numberof respondents 429 221
Did notanswer 1511 77.9
Total 1940 100.0 82.8%
1 2 3 4 5
Mean 3.05
Standard deviation 054

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question, an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to5) the
betterresults are.




NUMBER OF VISITORS IN

LANDMANNALAUGAR

Q.101. Did you find the numberof visitorsin Landmannalaugar acceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 429 9,3 82,8 7.9 P 305
Gender
Male 170 10,6 79,4 10,0 3,04
Female 259 8,5 84,9 6.6 3,05
Age
24 yearsand younger 95 13,7 77,9 8.4 3,09
25-34 years 147 8.8 83,7 7.5 3,05
35-44 years 81 9.9 81,5 8.6 3,06
45-54 years 52 3.8 90,4 5.8 2.98
55yearsand older 48 6.3 85,4 8.3 3,00
Whatis your profession?
Managerial 61 9.8 83,6 6.6 3,05
Professionals (dr./lawyer/account. etc.) 106 4,7 87,7 75 2,98
Other professionals 56 10,7 75,0 14,3 3,04
Teacher/Medical care 40 12,5 85,0 2.5 3,18
Clerical/Service 28 14,3 78,6 71 3,14
Vocational/Technical 15 6.7 86.7 6.7 3,00
Unskilled <5
Student 67 14,9 73.1 11,9 3,06
Retired/Homemaker 15 6.7 93,3 0.0 3,07
Artist/Musician/Actor etc. <5
Other 29 3,4 89,7 6.9 2.97
Household income
High 140 6.4 86.4 71 3,00
Average 192 9,9 84,9 52 3,09
Low 77 13.0 71,4 15,6 3,03
Marketarea*
North America 175 3.4 90,3 6.3 e 208
Britain 85 2.4 90.6 71 e 206
Central/Southern Europe 95 253 63,2 11,6 e 323
Scandinavia 18 0.0 88,9 111 e 280
Asia 28 71 89,3 3.6 e 504
Other 27 18,5 70,4 111 R
Educational level
Finished high school or less 34 11,8 85,3 2.9 318
Bachelor's degree or equivalent 268 10,4 81,7 7.8 3,07
Master's/Ph.D. or equivalent 119 6.7 84,9 8.4 2.98

*Significant difference between groups according to ANOVA test (p<0,05).
EEY4




NUMBER OF VISITORS IN

LANDMANNALAUGAR

Q.101. Did you find the number of visitorsin Landmannalaugar acceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 429 9,3 82,8 7.9 e 505
Nationality*
American 126 4,8 89,7 56 e s 01
British 64 31 93.8 31 e 502
Canadian 50 2,0 92,0 6.0 e 208
German 14 50,0 35,7 14,3 e s
Chinese 16 6.3 87.5 6.3 P 500
French 11 45,5 54,5 0,0 e 355
Spanish 28 14,3 750 10,7 R
Danish 5 0,0 80,0 20,0 e 20
Swedish <5
Swiss 8 50,0 50,0 0.0 e 363
Norwegian <5
Dutch <5
Italian 5 0.0 100,0 0.0 P 00
Austrian <5
Other 91 9,9 76,9 13,2 . 208
Type of trip*
Package tour 82 4,9 89,0 6.1 3,00
Individually-arranged tour 322 11,2 80,4 8.4 3,07
Business-arranged tour 7 14,3 85,7 0.0 3,29
Purpose of visit*
Vacation/holiday 399 9.0 82,5 8,5 3,04
Visiting friends/relatives 19 53 84,2 10,5 3,00
Eventin Iceland (leisure related) 24 8,3 75,0 16,7 2,92
Education and training 14 214 78,6 0.0 3,29
Business/small meeting 9 111 77.8 111 3,00
Conference/large meeting <5
Other 33 15,2 78,8 6.1 3,15

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS IN HUSAFELL

Q.102. Did you find the number of visitors in Hisafell acceptable, too many or too few?

Count % 9.0% 0.5% 29% 6.8%
I Too many (5) 13 2.9
I Rather many (4) 30 6.8
Acceptable (3) 358 80.8
Rather few (2) 40 9.0
Toofew (1) 2 0.5
Number of responses 443 100.0
Numberof respondents 443 22.8
Did notanswer 1497 77.2
Total 1940 100.0 80.8%
1 2 3 4 5
Mean 3.03
Standard deviation 054

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question, an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to5) the
betterresults are.




NUMBER OF VISITORS IN HUSAFELL

Q.102. Did you find the number of visitorsin Hisafellacceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %

Total 443 9,7 80,8 9,5 P 503
Gender
Male 179 11,7 76,0 12,3 3,02
Female 264 8,3 84,1 7.6 3,03
Age*
24 yearsand younger 95 16,8 72,6 10,5 e s
25-34 years 156 10,9 81,4 7.7 e 308
35-44 years 86 7.0 83,7 93 e 2a9
45-54 years 53 19 86.8 11,3 e 27
S5yearsand older 47 43 851 10,6 e 20s
Whatis your profession?
Managerial 61 6.6 86.9 6.6 3,02
Professionals (dr./lawyer/account.etc.) 103 2.9 90.3 6.8 2.96
Other professionals 64 10,9 68,8 20,3 2,92
Teacher/Medical care 41 9.8 87.8 2.4 3,15
Clerical/Service 29 13,8 79.3 6.9 3,17
Vocational/Technical 16 18,8 68,8 12,5 3,06
Unskilled <5
Student 68 19,1 66,2 14,7 3,07
Retired/Homemaker 14 71 85,7 71 3,00
Artist/Musician/Actor etc. <5
Other 34 8.8 85,3 5.9 3,03
Household income
High 147 7.5 85,0 7.5 3,01
Average 205 10,7 81,5 7.8 3,08
Low 74 8.1 74,3 17,6 2,91
Marketarea*
North America 178 4,5 87.1 8.4 s 297
Britain 91 11 92,3 6.6 e 205
Central/Southern Europe 95 23,2 63,2 13,7 B EERTS
Scandinavia 18 111 83,3 56 R
Asia 31 9,7 80,6 9,7 e 303
Other 29 24,1 65,5 10,3 e s
Educational level
Finished high school or less 35 20,0 74,3 57 3,20
Bachelor's degree or equivalent 278 10,1 80,6 9.4 3,04
Master's/Ph.D. or equivalent 122 6.6 83.6 9.8 2,98

*Significant difference between groups according to ANOVA test (p<0,05).




NUMBER OF VISITORS IN HUSAFELL

Q.102. Didyou find the number of visitorsin Husafellacceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 443 9,7 80,8 9,5 P 503
Nationality*
American 131 53 88,5 6.1 [ 500
British 70 14 95,7 2,9 e 200
Canadian 48 21 87,5 10,4 s 292
German 15 26,7 46,7 26,7 e 500
Chinese 16 12,5 813 6.3 P .06
French 12 58,3 41,7 0,0 e s
Spanish 28 14,3 714 14,3 e 507
Danish <5
Swedish <5
Swiss 9 44,4 44,4 111 P 344
Norwegian <5
Dutch <5
Italian 6 0.0 100,0 0.0 P 00
Austrian <5
Other 94 11,7 73,4 14,9 . 301
Type of trip*
Package tour 86 3.5 89,5 7.0 2.98
Individually-arranged tour 333 114 78,7 9.9 3,05
Business-arranged tour 9 22,2 77.8 0.0 3,33
Purpose of visit*
Vacation/holiday 408 91 80,6 10,3 3,01
Visiting friends/relatives 20 10,0 85,0 5.0 3,10
Eventin Iceland (leisure related) 25 8.0 76,0 16,0 2,92
Education and training 18 16,7 77.8 56 3,11
Business/small meeting 9 11,1 77.8 11,1 3,11
Conference/large meeting 5 20,0 80,0 0.0 3,40
Other 38 158 78,9 53 3,18

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS IN [SAFJORPUR

0.103. Did you find the number of visitors in [safjérdur acceptable, too many or too few?

Count % 1049, LA%L9% 550
I Too many (5) 8 19
I Rather many (4) 23 55
Acceptable (3) 335 80.7
Rather few (2) 43 10.4
Toofew (1) 6 1.4
Number of responses 415 100.0
Numberof respondents 415 214
Did notanswer 1525 78.6
Total 1940 100.0 80.7%
1 2 3 4
Mean 2.96
Standard deviation 054

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question, an average is

calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to5) the

betterresults are.




NUMBER OF VISITORS IN [SAFJORPUR

Q.103. Did you find the number of visitorsin [safjérduracceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 415 7,5 80,7 11,8 e 206
Gender
Male 168 77 78,6 13,7 2,93
Female 247 7.3 82,2 10,5 2.98
Age
24 yearsand younger 93 14,0 75,3 10.8 3,06
25-34 years 151 7.3 76,2 16.6 2,90
35-44 years 77 5,2 84,4 10,4 2,95
45-54 years 48 4,2 91,7 4,2 2.98
55yearsand older 40 2,5 90,0 7,5 2,98
Whatis your profession?
Managerial 61 6.6 88,5 4,9 3,02
Professionals (dr./lawyer/account.etc.) 102 4,9 88,2 6.9 2.99
Other professionals 53 3.8 71,7 24,5 2.77
Teacher/Medical care 37 54 89,2 54 3,00
Clerical/Service 28 71 78,6 14,3 2.96
Vocational/Technical 16 18,8 68,8 12,5 3,06
Unskilled <5
Student 67 14,9 67.2 17.9 2.99
Retired/Homemaker 10 0.0 100,0 0,0 3,00
Artist/Musician/Actor etc. <5
Other 29 6.9 79,3 13,8 2.93
Household income*
High 140 57 85,0 9.3 P 206
Average 185 9,2 816 9.2 e k02
Low 72 6.9 68,1 25,0 e o
Marketarea
North America 174 2.9 86,8 10,3 2.93
Britain 89 3.4 88,8 7.9 2,96
Central/Southern Europe 85 18,8 63.5 17,6 3,04
Scandinavia 15 0,0 80,0 20,0 2.80
Asia 29 6.9 86.2 6.9 3,03
Other 23 21,7 60,9 17,4 3,00
Educational level
Finished high school or less 33 15,2 78,8 6.1 3,15
Bachelor's degree or equivalent 260 7.3 79,6 131 2.94
Master's/Ph.D. orequivalent 116 6.0 82,8 11.2 2,95

*Significant difference between groups accordingto ANOVA test (p<0,05). “



NUMBER OF VISITORS IN [SAFJORPUR

Q.103. Did you find the number of visitorsin [safjérduracceptable, too many or too few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 415 7,5 80,7 11,8 e 206
Nationality*
American 127 3.9 86,6 9,4 e 204
British 65 15 93.8 4,6 P 297
Canadian 46 0,0 89,1 10,9 P 259
German 13 38,5 53,8 7.7 e a6
Chinese 16 6.3 87.5 6.3 P 500
French 11 54,5 45,5 0,0 e 364
Spanish 21 4,8 714 23.8 L
Danish <5
Swedish <5
Swiss 7 42,9 57.1 0.0 e 357
Norwegian <5
Dutch <5
Italian 8 0.0 87.5 12,5 e oss
Austrian <5
Other 89 9,0 71,9 19,1 P 200
Type of trip*
Package tour 82 6.1 87.8 6.1 3,00
Individually-arranged tour 305 8.2 79,3 12,5 2.97
Business-arranged tour 6 16,7 83,3 0.0 3,33
Purpose of visit*
Vacation/holiday 380 71 81,3 11,6 2,96
Visiting friends/relatives 25 4,0 72,0 24,0 2.84
Eventin Iceland (leisurerelated) 28 3,6 75,0 21,4 2.82
Education and training 15 20,0 60,0 20,0 3,00
Business/small meeting 9 0.0 77.8 22.2 2,78
Conference/large meeting <5
Other 34 8.8 70,6 20,6 2.85

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF VISITORS IN

SEYPISFJORPUR

Q.104. Did youfind the number of visitorsin Seydisfjorduracceptable, too many or too few?

Count % 105% 23%1% 6104

f Toomany (5) 9 21
I Rather many (4) 26 6.1

Acceptable (3) 338 79,0

Rather few (2) 45 10,5

Toofew (1) 10 2,3

Number of responses 428 100,0

Number of respondents 428 22,1

Did notanswer 1512 77,9

Total 1940 100.,0 79,0%

1 2 3 4 5
Mean 2,95

Standard deviation 0.58

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



NUMBER OF VISITORS IN

SEYPISFJORPUR

Q.104. Did youfind the number of visitorsin Seydisfjorouracceptable, too manyortoo few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 428 8.2 79,0 12,9 s 205
Gender
Male 172 8.7 73,8 17,4 2.89
Female 256 78 82,4 9,8 2.99
Age
24 yearsand younger 97 16,5 73,2 10,3 3,09
25-34 years 146 6.8 78,8 14,4 2.90
35-44 years 83 3.6 79,5 16.9 2.88
45-54 years 52 7,7 84,6 7,7 2.98
55yearsand older 43 4,7 86,0 9.3 2,95
Whatis your profession?
Managerial 63 7.9 84,1 7.9 2.98
Professionals (dr./lawyer/account.etc.) 107 4,7 83.2 121 2,93
Other professionals 58 8.6 70,7 20,7 2.86
Teacher/Medical care 39 51 87.2 77 2.97
Clerical/Service 27 74 74,1 18,5 2.89
Vocational/Technical 16 18,8 68,8 12,5 3,13
Unskilled <5
Student 65 16,9 69,2 13,8 3,05
Retired/Homemaker 10 0.0 100,0 0.0 3,00
Artist/Musician/Actor etc. <5
Other 31 3,2 80,6 16,1 2,84
Householdincome
High 146 6.2 82,2 11,6 2.92
Average 198 9,6 78,3 121 2,99
Low 68 8.8 73,5 17,6 2.90
Marketarea
North America 181 2.8 87.3 9.9 2.92
Britain 86 58 87,2 7.0 2.98
Central/Southern Europe 91 19,8 58.2 22,0 3,01
Scandinavia 14 0,0 85,7 14,3 2.86
Asia 31 9,7 774 129 2,97
Other 25 16,0 64,0 20,0 2.88
Educational level
Finished high school or less 35 17.1 74,3 8.6 3,11
Bachelor's degree or equivalent 266 7.5 80.1 12,4 2.95
Master's/Ph.D. orequivalent 120 7,5 78,3 14,2 2,93

Difference between groupsis not statistically significant. “



NUMBER OF VISITORS IN

SEYPISFJORPUR

Q.104. Did youfind the number of visitorsin Seydisfjorduracceptable, too manyortoo few?

Number of Rather/ Rather/
answers too many Acceptable too few
Count % % %
Total 428 8.2 79,0 12,9 s 205
Nationality*
American 133 3.8 87,2 9,0 s 204
British 65 31 90.8 6.2 e oo
Canadian 47 0,0 89.4 10,6 e 250
German 15 33,3 53,3 13,3 e 333
Chinese 16 18,8 75,0 6.3 b ERE
French 13 61,5 38,5 0.0 e 385
Spanish 22 4,5 63,6 318 s 250
Danish <5
Swedish <5
Swiss 7 42,9 57.1 0,0 e 357
Norwegian <5
Dutch <5
Italian 5 0.0 100,0 0.0 P 00
Austrian <5
Other 91 7,7 71,4 20,9 P 25
Type of trip*
Package tour 84 6.0 89,3 4,8 3,01
Individually-arranged tour 320 9,4 75,9 14,7 2,95
Business-arranged tour 7 14,3 71,4 14,3 3,14
Purpose of visit*
Vacation/holiday 398 8.0 78,9 131 2,95
Visiting friends/relatives 20 50 80,0 15,0 2.95
Eventin Iceland (leisure related) 26 3.8 73,1 23,1 2.81
Education and training 15 13,3 66,7 20,0 2.93
Business/small meeting 8 0.0 87,5 12,5 2.88
Conference/large meeting <5
Other 31 6.5 77,4 16,1 2.87

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




TOURIST INFORMATION AND SIGNPOSTS

ON TOURIST SITES

Q.105. Pleaserate the touristinformation and signpostsin connection with touristsitesin general
using ascale of 0-10, where Oisvery unsatisfactoryand 10 is very satisfactory.

Count %

o 538 333 333%

B 301 186 18,6%

E 418 258 25,8%

| K 194 120

G 74 46

B 53 33 33%

I 4 12 07 | 0,7%

I 3 16 1,0 -I 1.0%

I 2 4 02 | 0%

I 1 4 02 ) oz
0 4 02 | 0%
Number of responses 1618 100,0 0% 10(')%
Number of respondents 1618 83,4
Did notanswer 322 16,6 Mean 8,41
Total 1940 100,0 Standard deviation 1,64
107 826 8,34 8,33 8,38 8,41

0 T ' ' '
Summer “11 Winter Winter Summer 14 Winter
‘11/712 ‘13/714 "15/716
Darkest bar: winter 15-16
Summer 14
Winter 13-14
100% A
Winter 11-12
Faintest bar: Summer 11
X
S o (=] o (=]
s T X 2R
N 8 o X S 28 % g
S 5 g a m N g g a g R & Q-3
Qg W < XN @M g NomoN N g S X X
NN NN NN N’ ™ AR g8 5
o~ NN © R N = 2 A
< < 1 @ Q R X E m
= = = 4 o n R © @ o
O ©O ® a
0% -

10 9 8 7 0-6




TOURIST INFORMATION AND SIGNPOSTS

ON TOURIST SITES

Q.105. Pleaserate the touristinformation and signpostsin connection with touristsitesin general
using ascale of 0-10, where Qisvery unsatisfactory and 10is very satisfactory.

Number of

answers 10 9 8 7 0-6
Count % % % % %

Total 1618 33.3 18,6 25,8 12,0 103 [ s 41
Gender
Male 544 27,0 18,8 30,3 14,7 9,2 8,33
Female 1072 36,4 18,6 23,6 10,6 10,8 8,45
Age
24 yearsand younger 267 36.3 15,0 25,8 101 12,7 8,39
25-34 years 563 33,7 20,4 23,1 13,9 8.9 8,48
35-44 years 297 35,0 18,9 24,9 101 111 8,47
45-54 years 225 28,0 16.9 32,4 12,9 9.8 8,27
55yearsand older 245 32,7 20,0 25,7 10,6 11,0 8,35
Whatis your profession?
Managerial 185 30,3 18,4 22,7 16,2 12,4 8,16
Professionals (dr./lawyer/account. etc.) 363 30,3 19,6 25,9 14,3 9.9 8,38
Other professionals 263 32,7 20,5 25,5 9.9 11,4 8,45
Teacher/Medical care 165 34,5 16.4 29,7 9,1 10,3 8,48
Clerical/Service 84 381 16,7 27,4 119 6.0 8,65
Vocational/Technical 55 34,5 23,6 16,4 12,7 12,7 8,40
Unskilled 9 44,4 33.3 0.0 0.0 22,2 8,67
Student 222 33.3 15,8 29,3 11,3 10,4 8,35
Retired/Homemaker 98 39,8 18,4 26,5 6.1 9,2 8,57
Artist/Musician/Actor etc. 17 41,2 17,6 11,8 17,6 11,8 8,47
Other 136 34,6 19,9 27,9 9.6 8.1 8,51
Household income
High 655 34,2 18,8 24,9 13,0 9.2 8,43
Average 664 33.3 18,2 25,6 12,5 10,4 8,42
Low 241 33,2 20,7 26,1 71 12,9 8,43
Market area*
North America 766 40,3 21,1 22,5 9,0 70 s s70
Britain 320 29,4 16,6 26,9 14,7 125 e .23
Central/Southern Europe 276 26,4 15,2 312 14,1 13,0 e s15
Scandinavia 87 310 126 33.3 13,8 92 [ 830
Asia 84 11,9 20,2 26,2 16,7 250 N 764
Other 82 28,0 19,5 28,0 15,9 85 [ 524
Educational level
Finished high school or less 131 29,0 18,3 24,4 14,5 13,7 8,18
Bachelor's degree or equivalent 955 33.8 18,7 26,2 10,9 10,4 8,43
Master's/Ph.D. or equivalent 508 33.3 191 25,6 13.4 8.7 8,47

*Significant difference between groups according to ANOVA test (p<0,05). “



TOURIST INFORMATION AND SIGNPOSTS

ON TOURIST SITES

Q.105. Pleaserate the touristinformation and signpostsin connection with touristsitesin general
using ascale of 0-10, where Oisvery unsatisfactory and 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1618 33,3 18,6 25,8 12,0 103 [ s 41
Nationality*
American 581 43,5 20,3 20,7 9,0 6,5 [ .77
British 268 28,7 15,7 28,0 16,0 11,6 [ s,23
Canadian 180 33.9 211 28,3 9,4 72 [N 854
German 64 29,7 14,1 26,6 12,5 172 [ 803
Chinese 47 21,3 17,0 319 10,6 191 P 7,04
French 42 23,8 26,2 28,6 14,3 71 [ 833
Spanish 33 121 91 33,3 18,2 27,3 [N 739
Danish 25 36.0 20,0 36,0 4,0 40 P s.80
Swedish 23 43,5 17,4 17,4 21,7 00 P 883
Swiss 21 23,8 14,3 429 48 143 e s14
Norwegian 20 20,0 150 40,0 10,0 150 e 7,80
Dutch 18 5,6 27.8 33,3 16,7 16,7 s 7,78
Italian 14 14,3 21,4 50,0 0.0 143 N 8,14
Austrian 6 16,7 0.0 16,7 33,3 33,3 [ 717
Other 276 26,1 17.8 26,4 15,6 141 e 12
Type of trip*
Package tour 311 37.9 17,0 19,9 14,1 10,9 8,49
Individually-arranged tour 1226 32,3 18,8 27,1 115 10,3 8,40
Business-arranged tour 30 13,3 30,0 36.7 10,0 10,0 8,00
Purpose of visit*
Vacation/holiday 1496 33.2 18,5 258 12,0 10,5 8,41
Visiting friends/relatives 82 354 18,3 30,5 9,8 6.1 8,51
Eventin Iceland (leisurerelated) 78 41,0 218 25,6 7.7 3.8 8,83
Education and training 51 27,5 255 21,6 15,7 9.8 8,25
Business/small meeting 32 28,1 15,6 43,8 6,3 6.3 838
Conference/large meeting 25 48,0 24,0 12,0 16,0 0.0 9,04
Other 132 318 21,2 24,2 12,9 9,8 8,39

*Significant difference between groups according to ANOVA test (p<0,05).

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



ACCESSIBILITY ON TOURIST SITES

Q.106. Please rate the accessibility (paths, viewpointsand the like) in connection with tourist

sitesingeneralusing ascale of 0-10, where Qisvery unsatisfactory and 10is very satisfactory.

Count %
o 549 338 33.8%
I 9 335 20,6 20.6%
l 8 389 23,9 23.9%
I 7 182 11,2 11,2%
G 82 5,0 50%
I 5 44 2,7 2,7%
B 17 10 ) 10%
I 3 18 11 11%
| B 5 03 | 03%
B 2 01 I o01%
0 2 01 0.1%
Number of responses 1625 100,0 0:,/0 106%
Number of respondents 1625 83,8
Did notanswer 315 16,2 Mean 8,45
Total 1940 100,0 Standard deviation 161
1071 835 843 8,45 8,47 8,45
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ACCESSIBILITY ON TOURIST SITES

Q.106. Please rate the accessibility (paths, viewpointsand the like) in connection with tourist
sitesingeneralusing ascale of 0-10, where Oisvery unsatisfactory and 10is very satisfactory.

Number of

answers 10 9 8 7 0-6
Count % % % % %

Total 1625 33.8 20,6 23,9 11,2 105 [l g4s5
Gender
Male 543 28,0 22,3 29,3 10,7 9,8 8,38
Female 1080 36,7 19,8 21,3 11,4 10,8 8,49
Age
24 yearsandyounger 265 35,8 16,2 22,3 11,7 14,0 8,37
25-34 years 566 33.0 22,8 24,2 11,8 8.1 8,52
35-44 years 303 34,0 18,8 23,4 11,6 12,2 8,38
45-54 years 228 28,1 23,7 26,8 9,6 118 8,35
S55yearsand older 242 39,7 19,0 21,9 10,3 9.1 8,57
Whatis your profession?
Managerial 183 35,0 19,7 22,4 14,2 8.7 8,43
Professionals (dr./lawyer/account. etc.) 366 29,5 25,4 22,4 131 9.6 8,40
Other professionals 270 33,7 20,4 23,7 10,7 11,5 8,42
Teacher/Medical care 166 34,9 21,1 27,7 84 7.8 8,61
Clerical/Service 85 37,6 16,5 23,5 11,8 10,6 8,54
Vocational/Technical 54 35,2 13,0 25,9 111 14,8 8,28
Unskilled 9 33.3 22,2 22,2 111 11,1 8,56
Student 22l 33,9 16,7 24,4 11,8 13,1 8,35
Retired/Homemaker 100 41,0 12,0 25,0 10,0 12,0 8,53
Artist/Musician/Actor etc. 16 37,5 18,8 25,0 6.3 12,5 8,44
Other 134 351 26,1 24,6 6.0 8.2 8,63
Household income
High 655 34,0 23.2 22,0 11,1 9.6 8,49
Average 668 34,6 17,8 24,9 12,4 10.3 8,44
Low 244 33.2 21,7 25,4 8.2 11,5 8,49
Market area*
North America 767 42,4 22,3 20,7 7.2 74 N 8,79
Britain 323 31.3 16,7 26,0 14.6 115 e s.24
Central/Southern Europe 279 23,3 19,0 29,7 13,3 14,7 N 810
Scandinavia 84 28,6 27,4 22,6 10,7 10,7 N 842
Asia 83 13,3 16.9 25,3 21,7 229 [ 755
Other 86 25,6 23,3 24,4 18,6 81 [ 33
Educational level
Finished high school or less 130 29,2 20,0 26,2 9.2 15,4 8,22
Bachelor's degree or equivalent 961 34,8 20,7 22,9 11,2 10,4 8,49
Master's/Ph.D. or equivalent 508 33.3 21,1 25,0 11,6 9.1 8,46

*Significant difference between groups according to ANOVA test (p<0,05). —



ACCESSIBILITY ON TOURIST SITES

Q.106. Please rate the accessibility (paths, viewpointsand the like) in connection with tourist
sitesingeneralusing ascale of 0-10, where Oisvery unsatisfactory and 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1625 33.8 20,6 239 11,2 105 [ g.4s5
Nationality*
American 582 44,8 215 20,1 6.4 72 [N ge4
British 272 28,7 17,6 26,5 154 11,8 [ 821
Canadian 177 39,0 21,5 24,9 85 6.2 [ 5,73
German 64 218 26,6 219 12,5 172 [ 8,06
Chinese 47 23,4 8.5 29,8 191 191 [ 770
French 42 23,8 71 28,6 15,0 214 s 774
Spanish 33 121 121 21,2 27,3 273 [ 733
Danish 25 320 28,0 24,0 8.0 8,0 [ ses
Swedish 22 40,9 18,2 22,7 91 51 e 8,73
Swiss 21 19,0 28,6 33.3 0.0 15,0 e 8,00
Norwegian 19 316 316 21,1 53 105 e 8,32
Dutch 18 5,6 33,3 33.3 16,7 111 [ 8,06
Italian 14 28,6 14,3 21,4 14,3 2L4 [ 8,00
Austrian 6 33.3 16,7 16,7 0,0 33,3 [ 8,00
Other 283 24,0 22,6 27.2 155 10,6 e s,23
Type of trip*
Package tour 313 36,1 20,4 204 10,2 12,8 8,45
Individually-arranged tour 1232 33,2 20,5 24,5 118 101 8,45
Business-arranged tour 30 16,7 46,7 23,3 3.3 10,0 8,30
Purpose of visit*
Vacation/holiday 1505 33.8 20,5 24,2 11,3 10,3 8,46
Visiting friends/relatives 83 33,7 22,9 26,5 10,8 6.0 8,57
Eventin Iceland (leisurerelated) 77 44,2 18,2 26,0 3,9 7.8 8,78
Education and training 52 28.8 19,2 26.9 9,6 154 8,23
Business/small meeting 32 25,0 40,6 18,8 6,3 9.4 8,59
Conference/large meeting 23 52,2 13,0 26,1 43 4,3 9,00
Other 132 30,3 24,2 21,2 10,6 13,6 8,34

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



SANITARY FACILITIES ON TOURIST SITES

Q.107. Please rate the sanitary facilitiesin connection with tourist sitesin general using a scale

of 0-10, where Qisvery unsatisfactoryand 10is very satisfactory.
]

Count %
o 483 308 20.8%
B 288 183 183%
E 333 21,2 o129
| K 202 12,9 12.9%
I6 97 6.2 6.2%
I5 74 4,7 4,7%
I4 36 2,3 2,3%
 E 23 15 15%
I2 14 0.9 0,9%
B 14 09 | 09%
0 6 0,4 0.4%
Number of responses 1570 100,0  go4 100%
Number of respondents 1570 80,9
Did notanswer 370 191 Mean 8,09
Total 1940 100,0 Standard deviation 1,99
1071 goo 8,19 8,15 7,99 8,09
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SANITARY FACILITIES ON TOURIST SITES

Q.107. Please rate the sanitary facilitiesin connection with touristsitesin general using ascale
of 0-10, where Qisvery unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1570 30.8 18,3 21,2 12,9 16,8 I s09
Gender
Male 522 23.9 20,5 24,5 13,6 17,4 7.99
Female 1047 34,2 17,2 19,6 12,5 16.5 8,14
Age
24 yearsand younger 248 33.9 17,3 18,5 121 181 8,09
25-34 years 554 30,5 17.9 21,3 14,8 15,5 8,14
35-44 years 285 27,4 18,6 24,2 11,6 18,2 7.94
45-54 years 223 27,8 21,1 26,0 7.6 17,5 8,08
55yearsand older 239 35,6 18,8 15,9 14,6 151 8,22
Whatis your profession?
Managerial 179 32,4 13.4 251 10,6 18,4 8,03
Professionals (dr./lawyer/account. etc.) 356 25,6 22,8 21,6 14.9 15,2 8,03
Other professionals 260 26,5 22,3 24,2 123 14,6 8,17
Teacher/Medical care 165 37.0 16.4 20,0 8.5 18,2 8,27
Clerical/Service 76 32,9 14,5 171 23,7 11,8 8,16
Vocational/Technical 51 29,4 23,5 21,6 9,8 15,7 8,18
Unskilled 9 55,6 22,2 0.0 111 11,1 9,00
Student 213 30,0 16,0 211 12,2 20,7 7.95
Retired/Homemaker 97 34,0 14,4 19,6 17,5 14,4 8,07
Artist/Musician/Actor etc. 15 20,0 20,0 20,0 13,3 26,7 7.47
Other 129 411 14,7 16,3 9,3 18,6 8,19
Householdincome
High 634 29,7 20,8 23,0 121 14,4 8,16
Average 646 32,0 16.9 20,1 14,1 16,9 8,11
Low 234 32,5 17.5 18,4 12,4 19,2 8,08
Marketarea*
North America 744 39,5 18,7 19,5 9,9 124 N 5,44
Britain 313 28,4 16,0 20,8 16.6 182 N 796
Central/Southern Europe 264 17,4 20,8 25,0 15.2 216 [ 764
Scandinavia 82 22,0 159 29,3 12,2 20,7 . 772
Asia 83 15,7 22,9 21,7 18,1 2L7 [N 764
Other 81 25,9 14,8 18,5 13,6 272 [ 7,78
Educational level*
Finished high school or less 118 28,8 16,9 17.8 13,6 229 [ 769
Bachelor's degree or equivalent 932 319 19,3 20,8 127 153 [ s10
Master's/Ph.D. or equivalent 494 28,9 17,2 23,1 13,4 174 N 504

*Significant difference between groups according to ANOVA test (p<0,05). “



SANITARY FACILITIES ON TOURIST SITES

Q.107. Please rate the sanitary facilitiesin connection with tourist sitesin general using a scale
of 0-10, where Qisvery unsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1570 30,8 18,3 21,2 12,9 16,8 I s09
Nationality*
American 561 428 18,4 16,6 10,9 11,4 P s53
British 266 25,2 15,8 23,7 18,0 173 s 7,01
Canadian 172 29,7 19,8 279 7.0 157 [ s15
German 61 311 23,0 11,5 6.6 279 P 761
Chinese 48 31.3 20,8 16,7 18,8 125 [ s21
French 39 128 17,9 231 231 231 [ 749
Spanish 33 121 24,2 18,2 121 333 e 712
Danish 19 211 15,8 316 10,5 21,1 e 705
Swedish 23 34,8 13,0 21,7 21,7 8.7 [ 839
Swiss 20 20,0 10,0 50,0 10,0 10,0 e 705
Norwegian 19 21,1 21,1 316 10,5 158 e 7,74
Dutch 17 5.9 29,4 471 5.9 11,8 I 8,06
Italian 14 214 14,3 21,4 21,4 2L4 [ 7,79
Austrian 6 0,0 16,7 0.0 16,7 66.7 N 533
Other 272 21,3 18,4 22,4 14,3 23,5 e 772
Type of trip*
Package tour 307 34,5 al.2 17,9 121 14,3 8,27
Individually-arranged tour 1190 30,1 18,0 21,4 13,2 17,3 8,06
Business-arranged tour 30 10,0 26,7 26,7 20,0 16,7 7,70
Purpose of visit*
Vacation/holiday 1458 30,9 18,2 21,6 13,0 16,3 8,12
Visiting friends/relatives 73 23,3 17.8 21,9 20,5 16,4 7.86
Eventin Iceland (leisurerelated) 73 411 21,9 13,7 8.2 151 8,48
Education and training 50 26,0 20,0 20,0 6.0 28,0 7.56
Business/small meeting 31 19,4 25,8 32,3 9,7 12,9 803
Conference/large meeting 24 33.3 12,5 12,5 29,2 125 7.79
Other 129 24,8 171 20,2 14,0 24,0 7.61

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



SECURITY FACTORS ON TOURIST SITES

Q.108. Please rate the security factors (warning signs, hazard zones, definitionsand the like) in
connection with touristsitesin generalusing ascale of 0-10, where Qisvery unsatisfactory

and 10isvery satisfactory.
I

Count %
o 501 329 -
B 321 21 1%
E 334 220 22.0%
| K 166 109 10,3%
G 91 6.0 6,0%
B 64 4,2 4.2%
I4 15 1.0 | 1,0%
I3 12 0.8 0.8%
IZ 7 0,5 0,5%
I]. 6 0,4 0,4%
0 4 0.3 0,.3%
Number of responses 1521  100,0 gy 100%
Number of respondents 1521 78,4
Did notanswer 419 21,6 Mean 8,36
Total 1940 100,0 Standard deviation 1,74
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SECURITY FACTORS ON TOURIST SITES

Q.108. Please rate the security factors (warning signs, hazard zones, definitionsand the like) in
connection with touristsitesin generalusing ascale of 0-10, where Qisvery unsatisfactory
and 10isvery satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1521 32.9 21,1 22,0 10.9 131 [ s36
Gender
Male 522 27,6 23.2 251 11,3 12,8 8,30
Female 997 35,7 20,1 20,3 10,7 13,2 8,39
Age
24 yearsand younger 257 33,9 23,0 19,5 10,9 12,8 8,41
25-34 years 543 341 18,0 24,1 11,8 12,0 8,38
35-44 years 284 33,1 23,9 19,4 10.2 13,4 8,43
45-54 years 208 26,9 24,0 25,0 10,1 13,9 8,22
55yearsand older 208 36.1 20,2 20,2 9.6 13.9 8,37
Whatis your profession?
Managerial 174 32,2 19,0 24,7 14,4 9.8 8,33
Professionals (dr./lawyer/account.etc.) 344 28,8 24,1 20,9 11,6 14,5 8,26
Other professionals 245 33,5 24,9 18,4 8.2 151 8,38
Teacher/Medical care 155 36,1 181 24,5 11,0 10,3 8,45
Clerical/Service 78 38,5 15,4 23,1 12,8 10,3 8,51
Vocational/Technical 51 314 21,6 23,5 13,7 9,8 8,49
Unskilled 9 44.4 33.3 22,2 0,0 0.0 9,22
Student 216 31,9 20,8 20,8 10.6 15,7 8,25
Retired/Homemaker 88 36.4 17,0 19,3 13,6 13,6 8,36
Artist/Musician/Actor etc. 14 21,4 28,6 14,3 71 28,6 8,00
Other 127 37.0 18,9 27,6 6,3 10.2 8,54
Household income
High 609 33,2 22,3 22,8 9.2 12,5 8,39
Average 630 34,6 20,5 21,0 11,4 12,5 8,43
Low 231 29,9 19,0 22,9 12,6 15,6 8,17
Market area*
North America 710 41,7 20,4 21,1 8.2 86 [N 869
Britain 299 28,1 19,1 23,1 14.4 154 I s15
Central/Southern Europe 269 23,8 23,4 24,2 12,3 16,4 I s.08
Scandinavia 78 23,1 23,1 24,4 115 179 I 5,00
Asia 81 19,8 21,0 21,0 13,6 24,7 [N 769
Other 81 27.2 24,7 17.3 14,8 16,0 e s21
Educational level
Finished high school or less 122 28,7 19,7 26,2 13,9 11,5 8,20
Bachelor's degree or equivalent 901 33,3 221 20,9 10,5 13,2 8,38
Master's/Ph.D. or equivalent 476 32.8 20,0 23,1 111 13,0 8,37

*Significant difference between groups according to ANOVA test (p<0,05). “



SECURITY FACTORS ON TOURIST SITES

Q.108. Please rate the security factors (warning signs, hazard zones, definitionsand the like) in
connection with touristsitesin generalusing ascale of 0-10, where Qisvery unsatisfactory
and 10isvery satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1521 329 21l 22,0 10,9 131 [ s36
Nationality*
American 541 44,0 20,1 19,8 79 81 [ s.75
British 249 26,1 18,9 24,1 15,7 153 [ s10
Canadian 163 356 221 25,2 8,6 86 [N 856
German 62 25,8 30,6 17,7 11,3 145 PN s19
Chinese 46 326 15,2 21,7 15,2 152 e s13
French 42 15,0 23.8 21,4 23,8 11,9 [ s10
Spanish 33 15,2 21,2 21,2 121 30,3 [ 764
Danish 23 21,7 26,1 17,4 8,7 26,1 [ 701
Swedish 19 36,8 21l 21,1 15,8 53 e 868
Swiss 20 25,0 15,0 40,0 50 150 e 765
Norwegian 19 26,3 21,1 21,1 15,8 158 e 7,89
Dutch 13 7,7 23,1 53,8 7.7 77 N 792
Italian 13 154 38,5 15,4 7,7 231 [ s.08
Austrian 5 20,0 0.0 40,0 20,0 20,0 [ 760
Other 273 25,6 22,3 21,2 11,0 15,8 I 5,06
Type of trip*
Package tour 282 37,6 21,3 191 11,7 10,3 8,54
Individually-arranged tour 1165 32,3 20,9 22,7 10,4 13,8 8,34
Business-arranged tour 27 14,8 40,7 14,8 14,8 14,8 7,96
Purpose of visit*
Vacation/holiday 1410 33,0 21,1 22,3 11,0 12,6 8,38
Visiting friends/relatives 76 32.9 14,5 19,7 15,8 171 8,11
Eventin Iceland (leisurerelated) 72 47,2 194 16,7 8,3 8.3 8,78
Education and training 50 28,0 22,0 20,0 10,0 20,0 7.88
Business/small meeting 30 26,7 33,3 30,0 6.7 3.3 8,60
Conference/large meeting 22 45,5 18,2 9.1 13,6 13,6 8,41
Other 126 27.8 23,0 20,6 12,7 159 8,06

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



CONDUCT OF GUESTS ON TOURIST

SITES

Q.109. Pleaserate the conductofguestsin connection with tourist sitesin general using a scale of

0-10, where Oisveryunsatisfactoryand 10is very satisfactory.
I
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CONDUCT OF GUESTS ON TOURIST

SITES

Q.109. Pleaserate the conductofguestsin connection with tourist sitesin general using a scale of
0-10, where Oisveryunsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1568 32.9 221 22,3 11,7 1.0 [l s.42
Gender*
Male 527 27.3 20,5 27,3 12,9 120 e g8
Female 1039 357 22,8 19,7 11,2 10,6 [ 350
Age
24 yearsand younger 252 32,5 19,8 20,6 14,3 12,7 8,24
25-34 years 546 33,9 20,5 21,4 121 121 8,44
35-44 years 293 30,7 21,8 22,9 14,0 10.6 8,39
45-54 years 222 30,6 24,8 26,1 8.1 10,4 8,48
55yearsand older 236 37,3 25,4 20,8 8.1 8.5 8,60
Whatis your profession?
Managerial 179 35.2 19,6 24,0 8.9 12,3 8,46
Professionals (dr./lawyer/account.etc.) 360 26,9 23,9 24,4 13,6 111 8,34
Other professionals 266 28,6 25,6 19,9 12,0 13,9 8,28
Teacher/Medical care 158 37.3 24,7 20,9 12,0 51 8,70
Clerical/Service 84 40,5 16,7 23.8 9,5 9,5 8,64
Vocational/Technical 50 40,0 14,0 28,0 8.0 10,0 8,52
Unskilled 9 33.3 22,2 22,2 111 111 8,56
Student 210 32.9 20,0 18,6 13,8 14,8 8,20
Retired/Homemaker 94 38,3 20,2 23,4 14,9 3.2 8,68
Artist/Musician/Actor etc. 13 30.8 30,8 23,1 0.0 15,4 8,38
Other 126 39,7 22,2 22,2 6,3 9,5 8,64
Household income
High 639 31,6 25,5 22,5 10,0 10,3 8,46
Average 647 33,7 20,2 22,9 12,7 10,5 8,45
Low 229 354 20,1 19,2 14.4 10,9 8,41
Marketarea*
North America 756 41,0 23,3 19,3 9,0 74 s 8,73
Britain 315 28,3 18,7 254 15,2 124 e s27
Central/Southern Europe 255 23,1 19,6 28,6 11,4 173 [ 7,06
Scandinavia 78 30,8 26,9 20,5 7,7 141 e 837
Asia 80 15,0 23,8 23,8 20,0 175 PN 788
Other 81 24,7 25,9 18,5 21,0 98 e s27
Educational level
Finished high school or less 116 28,4 21,6 22,4 11,2 16,4 8,20
Bachelor's degree or equivalent 931 33.8 22,6 21,2 12,4 10,1 8,47
Master's/Ph.D. or equivalent 499 321 21.2 24,4 11.2 11,0 8,42

*Significant difference between groups according to ANOVA test (p<0,05). “



CONDUCT OF GUESTS ON TOURIST

SITES

Q.109. Pleaserate the conductofguestsin connection with tourist sitesin general using a scale of
0-10, where Oisveryunsatisfactoryand 10is very satisfactory.

|
Number of
answers 0 9 8 7 0-6
Count % % % % %
Total 1568 329 221 22,3 11,7 1.0 [ s.42
Nationality*
American 576 43,9 231 17,2 7,8 80 [N .78
British 263 26,2 19,8 27,0 15,6 11,4 [ 826
Canadian 174 33,9 23,6 24,7 11,5 63 [N ss59
German 59 35,6 16,9 20,3 10,2 16,9 P s15
Chinese 47 23,4 23,4 23.4 19,1 10,6 [ 511
French 42 11,9 16,7 21,4 21,4 28,6 N 719
Spanish 32 18,8 15,6 313 18,8 156 [ 704
Danish 23 391 304 21,7 4.3 43 [P g0t
Swedish 19 42,1 26,3 158 53 105 e 8,79
Swiss 21 28,6 9,5 33.3 4.8 23,8 e 738
Norwegian 17 23,5 29,4 23,5 11,8 11,8 [ 835
Dutch 12 0,0 33,3 50,0 16,7 00 P s17
Italian 13 154 38,5 30,8 7,7 77 N 8,46
Austrian 6 0,0 16,7 16,7 0.0 66.7 N 633
Other 264 23,9 22,0 24,2 15,2 14,8 N g15
Type of trip*
Package tour 307 40,1 al.2 20,8 11,4 6.5 8,67
Individually-arranged tour 1189 31,5 22,0 23,0 11,5 12,0 8,38
Business-arranged tour 27 7,4 44,4 22,2 7,4 18,5 8,11
Purpose of visit*
Vacation/holiday 1455 331 22,0 22,5 121 10,3 8,46
Visiting friends/relatives 73 301 21,9 23,3 16,4 8.2 8,30
Eventin Iceland (leisure related) 74 44,6 9,5 24,3 13,5 8.1 8,54
Education and training 50 22,0 24,0 24,0 6.0 24,0 7.68
Business/small meeting 28 17.9 39,3 28,6 3,6 10,7 836
Conference/large meeting 26 38,5 23,1 15,4 0,0 23,1 8,31
Other 127 26,8 26,8 19,7 6,3 20,5 8,06

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



GENERAL CONDITIONS OF TOURIST

SITES

Q.110. Pleaserate the generalconditionsof tourist sitesin connection with touristsitesin
generalusing ascale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.

Count %
o 617 381 38,1%
I 9 430 26,5 26,5%
E 351 21,7
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 E 4 0.2 0.2%
IZ 2 0.1 | 0,1%
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Number of respondents 1620 83,5
Did notanswer 320 16,5 Mean 8,80
Total 1940 100,0 Standard deviation 131
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GENERAL CONDITIONS OF TOURIST

SITES

Q.110. Pleaserate the generalconditions of tourist sitesin connection with touristsitesin
generalusing ascale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1620 381 26,5 21,7 8.5 52 I 880
Gender*
Male 540 30,2 29,3 26,1 8,9 56 [N 866
Female 1078 42,1 25,0 19,5 8,3 50 [ s.87
Age
24 yearsand younger 260 38,5 23,8 22,3 8.1 7.3 8,70
25-34 years 562 38,3 27,6 20,5 9.8 3.9 8,84
35-44 years 302 37.7 26,2 21,2 8.3 6.6 8,77
45-54 years 231 355 26,0 251 9.1 4,3 8,76
55yearsand older 244 41,8 28,3 19,3 57 4,9 8,91
Whatis your profession?
Managerial 181 37,0 24,3 24,9 8.3 55 8,75
Professionals (dr./lawyer/account.etc.) 367 319 30,2 22,3 9,8 57 8,69
Other professionals 273 35,5 30.8 21,2 6.2 6.2 8,79
Teacher/Medical care 168 42,9 20,2 22,6 119 2.4 8,86
Clerical/Service 86 47,7 20,9 20,9 4,7 58 8,97
Vocational/Technical 52 42,3 231 21,2 9,6 3.8 8,88
Unskilled 9 44.4 333 22,2 0,0 0.0 9,22
Student 220 35,9 24,1 22,7 10,0 7.3 8,64
Retired/Homemaker 98 43,9 24,5 17,3 11,2 31 8,94
Artist/Musician/Actor etc. 14 357 42,9 7.1 7.1 71 8,86
Other 132 48,5 26,5 18,9 2.3 3,8 9,08
Householdincome
High 652 38,5 28,4 20,4 7.1 57 8,84
Average 668 38,3 24,6 23,7 9,6 3.9 8,80
Low 244 37.7 26,2 20,5 9,0 6.6 8,75
Marketarea*
North America 770 47.5 27,4 17.0 53 27 [ 910
Britain 324 37.3 23,5 22,8 9,6 6.8 P s.73
Central/Southern Europe 271 23,6 28,8 25,8 12,9 89 P s34
Scandinavia 85 28,2 24,7 34,1 71 59 [ s s
Asia 82 15,9 23,2 30,5 19,5 11,0 e 504
Other 85 318 29,4 25,9 10,6 24 e 873
Educational level*
Finished high school or less 124 30,6 25,8 22,6 10,5 10,5 [ 544
Bachelor's degree or equivalent 952 39,6 26,8 20,2 8.6 48 [N 584
Master's/Ph.D. or equivalent 519 37,2 26,2 24,5 8.1 40 [ ss3

*Significant difference between groups according to ANOVA test (p<0,05). “



GENERAL CONDITIONS OF TOURIST

SITES

Q.110. Pleaserate the generalconditions of tourist sitesin connection with touristsitesin
generalusing ascale of 0-10, where Oisvery unsatisfactoryand 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1620 381 26,5 21,7 8.5 52 N 880
Nationality*
American 584 50.3 26,7 15,6 4,6 27 [ 916
British 273 326 27.1 24,5 8.8 70 [ 867
Canadian 179 40,8 27,4 21,2 7.8 28 [ 8,94
German 60 31,7 25,0 20,0 11,7 11,7 P s33
Chinese 48 25,0 25,0 20.8 22,9 63 [ 827
French 42 19,0 35,7 23,8 14,3 71 [ 845
Spanish 33 24,2 18,2 24,2 21,2 121 [ s18
Danish 25 320 24,0 36,0 4,0 40 [P g2
Swedish 22 40,9 227 318 4,5 00 e g,00
Swiss 20 25,0 15,0 35,0 50 20,0 e 770
Norwegian 19 158 36,8 316 10,5 53 P s42
Dutch 18 5,6 50,0 22,2 16,7 56 [ g33
Italian 14 28,6 429 21,4 0.0 71 [ 886
Austrian 6 16,7 16,7 16,7 16,7 333 I 750
Other 277 30,0 23,8 28,2 11,9 61 I s,53
Type of trip*
Package tour 313 45,0 217 20,1 10,2 2.9 8,93
Individually-arranged tour 1230 36,5 27,6 22,2 8.2 55 8,77
Business-arranged tour 28 14,3 39,3 28,6 71 10,7 8,36
Purpose of visit*
Vacation/holiday 1506 38,5 26,7 21,4 8.8 4,6 8,82
Visiting friends/relatives 78 38,5 25,6 24,4 6,4 51 8,76
Eventin Iceland (leisurerelated) 75 54,7 16,0 18,7 53 53 9,04
Education and training 50 320 16,0 32,0 4,0 16,0 8,34
Business/small meeting 28 21,4 46,4 21,4 3.6 71 8,71
Conference/large meeting 25 44,0 24,0 16,0 4,0 12,0 8,68
Other 129 31,0 25,6 24,0 6.2 13,2 8,46

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



NUMBER OF TOURISTS ON TOURIST

SITES

Q.111. Please rate the number of guests/tourists/visitorsin connection with touristsitesin general
using ascale of 0-10, where Oisvery unsatisfactoryand 10 is very satisfactory.

Count %
o 456 28,4 28,4%
I 9 305 19,0 19,0%
l 8 362 22,6 226%
| K 210 131
G 103 6.4
E 82 51
B 29 18
 E 22 14
| B 17 11
B 12 07
0 7 0,4
Number of responses 1605 100,0 0% 10;)%
Number of respondents 1605 82,7
Did notanswer 335 17.3 Mean 8,05

Total 1940 100,0 Standard deviation 1,96




NUMBER OF TOURISTS ON TOURIST

SITES

Q.111. Please rate the number of guests/tourists/visitorsin connection with touristsitesin general
using ascale of 0-10, where Qisvery unsatisfactory and 10is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1605 28,4 19,0 22,6 131 16,9 I s.05
Gender*
Male 540 22,4 18,1 24,4 156 15,4 s 7.80
Female 1063 31,4 19,4 21,6 11,9 157 [ s18
Age*
24 yearsandyounger 263 25,5 171 19,4 13,7 243 [ 767
25-34 years 556 27.5 18,9 24,1 14,4 151 [ 8,09
35-44 years 298 30,2 171 22,1 13,4 171 N 504
45-54 years 230 28,3 20,9 24,3 91 174 P g14
S5yearsandolder 237 329 22,8 19,8 118 12,7 [ 836
Whatis your profession?*
Managerial 181 29,3 15,5 22,7 14,4 182 [ s.06
Professionals (dr./lawyer/account.etc.) 363 22,6 22,6 22,0 14,3 18,5 N 790
Other professionals 271 24,7 23,2 22,9 11,4 177 N 8,06
Teacher/Medical care 170 35,9 141 24,7 15,9 9.4 N 8,44
Clerical/Service 86 38,5 11,6 24,4 12,8 11,6 e s.42
Vocational/Technical 51 33.3 17,6 23,5 9.8 157 I 814
Unskilled 9 44,4 111 33.3 0.0 111 [ 33
Student 219 23,7 15,6 22,8 12,3 215 [ 774
Retired/Homemaker 92 38,0 20,7 16.3 14,1 10,9 e 8,50
Artist/Musician/Actor etc. 14 71 35,7 14,3 21,4 21,4 e 757
Other 128 36,7 14,1 21,1 9,4 18,8 e 502
Household income
High 642 28,5 22,1 218 11,8 15,7 8,16
Average 665 30,4 16.2 23,6 129 16,8 8,08
Low 240 25,0 18,8 22,1 16.3 17.9 7.86
Marketarea*
North America 765 353 21,2 20,9 9,7 129 [ 839
Britain 323 28,2 15,5 24,5 15,2 16,7 N 35,08
Central/Southern Europe 263 19,4 14,4 26,6 13,7 259 N 744
Scandinavia 84 21,4 16,7 21,4 16,7 23,8 e 752
Asia 82 13,4 23,2 19,5 20,7 232 [ 763
Other 85 16,5 24,7 22,4 23,5 129 e 782
Educational level
Finished high school or less 121 25,6 16,5 21,5 13,2 23,1 7.69
Bachelor's degree or equivalent 946 29,4 191 21,7 12,9 16,9 8,09
Master's/Ph.D. orequivalent 511 27,0 19,2 24,7 14,1 151 8,08

*Significant difference between groups according to ANOVA test (p<0,05).




NUMBER OF TOURISTS ON TOURIST

SITES

Q.111. Please rate the number of guests/tourists/visitorsin connection with touristsitesin general
using ascale of 0-10, where Oisvery unsatisfactoryand 10 is very satisfactory.

Number of

answers 0 9 8 7 0-6

Count % % % % %
Total 1605 28,4 19,0 22,6 131 16,9 I s.05
Nationality*
American 580 36,7 21,2 20,3 9,1 126 [ 5,43
British 272 254 17,6 25,7 14,3 16,9 N s.04
Canadian 178 32,6 20,2 23,0 10,7 13,5 [ s31
German 58 19,0 13,8 121 10,3 44,8 N 652
Chinese 48 20,8 20,8 250 16,7 16,7 N 792
French 40 15,0 15,0 27,5 20,0 225 [ 750
Spanish 33 6.1 24,2 27,3 121 30,3 [ 706
Danish 24 16,7 16,7 25,0 12,5 29,2 [N 729
Swedish 22 27.3 22,7 22,7 91 182 I 318
Swiss 21 28,6 9,5 14,3 9,5 381 N 6,90
Norwegian 19 26,3 15,8 211 21,1 158 e 11
Dutch 17 59 17,6 41,2 29,4 59 e 788
Italian 14 28,6 21,4 28,6 0,0 2L4 [ 836
Austrian 6 0.0 16,7 0,0 0,0 833 I 483
Other 273 22,3 16,5 23,8 20,9 16,5 e 786
Type of trip*
Package tour 313 33,5 16,9 24,6 153 9,6 839
Individually-arranged tour 1216 27,6 19,4 21,7 12,5 18,8 7.98
Business-arranged tour 29 3.4 13.8 44.8 24,1 13.8 7.52
Purpose of visit*
Vacation/holiday 1489 29,0 19,2 22,4 13,0 16,4 8,10
Visiting friends/relatives 77 20,8 156 27,3 10,4 26,0 7.60
Eventin Iceland (leisure related) 77 40,3 11,7 16,9 13,0 18,2 8,21
Education and training 50 14,0 16,0 30,0 6.0 34,0 7.00
Business/small meeting 28 10,7 21,4 321 17.9 17.9 7.46
Conference/large meeting 27 259 111 25,9 18,5 18,5 7.89
Other 128 14,8 18,0 24,2 16,4 26,6 7.33

*Significant difference between groups according to ANOVA test (p<0,05).

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



IMPORTANCE OF QUALITY

CERTIFICATION

100% 1

0% -

Q.112. Howimportantorunimportantisitto your choice of touristservice company thatthe company
hasarecognised quality certification?

6,6%
Count % 31%
] very important (5) 537 33,6
. 6%
ISomewhatlmportant(4) 658 41,2 155% S36%
Neitherimportant or unimportant (3) 248 15,5
Somewhat unimportant (2) 50 3.1
Notimportantatall (1) 105 6.6
Number of responses 1598 100.,0
Number of respondents 1598 82,4
Didnotanswer 342 17,6
41,2%
Total 1940 100,0
)
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388 392
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Mean 3,92
Standard deviation 1,10
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Very important

Somewhatimportant

Neitherimportant nor
unimportant

Somewhat unimportant

Not importantat all

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is

calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



IMPORTANCE OF QUALITY

CERTIFICATION

Q.112. Howimportantorunimportantisitto your choice of tourist service company thatthe company
hasarecognised quality certification?

Neither

important
Number of norunim- Not
answers  Important portant important
Count % % %
Total 1598 74,8 15,5 S7 I 392
Gender*
Male 531 68,2 17,7 141 . 372
Female 1066 78,0 14,4 75 e 4,02
Age*
24 yearsand younger 266 64,7 15,2 162 [ 365
25-34 years 542 73.1 16.1 10,9 e 3,87
35-44 years 290 76,9 16,2 6.9 [ 200
45-54 years 235 77,4 14,9 77 PN 4,00
S5yearsand older 244 84,8 9,4 57 [ 215
Whatis your profession?*
Managerial 186 75.3 14,0 108 T 301
Professionals (dr./lawyer/account.etc.) 350 751 171 77 [ 396
Other professionals 266 74,8 17,7 75 e 3,03
Teacher/Medical care 164 84,1 10.4 55 e 416
Clerical/Service 81 82,7 8.6 86 I 4,04
Vocational/Technical 50 64.0 20,0 16,0 P 366
Unskilled 9 55,6 44,4 00 P 3,67
Student 222 66,7 15,4 140 e 3,74
Retired/Homemaker 100 82,0 10.0 80 e 4,06
Artist/Musician/Actor etc. 17 52,9 23,5 235 e 3,41
Other 135 76,3 10,4 13,3 e 388
Household income*
High 647 74,7 13,8 11,4 e 389
Average 648 78,7 14,4 6,9 e 4,05
Low 246 659 199 142 N 567
Marketarea*
North America 755 75.2 151 S7 e 392
Britain 311 83.6 9,6 6.8 P 413
Central/Southern Europe 267 60,7 23,2 161 P 357
Scandinavia 97 63.9 25,8 103 e 369
Asia 82 91,5 4,9 37 e 437
Other 84 78,6 15,5 6.0 [ 406
Educational level
Finished high school or less 128 67.2 18,8 14,1 3,74
Bachelor's degree or equivalent 944 77.0 13,3 9,6 3,95
Master's/Ph.D. or equivalent 500 72,4 18,8 8.8 3,90

*Significant difference between groups according to ANOVA test (p<0,05).
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IMPORTANCE OF QUALITY

CERTIFICATION

Q.112. Howimportantorunimportantisitto your choice of touristservice company thatthe company
hasarecognised quality certification?

Neither
important
Number of norunim- Not
answers Important portant important
Count % % %
Total 1598 74,8 155 S7 I 392
Nationality*
American 575 74,1 15,8 101 [ 390
British 264 83,3 10,2 6.4 [ 412
Canadian 169 82,2 9,5 83 I 4,04
German 57 36,8 33,3 29,8 P 3,04
Chinese 49 93.9 2.0 41 e 4,55
French 39 59,0 25,6 154 N 344
Spanish 28 67.9 21,4 10,7 [ 368
Danish 23 52,2 30.4 174 N 339
Swedish 29 69,0 20,7 103 P 3,86
Swiss 21 57.1 33.3 95 e 357
Norwegian 20 65,0 30,0 50 e 3,75
Dutch 18 77.8 16,7 56 I 389
Italian 13 46,2 38,5 154 e 354
Austrian 8 25,0 25,0 50,0 P 263
Other 285 779 14,7 74 [ 4,00
Type of trip*
Package tour 315 83.2 11,1 57 4,18
Individually-arranged tour 1209 731 16,7 10,2 3,87
Business-arranged tour 30 60,0 26,7 13,3 3,77
Purpose of visit*
Vacation/holiday 1467 75,7 14,8 9,5 394
Visiting friends/relatives 83 59,0 21,7 19,3 3,48
Eventin Iceland (leisurerelated) 77 67.5 19,5 13,0 3,82
Education andtraining 51 68,6 15,7 15,7 3,69
Business/small meeting 35 57.1 28,6 14,3 3,49
Conference/large meeting 24 70,8 16,7 12,5 3,92
Other 135 68,1 17,0 14,8 3,73

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




OTHER COUNTRIES VISITED

Q.113. Did youvisitacountry otherthan Iceland during your trip?

Count % %

respondents respondents responses

I Yes, another European country 242 14,0 12,8 14,0%

] ves sritain 167 9,7 8.8 575

I Yes, Scandinavia 118 6.8 6.2 6.3%

I Yes, North america 87 50 4,6

5,0%
Yes, a country outside of Europe/North
. 31 1.8 16 1.8%
America

I Yes, Greenland 9 0,5 0,5 0,5%

I Yes, Faroeislands 3 0.2 0.2 0.2%

INo, | only travelled toIceland 1233 71,5 65,2 715%
Number of responses* 1890 109,6 100,0 0% 100%
Number of respondents 1724 88,9
Did notanswer 216 111
Total 1940 100,0

*There are more responses than respondents asit was possible to select more than one answer.
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OTHER COUNTRIES VISITED

.113. Did youvisitacountry otherthan Iceland during your trip?

Yes, another Yes,acountry No, lonly
Number of European Yes, Yes, Yes,North  outside of Europe/ Other  travelled to
answers country Britain Scandinavia america North America countries Iceland
Count % % % % % % %

Total
Gender
Male 579 15,0 10,4 6.4 6.2 2,6 0.9 70,8
Female 1143 13,6 9,4 71 4,5 14 0,6 71,8
Age
24 yearsand younger 286 22,0 10,5 9.4 4,5 14 0.0 65,0
25-34 years 600 17,2 11,8 77 58 2,7 0.8 67,0
35-44 years 314 7.6 7.0 57 4,8 1.3 0.3 79,0
45-54 years 243 7.8 7.8 41 41 16 1,2 78,2
55yearsand older 259 12,0 8,9 6.2 54 1.2 0,8 73,4
Whatis your profession?
Managerial 193 11,4 8,8 41 4,1 16 1,0 75,6
Professionals (dr./lawyer/account. etc.) 380 11,6 6.8 6,8 6.6 11 0,3 74,5
Other professionals 287 11,8 10,1 7,0 56 14 0,7 72,5
Teacher/Medical care 179 12,8 73 5,6 45 3.4 11 73,7
Clerical/Service 86 151 17.4 58 3,5 0.0 1.2 68.6
Vocational/Technical 55 18,2 12,7 55 55 1.8 1.8 70,9
Unskilled 8 25,0 12,5 0,0 0,0 12,5 0,0 75,0
Student 244 21,7 10,7 10,2 4,5 2.9 0.4 63.1
Retired/Homemaker 105 171 9,5 3.8 4,8 19 0.0 69,5
Artist/Musician/Actor etc. 19 15,8 5.3 15,8 0,0 0,0 53 57.9
Other 148 10.8 11,5 8.1 54 2,0 0.7 73.0
Householdincome
High 687 11,9 7.9 7.0 4,2 15 0.4 74,4
Average 707 14,4 10,0 6.8 4,8 1.8 0.8 711
Low 263 16,7 129 6.8 6.5 2,7 11 67,3
Marketarea
North America 812 15,0 10,3 7.8 12 0.6 0.6 71,4
Britain 338 3,0 2.4 0.3 59 18 0,6 88,5
Central/Southern Europe 296 111 57 54 9,5 2,4 0,7 73,6
Scandinavia 104 1,9 1,9 4,8 6.7 1,0 0.0 89.4
Asia 84 36.9 28,6 17,9 1,2 1,2 3.6 26,2
Other 87 49,4 35,6 20,7 23,0 11,5 0.0 23,0
Educational level
Finished high school or less 143 11,2 6.3 4,9 56 21 0.7 79,7
Bachelor'sdegree or equivalent 1012 15,9 11,7 6,7 4,7 2,3 0,4 69.2
Master's/Ph.D. or equivalent 543 12,0 7,0 7.9 55 0,9 13 72,9

When respondents can choose more than one answer, significance between groups is not calculated.




OTHER COUNTRIES VISITED

Q.113. Did youvisitacountry otherthan Iceland during your trip?

Yes, another Yes,acountry No, lonly
Number of European Yes, Yes, Yes,North  outside of Europe/ Other  travelled to
answers country Britain Scandinavia america North America countries Iceland
Count % % % % % % %

Total
Nationality
American 618 131 7.8 7,0 2,4 0,5 0,3 74,4
British 286 1.0 2,4 0,3 4,9 1,0 0.0 92,3
Canadian 186 21,5 16,7 10,2 27 1.6 0.5 60,2
German 68 8.8 0.0 15 11,8 29 0,0 80,9
Chinese 49 38,8 28,6 8.2 0,0 0.0 2,0 32,7
French 42 11,9 11,9 2.4 11,9 4.8 0.0 73.8
Spanish 35 8,6 8,6 0,0 0,0 0,0 0,0 85,7
Danish 28 0.0 3.6 71 71 0.0 0.0 89.3
Swedish 28 0.0 0.0 3.6 10,7 0.0 0.0 85,7
Swiss 23 8.7 0.0 0,0 4,3 0,0 0,0 87,0
Norwegian 21 0,0 0.0 0.0 0.0 0.0 0.0 100.,0
Dutch 18 0.0 0.0 56 16,7 0,0 0,0 77,8
Italian 16 12,5 18,8 12,5 18,8 6,3 6.3 50,0
Austrian 8 0.0 0.0 12,5 37.5 12,5 0.0 62,5
Other 298 27,2 18,5 14,1 8,4 5,4 2,3 49,7
Type of trip*
Package tour 323 59 56 2.2 15 0.6 0.6 86,7
Individually-arranged tour 1304 15,3 10,7 7.7 57 2,1 0,7 68.6
Business-arranged tour 33 9,1 3.0 3.0 6.1 0,0 0,0 78,8
Purpose of visit*
Vacation/holiday 1576 14,6 10,2 6,7 51 18 0,6 70,9
Visiting friends/relatives 94 12,8 53 3.2 6.4 0,0 21 76,6
Eventin Iceland (leisure related) 85 9,4 4,7 8,2 0,0 1.2 12 77.6
Education and training 53 9,4 3,8 9,4 7,5 19 0,0 77,4
Business/small meeting 37 18,9 0.0 27 54 0.0 2,7 70.3
Conference/large meeting 28 3.6 7.1 3.6 3,6 0,0 0,0 85,7
Other 153 131 7.2 8.5 3.9 2,0 2,0 73,9

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




TYPE OF TRIP

Q.114. Areyoutravellingonanorganized (package) tour to Iceland orare you onanindividually- or

business-arranged tour?
|

Count % %
respondents respondents responses
I Individually-arranged tour 1310 79.9 77,2 79.9%
] Package tour 326 19,9 19,2 L00%
I Business-arranged tour 34 21 2,0
Both organized (package) and individually-
ganized (p ge) individually >7 16 16
arranged tour
Number of responses* 1697 103,5 100.0 4, 100%
Number of respondents 1639 84,5
Did notanswer 301 15,5
Total 1940 100,0

*There are more responses than respondents asit was possible to select more than one answer.
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TYPE OF TRIP

Q.114. Areyoutravellingonanorganized (package) tourtoIceland orare you on anindividually- or
business-arranged tour?

|
Both organized
Individually- Business- (package) and
Number of  arranged Package arranged individually-
answers tour tour tour arranged tour
Count % % % %
Total
Gender
Male 546 85,2 14,3 2,6 1.6
Female 1091 77,3 22,7 1.8 16
Age
24 yearsandyounger 258 814 20,5 12 2,7
25-34 years 562 86.5 13,0 18 1,2
35-44 years 306 81,0 19,9 1.6 2.3
45-54 years 234 73,9 24,4 3.8 13
55yearsand older 258 69.4 29.8 19 1.2
Whatis your profession?
Managerial 187 81,3 18,2 2,1 0,5
Professionals (dr./lawyer/account. etc.) 370 80,3 18,4 3,5 19
Other professionals 269 81,0 18,2 19 11
Teacher/Medical care 170 76,5 23,5 18 18
Clerical/Service 86 87.2 12,8 1.2 1,2
Vocational/Technical 49 81,6 22,4 0.0 41
Unskilled 9 77,8 22,2 0.0 0.0
Student 225 81,3 20,4 0.9 27
Retired/Homemaker 102 64,7 36,3 1.0 2,0
Artist/Musician/Actor etc. 16 93,8 6.3 0,0 0,0
Other 136 82,4 15,4 3.7 0.7
Householdincome
High 654 78,0 22,2 21 21
Average 677 814 17,9 2.4 1.2
Low 246 80,9 191 16 16
Marketarea
North America 752 791 22,2 0.8 2,0
Britain 328 75,0 25,9 12 21
Central/Southern Europe 284 87.3 10,6 3.5 0,7
Scandinavia 105 81,9 9,5 9,5 0.0
Asia 84 77,4 26,2 0.0 3.6
Other 83 80,7 14,5 4,8 0.0
Educational level
Finished high school or less 133 78,9 21,1 2,3 2,3
Bachelor'sdegree or equivalent 955 81,3 19,4 12 16
Master's/Ph.D. or equivalent 524 79,0 19,3 3,6 15

When respondents can choose more than one answer, significance between groups is not calculated.




TYPE OF TRIP

Q.114. Areyoutravellingonanorganized (package) tourtoIceland orare you on anindividually- or
business-arranged tour?

|
Both organized
Individually- Business- (package) and
Number of  arranged Package arranged individually-
answers tour tour tour arranged tour
Count % % % %
Total
Nationality
American 572 78,7 22,7 0.9 21
British 280 74,6 25,7 14 18
Canadian 173 80,9 20,2 0.6 1,7
German 68 83.8 14,7 29 15
Chinese 49 65,3 38,8 0.0 4,1
French 40 95,0 50 25 0.0
Spanish 33 87.9 121 3,0 3,0
Danish 28 85,7 3.6 10,7 0.0
Swedish 28 78,6 14,3 71 0.0
Swiss 23 87.0 8.7 4,3 0,0
Norwegian 21 76,2 4,8 19,0 0.0
Dutch 16 81,3 18,8 12,5 6.3
Italian 16 93,8 0,0 6.3 0,0
Austrian 8 62,5 37,5 0.0 0.0
Other 284 84,5 14,1 2,5 0,7
Purpose of visit*
Vacation/holiday 1503 80,9 20,6 0.3 1,7
Visiting friends/relatives 86 95,3 4,7 12 0,0
Eventin Iceland (leisure related) 79 84,8 16,5 13 2,5
Education and training 50 66,0 22,0 16,0 2,0
Business/small meeting 37 62,2 54 40,5 0,0
Conference/large meeting 26 61,5 7,7 38,5 3.8
Other 140 67,9 14,3 22,1 14

When respondents can choose more than one answer, significance between groups is not calculated.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




BOOKING ORIGIN OF PACKAGE TOUR

Q.115. Where did youbook your organized package tour to Iceland?

Count %

126 39,3

With a tour operator/travel agency in your
39,3%

home country

Directly froman internet portal (all websites 7 oy 22.4%
other than commercial airline websites)
. L 21,2%
I Directly froman airline 68 21,2 ’
I With a tour operator/travel agency in Iceland 41 12,8 12,8%
I By other means 14 4,4 4,4%
Number of responses 321 100,0 T '
0% 100%
Number of respondents 321 16,5
Did not getquestion* 1614 83,2
Did notanswer 5 0.3
Total 1940 100,0
*Only those who travelled on a organized (package) tour (Q114) got this
question.
100% 1 Darkest bar: winter '15-16
Summer 14
X
" Faintest bar: Winter 13-14
()

47,5%

0% +
Withatour operator/travel  Directly fromaninternet Witha tour operator/travel Directly from an airline By other means
agency in yourhome country portal (all websitesother agency in Iceland
than commercial airline
websites)




BOOKING ORIGIN OF PACKAGE TOUR

Q.115. Where did youbook your organized package tour to Iceland?

Directly from an

With atour internet portal With atour
operator/ (all websites operator/
travel agencyin other than Directly travel
Number of your home commercial from an agencyin By other
answers country airline websites) airline Iceland means

Count % % % % %
Total 321 39,3 22,4 21,2 12,8 4,4
Gender
Male 76 42,1 18,4 18,4 19,7 13
Female 245 38,4 23,7 22,0 10,6 53
Age
24 years and younger 50 34,0 24,0 16,0 22,0 4,0
25-34 years 72 40,3 18,1 153 20,8 5.6
35-44 years 61 34,4 19,7 27,9 14,8 3.3
45-54 years 56 44,6 25,0 21,4 1.8 71
55yearsand older 77 41,6 26,0 26,0 5.2 13
Whatis your profession?*
Managerial 33 45,5 24,2 24,2 6.1 0.0
Professionals (dr./lawyer/account. etc.) 68 441 17,6 26,5 59 59
Other professionals 49 34,7 26,5 26,5 8,2 4,1
Teacher/Medical care 40 30.0 22,5 25,0 15,0 7,5
Clerical/Service 11 54,5 18,2 0,0 18,2 91
Vocational/Technical 10 50,0 10,0 0,0 30,0 10,0
Unskilled <5
Student 43 27,9 23,3 7,0 37,2 4,7
Retired/Homemaker 37 48,6 24,3 21,6 5.4 0.0
Artist/Musician/Actor etc. <5
Other 21 33,3 15,0 33,3 9,5 4,8
Household income
High 143 36,4 25,9 26,6 8.4 2.8
Average 118 43,2 22,0 16,9 11,9 5.9
Low 47 34,0 14,9 21,3 23,4 6.4
Market area*
North America 166 25,3 23,5 33,7 12,0 54
Britain 84 54,8 23,8 10,7 8.3 2.4
Central/Southern Europe 28 71,4 71 3,6 179 0.0
Scandinavia 9 44,4 0.0 111 22,2 22,2
Asia 22 27,3 36.4 4,5 31,8 0.0
Other 12 66,7 25,0 0,0 0.0 8,3
Educational level
Finished high school or less 25 56,0 24,0 8,0 12,0 0,0
Bachelor'sdegree or equivalent 185 37.8 23,2 20,5 13,0 54
Master's/Ph.D. or equivalent 100 33,0 21,0 28,0 14,0 4,0

*Significant difference between groups according to Chi-square test (p<0,05).




BOOKING ORIGIN OF PACKAGE TOUR

Q.115. Where did youbook your organized package tour to Iceland?

Directly from an

With atour internet portal With atour
operator/ (all websites operator/
travel agencyin other than Directly travel
Number of your home commercial from an agencyin By other
answers country airline websites) airline Iceland means

Count % % % % %
Total 321 39,3 22,4 21,2 12,8 4,4
Nationality*
American 130 27,7 21,5 33,1 12,3 54
British 71 59,2 25,4 11,3 2.8 14
Canadian 34 17,6 26,5 38,2 11,8 59
German 10 100,0 0.0 0.0 0.0 0,0
Chinese 19 31,6 36.8 53 26,3 0.0
French <5
Spanish <5
Danish <5
Swedish <5
Swiss <5
Norwegian <5
Dutch <5
Italian <5
Austrian <5
Other 39 43,6 20,5 2,6 28,2 51
Type of trip*
Package tour 321 39,3 22,4 21,2 12,8 4,4
Individually-arranged tour 27 33,3 29,6 14,8 111 111
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 306 39,5 22,2 22,2 12,7 3.3
Visiting friends/relatives <5
Eventin Iceland (leisure related) 13 7.7 38,5 7.7 30,8 15,4
Education and training 10 40,0 20,0 0.0 10,0 30,0
Business/small meeting <5
Conference/large meeting <5
Other 18 50,0 16,7 0.0 56 27,8

*Significant difference between groups according to Chi-square test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



BOOKING ORIGIN OF INDIVIDUALLY-

ARRANGED TOUR

Q.116. Where did youbook yourindividually-arranged tour to Iceland?

Count %
Directly froman internet portal (all websites 04 39.9 39.9%
other than commercial airline websites)
I Directly froman airline 489 38,7 38.7%
With a tour operator/travel agency in your
123 9,7
home country
I With a tour operator/travel agency in Iceland 91 7.2
I By other means 56 4,4
Number of responses 1263 100,0 '
0% 100%
Number of respondents 1263 651
Did not getquestion* 630 32,5
Did notanswer 47 2.4
Total 1940 100,0
*Only those who travelled on an individually-arranged tour (Q114) got this
question.
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BOOKING ORIGIN OF INDIVIDUALLY-

ARRANGED TOUR

Q.116. Where did youbook yourindividually-arranged tour to Iceland?

Directly from an With atour  With atour
internet portal (all operator/ operator/
websites other Directly  travel agency travel
Number of thancommercial froman inyourhome agencyin By other
answers airline websites) airline country Iceland means
Count % % % % %
Total 1263 39,9 38,7 9,7 7,2 4,4
Gender
Male 445 40,4 40,4 10,3 5.8 2.9
Female 816 39,5 37.9 9,4 8.0 53
Age*
24 years and younger 194 41,2 43,3 7.2 5.2 3,1
25-34 years 470 39.8 38,7 8.5 8.3 4,7
35-44 years 242 40,9 38,0 8.3 8.7 41
45-54 years 169 36.7 45,0 10,7 4,1 3.6
55yearsand older 175 40,0 28,6 171 8.0 6.3
What s your profession?
Managerial 147 44,2 36.7 9.5 6.1 3.4
Professionals (dr./lawyer/account. etc.) 289 42,6 36,0 8.3 8,7 4,5
Other professionals 212 39,6 38,7 7.1 8,0 6,6
Teacher/Medical care 125 41,6 36.0 13.6 56 3.2
Clerical/Service 75 37,3 46,7 6,7 6,7 2,7
Vocational/Technical 39 359 43,6 12,8 7,7 0.0
Unskilled 5 40,0 60.0 0.0 0.0 0.0
Student 171 39,2 42,7 7,0 7,0 41
Retired/Homemaker 65 29,2 35,4 24,6 6,2 4,6
Artist/Musician/Actor etc. 13 53.8 30.8 7,7 0.0 7,7
Other 108 37,0 38,0 12,0 7,4 5,6
Householdincome
High 491 45,0 34,2 8.8 7,3 4,7
Average 533 36.2 41,7 10,9 7,5 3.8
Low 195 40,5 40,5 6.7 6.7 5.6
Market area*
North America 572 42,1 38,3 7,0 8,4 4,2
Britain 237 46,0 29,1 14,3 8.4 21
Central/Southern Europe 240 28,8 45,4 13,8 4,6 7.5
Scandinavia 84 26,2 53,6 14,3 0.0 6.0
Asia 64 39,1 39,1 1,6 17,2 3.1
Other 64 57.8 34,4 4,7 16 1.6
Educational level*
Finished high school or less 103 30.1 36,9 22,3 4,9 5,8
Bachelor'sdegree or equivalent 744 41,0 39,4 8,9 6,6 4,2
Master's/Ph.D. or equivalent 403 41,4 38,0 7.4 8.4 4,7

*Significant difference between groups according to Chi-square test (p<0,05). “



BOOKING ORIGIN OF INDIVIDUALLY-

ARRANGED TOUR

Q.116. Where did youbook yourindividually-arranged tour to Iceland?

Directly from an Withatour Withatour
internet portal (all operator/ operator/
websites other Directly  travel agency travel
Number of thancommercial froman inyourhome agencyin Byother
answers airline websites) airline country Iceland means
Count % % % % %
Total 1263 35,9 38,7 9,7 7,2 4,4
Nationality*
American 435 43,2 38,6 57 8,3 4,1
British 200 43,5 29,0 18,5 6.0 3.0
Canadian 133 44,4 31,6 10,5 8.3 53
German 56 21,4 48,2 16,1 7,1 71
Chinese 30 40,0 26,7 6.7 23.3 3.3
French 35 40,0 42,9 11,4 0.0 57
Spanish 28 46.4 53,6 0,0 0,0 0,0
Danish 24 4,2 70,8 16,7 0.0 8.3
Swedish 22 40,9 27,3 27,3 0,0 4,5
Swiss 20 15,0 35,0 30,0 10,0 10,0
Norwegian 16 6.3 75,0 6.3 0,0 12,5
Dutch 13 15,4 61,5 7,7 0.0 15,4
Italian 15 33.3 60,0 0.0 6.7 0.0
Austrian 5 20,0 60,0 20,0 0.0 0.0
Other 231 42,0 40,7 5,6 7,8 3.9
Type of trip*
Package tour 26 50,0 3.8 15,4 26,9 3,8
Individually-arranged tour 1263 35,9 38,7 9,7 7.2 4,4
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 1177 40,4 38,1 9.8 7,6 4,2
Visiting friends/relatives 78 24,4 60,3 2,6 7.7 51
Eventin Iceland (leisure related) 64 23,4 53,1 S,4 7,8 6.3
Education and training 30 36,7 43,3 3,3 6,7 10,0
Business/small meeting 22 31,8 54,5 9,1 4,5 0,0
Conference/large meeting 15 46,7 33.3 0.0 6.7 13,3
Other 89 36.0 43,8 7.9 4,5 7.9

*Significant difference between groups according to Chi-square test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



100%
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BOOKING ORIGIN OF BUSINESS-

ARRANGED TOUR

Q.117. Where did youbook your business-arranged tour to Iceland?

Count %
With a tour operator/travel agency in your
12 40,0 40,0%
home country
Directly froman internet portal (all websites 7 >33
other than commercial airline websites) '
I Directly froman airline 5 16,7
I By other means 4 13,3
I With a tour operator/travel agency in Iceland 2 6,7
Number of responses 30 100,0 -~ "
0% 100%
Number of respondents 30 15 7 °
Did not getquestion* 1906 98,2
Did notanswer 4 0.2
Total 1940 100,0
*Only those who travelled on an business-arranged tour (Q114) got this
question.
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BOOKING ORIGIN OF BUSINESS-

ARRANGED TOUR

Q.117. Where did youbook your business-arranged tour to Iceland?

With atour
Number of operator/travel agency Byother
answers inyour home country means

Count % %
Total 30 40,0 60,0
Gender
Male 11 36,4 63.6
Female 19 42,1 57.9
Age
24 years and younger <5
25-34 years 10 30,0 70,0
35-44 years 80,0 20,0
45-54 years 7 28,6 71,4
55yearsand older 5 40,0 60,0
Whatis your profession?
Managerial <5
Professionals (dr./lawyer/account. etc.) 12 50,0 50,0
Other professionals 5 40,0 60,0
Teacher/Medical care <5
Clerical/Service <5
Student <5
Retired/Homemaker <5
Other <5
Household income
High 13 38,5 61,5
Average 13 46,2 53,8
Low <5
Marketarea
North America 5 20,0 80,0
Britain <5
Central/Southern Europe 9 66,7 33,3
Scandinavia 10 50,0 50,0
Asia <5
Other <5
Educational level
Finished high school or less <5
Bachelor'sdegree or equivalent 10 20,0 80,0
Master's/Ph.D. or equivalent 18 50,0 50,0

Difference between groupsis not statistically significant.

40% 650%
36% 54%
42% 58%

30% 70%

80% 20%
29% 71%

40% 60%

50%
40%
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60%

46% 24%

20% 80%
(SYAZ 33%

50% 50%

20% 80%

50% 50%



BOOKING ORIGIN OF BUSINESS-

ARRANGED TOUR

Q.117. Where did youbook your business-arranged tour to Iceland?

With atour
Number of operator/travel agency Byother
answers in your home country means

Count % %
Total 30 40,0 60.0
Type of trip*
Package tour
Individually-arranged tour <5
Business-arranged tour 30 40,0 60,0 40% 60%
Purpose of visit*
Vacation/holiday <5
Visiting friends/relatives <5
Eventin Iceland (leisure related) <5
Education and training 5 0.0 100,0
Business/small meeting 14 50,0 50,0 50% 50%
Conference/large meeting 10 30,0 70,0
Other 27 37,0 63.0

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




PRICE OF AIR TICKET

Q.118. Whatwasthe price of the air ticket (round trip) per person?

Count %
I Less than 50.000 ISK 450 43,1 431%
[ 50.000-70.0001sK 189 18,1 181%
I 70.001-120.000 ISK 295 28,2 28.2%
[} Higher than 120.00015K 111 10,6
Number of responses 1045 100,0 ' '
0% 100%
Number of respondents 1045 53,9
Did not getquestion* 600 30,9
Did notanswer 295 15,2 Mean 69.9361SK
Total 1940 100,0 Standard deviation 62.479ISK
*Only those who travelled on an individually- or business arranged tour Median 56.7321SK
(Q114) got this question.
100.000 ISK -
88.467 ISK
30.055 ISK
79.093 ISK
81.993"SK
73.392 ISK
65.464 ISK 69.936 15K
57.873 ISK 62.479 ISK
57543 15K 64130 15K 56.732 1K
54.052 ISK
50.277 I1SK
= Mean
Standard deviation
=== Median
O |SK T T T T 1

Summer “11* Winter 11/712* Winter 13/714 Summer 14

Winter 15/°16



PRICE OF AIR TICKET

Q.118. Whatwasthe price of the air ticket (round trip) per person?

Number of Less than 50.000- 70.00% Higher than
answers ~ 50.000ISK 70.000ISK 120.000ISK 120.000ISK

Count % % % %
Total 1045 431 18,1 28,2 106 [ 59.936 sk
Gender
Male 385 44,2 18,2 26,8 10,9 68.510 ISK
Female 658 42,2 18,1 29,2 10,5 70.886 ISK
Age*
24 yearsand younger 177 61,6 18,6 14,7 51 [ 48.58215K
25-34 years 416 44,2 20,9 26,7 82 [N 64.57015K
35-44 years 202 39,6 15,3 30,7 144 N 77.11615K
45-54 years 129 34,9 18,6 326 140 [N 50.73115K
55yearsand older 111 26,1 11,7 45,9 16,2 [N 94.52815K
Whatis your profession?*
Managerial 120 37.5 14,2 32,5 158 [ 78.0281SK
Professionals (dr./lawyer/account. etc.) 255 37.3 20,8 28,2 13,7 PN 76.4971SK
Other professionals 172 37,8 16,3 35,5 10,5 [ 73.1841SK
Teacher/Medical care 104 45,2 14,4 30.8 9.6 [N 66.554 15K
Clerical/Service 6l 44,3 29,5 18,0 8.2 [N 650.654 15K
Vocational/Technical 31 48,4 12,9 29,0 9.7 P 65.6251SK
Unskilled 5 80,0 20,0 0.0 0.0 [P 34.025ISK
Student 151 62,9 19,2 13,9 4,0 P 51.0261SK
Retired/Homemaker 35 34,3 14,3 37.1 14,3 [ 107.6721SK
Artist/Musician/Actor etc. 13 46,2 15,4 38,5 0,0 [ s536731SK
Other 91 38,5 16,5 35,2 9.9 P 68.9121sK
Household income*
High 405 34,8 18,3 34,1 128 N 76.0451SK
Average 437 46,9 16,5 27.2 94 [ 58.5881SK
Low 170 50.6 20,0 21,2 82 [ 61.7791SK
Market area*
North America 466 16,1 21,7 47,2 150 [ 59.4281SK
Britain 175 70,9 13,1 11,4 46 [ 46.72915K
Central/Southern Europe 220 68,6 16,8 12,3 23 [ 46.3901SK
Scandinavia 76 61.8 22,4 13,2 26 [N s51.0771SK
Asia 52 42,3 11,5 21,2 250 [ 90.6401SK
Other 54 55,6 9.3 111 241 PN 79.91015K
Educational level*
Finished high school or less 80 52,5 18,8 22,5 63 [P s566115K
Bachelor's degree or equivalent 600 44,8 18,0 26,8 10,3 [ 68.14015K
Master's/Ph.D. or equivalent 355 37,7 18,6 31,8 11,8 N 76.25215K

*Significant difference between groups according to ANOVA test (p<0,05).
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PRICE OF AIR TICKET

Q.118. Whatwasthe price of the air ticket (round trip) per person?

Number of Less than 50.000- 70.00% Higher than
answers 50.000ISK  70.000ISK 120.000 ISK  120.000ISK

Count % % % %
Total 1045 43,1 181 28,2 10,6 N 69.9361SK
Nationality*
American 358 18,4 23,2 43,9 14,5 PN 83.8501SK
British 147 65,3 14,3 15,6 48 [ 49.8711SK
Canadian 101 9,9 18,8 55,4 158 N 107.33615K
German 48 60,4 20,8 16,7 21 [ s51.31315K
Chinese 28 46,4 25,0 10,7 179 PN 70.4391SK
French 31 64,5 12,9 9,7 129 [ 59.5061SK
Spanish 28 78,6 14,3 7.1 0,0 [P 10.5301sK
Danish 21 571 23,8 14,3 48 [N 64.6051SK
Swedish 17 64,7 23,5 11,8 0.0 [ 43.2311SK
Swiss 20 65,0 10,0 25,0 0.0 P 14.6571SK
Norwegian 17 76,5 11,8 11,8 0.0 [P 12.847IsK
Dutch 10 70,0 10,0 10,0 10,0 N 52786 I1SK
Italian 13 61,5 15,4 15,4 7.7 N 49.889|SK
Austrian <5
Other 204 63,7 123 12,7 11,3 [ 50.8671SK
Type of trip*
Package tour 10 30,0 20,0 40,0 10,0 69.280 I1SK
Individually-arranged tour 1025 43,8 17,7 28,2 10,3 69.3351SK
Business-arranged tour 24 12,5 33.3 29,2 25,0 96.907ISK
Purpose of visit*
Vacation/holiday 952 43,8 171 28,5 10,6 69.8081SK
Visiting friends/relatives 70 45,7 171 30,0 7.1 65.456 ISK
Eventin Iceland (leisure related) 56 32,1 17.9 35,7 14,3 79.993 |SK
Education and training 28 28,6 17,9 39,3 14,3 80.222 I1SK
Business/small meeting 31 35,5 25,8 25,8 12,9 70.522 ISK
Conference/large meeting 18 33.3 16,7 33,3 16,7 82.8601SK
Other 93 38,7 21,5 29,0 10,8 69.154 ISK

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



PRICE OF TOUR PACKAGE

Q.119. Whatwasthe price of the tour package perperson?

Count %
[ Less than 200.000 15K 203 799 26.9%
I 200.000-300.0001SK 27 10,6
I 300.001-400.000ISK 14 55
[ Higher than 400.000 15K 10 3,9
Number of responses 254 100,0 106%
Number of respondents 254 13,1
Did not getquestion* 1614 83,2
Did notanswer 72 3.7 Mean 162.0311SK
Total 1940 100,0 Standard deviation 183.206 ISK
*Only those who travelled on an organized (package) tour (Q114) got this Median 113.463 ISK
guestion.
500.0001SK 1
326.627 ISK
P48.122 ISK
28.380 ISK
183.206 ISK
156.291 ISK 127.359 ISK 182.049 ISK 162.031 ISK
108.970 ISK
MR 104,778 - 113463 I5K
87.390 ISK 83500 SK Standard deviation
=== Median
0IsK T T T 1
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Winter '15/°16
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PRICE OF TOUR PACKAGE

Q.119. Whatwasthe price of the tour package perperson?

Number of Less than 200.000- 300.00:  Higherthan
answers  200.000 ISK 300.000 ISK 400.000 ISK 400.000 ISK

Count % % % %
Total 254 79.9 10,6 55 3.9 P 162.03115K
Gender
Male 63 77,8 14,3 6,3 16 147.926 ISK
Female 191 80,6 9,4 52 4,7 166.683 I1SK
Age
24 yearsand younger 40 92,5 5,0 2,5 0,0 106.3781SK
25-34 years 59 81,4 8.5 51 51 165.324 ISK
35-44 years 47 78,7 12,8 6.4 21 149.7551SK
45-54 years 49 71,4 12,2 6.1 10,2 221.2191SK
S5yearsand older 54 759 14,8 7.4 19 160.2571SK
What is your profession?
Managerial 26 65,4 115 15,4 7,7 187.974 ISK
Professionals (dr./lawyer/account. etc.) 60 73,3 11,7 8.3 6.7 200.0711SK
Other professionals 41 85,4 12,2 0.0 2.4 138.304 ISK
Teacher/Medical care 31 83.9 9,7 3,2 3,2 175.601 ISK
Clerical/Service 8 75,0 0.0 25,0 0.0 152.1291SK
Vocational/Technical 9 77,8 22,2 0.0 0.0 118.001ISK
Unskilled <5
Student 34 91,2 8.8 0.0 0.0 109.245ISK
Retired/Homemaker 26 84,6 7,7 0.0 7,7 174.9781SK
Other 15 80,0 13,3 6.7 0.0 142.469 ISK
Household income
High 118 80,5 11,9 4,2 3.4 166.186 ISK
Average 97 80,4 8.2 6.2 5.2 157.701I1SK
Low 31 77,4 12,9 6.5 3.2 162.756 ISK
Market area*
North America 124 82,3 10,5 4,8 24 [ 148.5271sK
Britain 73 82,2 9,6 55 27 [ 157.795ISK
Central/Southern Europe 25 60,0 28,0 12,0 00 [ 179.5761SK
Scandinavia 8 100,0 0.0 0.0 00 [ 97.048IsK
Asia 16 81,3 0,0 0,0 188 [N 180.74215K
Other 8 62,5 0.0 12,5 250 [N 382.72415K
Educational level
Finished high school or less 18 55,6 33,3 5,6 5,6 211.1771SK
Bachelor'sdegree or equivalent 144 81,9 6,9 6.9 4,2 152.229 ISK
Master's/Ph.D. or equivalent 83 83,1 10,8 24 3,6 165.667 ISK

*Significant difference between groups according to ANOVA test (p<0,05).



PRICE OF TOUR PACKAGE

Q.119. Whatwasthe price of the tour package perperson?

Number of Less than 200.000- 300.00:  Higherthan
answers  200.000 ISK 300.000 ISK 400.000 ISK 400.000 ISK

Count % % % %
Total 254 79,9 10,6 55 3.9 _ 162.031 ISK
Nationality
American 101 81,2 10,9 5,9 2,0 151.525 ISK
British 60 81,7 11,7 3.3 3.3 163.597ISK
Canadian 22 86,4 91 0.0 4,5 135.761 ISK
German 9 44,4 22,2 33,3 0,0 232.866 ISK
Chinese 14 100,0 0.0 0.0 0.0 90.750 ISK
French <5
Spanish <5
Danish <5
Swedish <5
Swiss <5
Norwegian <5
Dutch <5
Italian <5
Austrian <5
Other 33 75,8 3,0 6.1 15,2 212.880 ISK
Type of trip*
Package tour 252 79,8 10,7 56 4,0 162.416 ISK
Individually-arranged tour 18 83.3 16,7 0,0 0.0 112.124 ISK
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 241 80,9 10,4 54 3.3 154.925 ISK
Visiting friends/relatives <5
Eventin Iceland (leisure related) 12 91,7 8.3 0,0 0.0 98.121 ISK
Education and training 10 60.0 10.0 10,0 20,0 361.3301SK
Business/small meeting <5
Conference/large meeting <5
Other 16 56.3 12,5 12,5 18,8 317.0121ISK

Difference between groupsis not statistically significant.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



INCLUDED IN TOUR PACKAGE

Q.120. Whatwasincluded in the tour package?

Count % %

respondents respondents responses

I Lodging/accommodation 305 94,7 26,5 94,7%
I Excursions/sightseeing trips 274 85,1 23,8 851%
[ Air ticket 253 78,6 22,0 78,6%
I Food/beverages 130 40,4 11,3 40,4%
I Other transport 113 35,1 9,8 351%
I Carrental 36 11,2 3,1
I Conference fee 2 0,6 0.2
J other, what? 38 11,8 33
Number of responses* 1151 357.5 100,0 0;/0 10;)%
Number of respondents 322 16,6
Did notget question** 1614 83,2
Did notanswer 4 0,2
Total 1940 100.0

*There are more responses than respondents asit was possible to select more than one answer.

**Only those who travelled on anorganized (package) tour (Q114) got this question.
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INCLUDED IN TOUR PACKAGE

Q.120. Whatwasincluded in the tour package?

Lodging/  Excursions/

Numberof accommo- sightseeing Food/ Other
answers dation trips Airticket  beverages transport Other
Count % % % % % %

Total
Gender
Male 78 92,3 83.3 71,8 33.3 35,9 17,9
Female 244 95,5 85,7 80,7 42,6 34,8 23,4
Age
24 yearsand younger 51 84,3 78.4 49,0 25,5 49,0 25,5
25-34 years 72 91,7 83,3 72,2 38.9 31,9 23,6
35-44 years 61 98.4 85,2 83.6 24,6 26,2 16.4
45-54 years 57 100,0 93,0 94,7 49,1 351 14,0
55yearsand older 76 97,4 84,2 88,2 57.9 35,5 30,3
Whatis your profession?
Managerial 34 97.1 85,3 94,1 41,2 38,2 26,5
Professionals (dr./lawyer/account. etc.) 68 92,6 85,3 85,3 38,2 22,1 191
Other professionals 49 100.0 95,9 83.7 38,8 36,7 14,3
Teacher/Medical care 40 97,5 82,5 90,0 45,0 20,0 17,5
Clerical/Service 10 100.,0 90.0 80,0 40,0 30,0 20,0
Vocational/Technical 11 72,7 81,8 63,6 27.3 81,8 9,1
Unskilled <5
Student 43 83.7 791 34,9 23,3 55,8 27,9
Retired/Homemaker 37 100,0 78.4 89,2 45,9 351 37.8
Artist/Musician/Actor etc. <5
Other 21 100.,0 85,7 76,2 66,7 381 23.8
Householdincome
High 145 99,3 92,4 88,3 38.6 32,4 19,3
Average 120 89,2 78.3 74,2 42,5 38,3 23,3
Low 44 95,5 79,5 65,9 36.4 36,4 25,0
Marketarea
North America 167 97,6 90,4 84,4 44,9 24,6 21,6
Britain 84 95,2 81,0 84,5 321 41,7 16,7
Central/Southern Europe 29 86,2 72,4 82,8 31,0 51,7 27.6
Scandinavia 9 88,9 55,6 77.8 66,7 55,6 22,2
Asia 21 81,0 85,7 19,0 33.3 52,4 28,6
Other 12 100,0 91,7 50,0 50,0 50,0 41,7
Educational level
Finished high school or less 28 92,9 78,6 78,6 39.3 50.0 32,1
Bachelor'sdegree or equivalent 183 94,5 84,2 76,5 37,2 37,2 24,0
Master's/Ph.D. or equivalent 100 96,0 89.0 82,0 42,0 26,0 15,0

When respondents can choose more than one answer, significance between groups is not calculated.



INCLUDED IN TOUR PACKAGE

Q.120. Whatwasincluded in the tour package?

Lodging/  Excursions/

Number of accommo- sightseeing Food/ Other
answers dation trips Airticket  beverages transport Other
Count % % % % % %

Total
Nationality
American 130 96,9 92,3 84,6 46,2 27,7 20,0
British 71 97,2 78,9 97,2 33.8 36,6 16,9
Canadian 35 100.,0 82,9 82,9 371 14,3 28,6
German 10 100,0 80.0 100,0 40,0 60,0 20,0
Chinese 18 83,3 83,3 11,1 27,8 77.8 27,8
French <5
Spanish <5
Danish <5
Swedish <5
Swiss <5
Norwegian <5
Dutch <5
Austrian <5
Other 39 82,1 84.6 43,6 38,5 38,5 23,1
Type of trip*
Package tour 322 94,7 851 78,6 40,4 351 22,0
Individually-arranged tour 27 88,9 85,2 77,8 33.3 33.3 25,9
Business-arranged tour <5
Purpose of visit*
Vacation/holiday 306 94,8 85,3 79,4 39,2 33,3 21,6
Visiting friends/relatives <5
Eventin Iceland (leisure related) 13 76,9 84.6 30.8 53.8 46,2 46,2
Education and training 11 100,0 81,8 81,8 54,5 81,8 27.3
Business/small meeting <5
Conference/large meeting <5
Other 20 100,0 80,0 75,0 75,0 70,0 30,0

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




NUMBER OF PEOPLE COVERED BY

EXPENDITURE

Q.121. Numberofpeople covered by totalexpenditure?

Count %
Joneadutt 555 34,0
f woaduits 831 509 50,9%
IMore than twoadults 169 10,4
IAduIt(s) andchild(ren) 77 4,7
Number of responses 1632 100,0 OI% 106%
Number of respondents 1632 84,1
Did notanswer 308 15,9

Total 1940 100.,0




NUMBER OF PEOPLE COVERED BY

EXPENDITURE

Q.121. Numberofpeople covered by totalexpenditure?

Number of Morethan Adult/s and
answers One adult Two adults  two adults children
Count % % % %
Total 1632 34,0 50.9 10,4 4,7 34% 5104 10%%
Gender*
Male 545 30,6 55,2 10,6 3.5 31% 5506 11%%
Female 1085 35,8 48,7 10,2 53 36% 49% 10%k
Age*
24 yearsand younger 263 47,1 36,5 13,7 2,7 47% 37% 14984
25-34 years 562 34,7 55,0 9,6 0.7 3506 55% 10%
35-44 years 303 33,0 50,5 56 10.9 33% 50% 6941%
45-54 years 239 28,5 49,0 11,3 11.3 28% 49% 11% 11%
55yearsand older 249 25,3 58,6 13,7 24 2504 5904 14986
Whatis your profession?*
Managerial 185 26,5 57,8 10,3 54 26% 58% 10%%
Professionals (dr./lawyer/account.etc.) 369 30,4 54,2 10,0 54
Other professionals 271 34,3 52,8 10,3 2,6 349% 53% 10%
Teacher/Medical care 176 30,1 54,0 10,2 57 30% 54% 10%%
Clerical/Service 78 34,6 474 9.0 9.0
Vocational/Technical 54 37.0 46,3 9.3 7,4
Unskilled 8 50,0 12,5 125 25,0
Student 220 49,1 35,9 12,3 2.7
Retired/Homemaker 99 26,3 62,6 10,1 L0 BT
Artist/Musician/Actor etc. 16 62,5 25,0 12,5 0.0
Other 139 34,5 50.4 9,4 58
Household income*
High 659 29,7 54,2 10,9 52 0% ny G
Average 668 35.3 50,3 9,4 4,9
Low 249 41.4 44,6 10,8 3.2
Market area*
North America 777 33,2 52,5 10,8 3.5
Britain 324 26,5 62,3 71 4,0 27% 62% 784/
Central/Southern Europe 281 345 48,4 12,1 50 3504 48% 12%%
Scandinavia 95 43,2 26,3 10,5 20,0 43% 26% | 11% 20%
Asia 73 39,7 42,5 151 2,7 40% 42% 15%%
Other 79 51,9 36.7 8.9 2,5
Educational level*
Finished high school or less 133 30,8 46,6 14,3 8.3 31% 47% 14% 8%
Bachelor'sdegree or equivalent 958 35,1 50,6 11,0 3,3 35% 51% 113%
Master's/Ph.D. or equivalent 517 33,7 52,0 8.1 6.2 34% 52% 89%6%

*Significant difference between groups according to Chi-square test (p<0,05).
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NUMBER OF PEOPLE COVERED BY

EXPENDITURE

Q.121. Numberofpeople covered by totalexpenditure?

Number of Morethan Adult/s and
answers One adult Two adults two adults children

Count % % % %
Total 1632 34,0 50.9 10.4 4,7 34% = 10%%
Nationality*
American 596 34,6 51,0 10,9 3,5
British 275 20,7 66.9 6.9 55
Canadian 177 316 52,0 10,7 5.6
German 67 41,8 38,8 13,4 6.0
Chinese 44 50,0 45,5 2,3 2,3
French 40 30,0 62,5 2,5 50
Spanish 33 42,4 42,4 15,2 0.0 42% 42% 15%
Danish 25 48,0 28,0 4,0 20,0 48% 28% 4% 20%
Swedish 25 32,0 20,0 24,0 24,0
Swiss 22 27,3 63,6 4,5 45
Norwegian 20 30,0 45,0 10,0 15,0
Dutch 16 12,5 56.3 31.3 0.0 EER 56% 31%
Italian 14 35,7 571 71 0.0 36% 579 7%
Austrian 8 37.5 50.0 12,5 0.0
Other 270 437 407 12,2 3.3
Type of trip*
Package tour 311 32,8 54,7 10,6 19 % 9% P%
Individually-arranged tour 1236 32,7 51.8 10,0 5.6
Business-arranged tour 29 58,6 24,1 13,8 3.4
Purpose of visit*
Vacation/holiday 1505 314 534 10,6 4,7 194 5304 11%%
Visiting friends/relatives 87 54,0 35,6 6.9 3.4
Eventin Iceland (leisure related) 82 46,3 42,7 7.3 3,7
Education and training 44 52.3 22,7 15,9 9.1
Business/small meeting 35 54,3 28,6 14,3 2.9
Conference/large meeting 24 75,0 20,8 0,0 4,2 75% 21% 4%
Other 20 70,0 10.0 15,0 5.0 70% 10%_1596%

*Significant difference between groups according to Chi-square test (p<0,05).




TOTAL SPENDING ON TRIP

Sp.122. How much, approximately, do you think you (and your family travelling with you) spentduring
yourstayin Iceland (airfare and prepaid tour package excluded)?

Count %
[ 25.000 15K or less 114 7.9 79%
] 25.001-50.00015K 285 197 19,7%
I 50.001-75.000ISK 277 19,2 19,2%
l} 75.001-100.00015K 195 135 135%
I 100.001-150.000ISK 266 18,4 18,4%
I 150.001-200.000ISK 133 9,2 9,2%
] More than 200.000 15K 176 12,2 12.2%
Number of responses 1446 100,0 0.% 10;3%
Number of respondents 1446 74,5
Did notanswer 494 25,5
Total 1940 100,0
Mean 115.4241SK
Standard deviation 161.0601SK

Median 82.0671SK




TOTAL SPENDING ON TRIP

Sp.122. How much, approximately, do you think you (and your family travelling with you) spentduring
yourstayin Iceland (airfare and prepaid tour package excluded)?

Number of 50.000 ISK 50.00% 100.00% 150.00% More than
answers orless 100.000 ISK  150.000 ISK  200.000 ISK 200.000 ISK

Count % % % % %
Total 1446 27,6 32,6 18,4 9,2 122 N 115424
Gender
Male 493 26,0 33.5 16,4 10,5 13,6 119.546
Female 951 28,5 32,2 19,3 8.5 11,5 113.347
Age
24 yearsand younger 228 33,8 36,4 16,2 4,4 5,2 102.407
25-34 years 505 25,5 33,5 19,4 10,1 11,5 121.336
35-44 years 276 23,9 30,1 21,4 8.7 159 121.473
45-54 years 213 25,8 33.3 19,2 10,3 11,3 114.881
55yearsand older 209 33.0 29,2 13,9 11,5 12,4 107.511
Whatis your profession?
Managerial 170 22,4 30,0 26,5 9,4 118 122.441
Professionals (dr./lawyer/account. etc.) 337 22,0 32,0 18,7 13,6 13,6 129.507
Other professionals 239 251 33,9 18,4 8,4 14,2 113.632
Teacher/Medical care 151 30,5 371 19,2 6.6 6.6 95.325
Clerical/Service 71 22,5 35,2 22,5 8,5 11,3 111.834
Vocational/Technical 50 26,0 20,0 30,0 8.0 16,0 116.488
Unskilled 8 50,0 37,5 0.0 0.0 12,5 79.952
Student 188 34,6 37.8 13,3 59 8,5 115.385
Retired/Homemaker 84 47,6 27,4 9,5 8.3 71 85.505
Artist/Musician/Actor etc. 13 38,5 38,5 15,4 0.0 7,7 73.508
Other 122 25,4 28,7 14,8 10,7 20,5 129.328
Householdincome
High 604 24,0 34,6 20,5 8.9 119 117.796
Average 583 28,3 31,9 18,9 8.7 12,2 115.183
Low 224 33,5 30.8 13.4 9.8 12,5 103.741
Market area*
North America 696 22,7 32,3 21,3 11,2 125 N 120321
Britain 290 38,6 37.6 131 59 48 [ s84.166
Central/Southern Europe 243 25,9 28,8 19,3 9,9 16,0 P 120167
Scandinavia 83 38,6 33,7 18,1 4,8 48 [ 91314
Asia 60 26,7 30,0 8.3 10,0 250 [N 155.468
Other 71 25,4 29,6 18,3 5,6 21,1 [ 165.184
Educational level
Finished high school or less 113 31,0 31,0 8.8 10,6 18,6 130.370
Bachelor'sdegree or equivalent 851 27,5 33,4 20,1 7.6 114 112.577
Master's/Ph.D. or equivalent 466 26,6 318 17.8 12,0 11,8 117.004

*Significant difference between groups according to ANOVA test (p<0,05). “



TOTAL SPENDING ON TRIP

Sp.122. How much, approximately, do you think you (and your family travelling with you) spentduring
yourstayin Iceland (airfare and prepaid tour package excluded)?

Number of 50.000 ISK 50.00% 100.00% 150.00% More than
answers orless 100.000 ISK  150.000 ISK 200.000 ISK 200.000 ISK

Count % % % % %
Total 1446 27,6 32,6 18,4 9,2 122 N 115.424
Nationality

American 547 22,9 32,4 21,9 11,2 11,7 119.112
British 247 38,9 38,1 11,3 4,9 6.9 86.702
Canadian 143 25,2 32,2 17,5 11,2 14,0 118.881
German 56 12,5 28,6 19,6 14,3 25,0 168.315
Chinese 38 26,3 28,9 21,1 13,2 10,5 119.090
French 36 30,6 36.1 111 8.3 13,9 101.923
Spanish 29 20,7 20,7 34,5 13,8 10,3 116.225
Danish 21 42,9 42,9 14,3 0.0 0.0 62.811
Swedish 21 52,4 28,6 4,8 4,8 9,5 123.176
Swiss 19 15,8 36.8 15,8 53 26,3 136.939
Norwegian 19 26,3 26,3 36.8 0.0 10,5 106.245
Dutch 15 40,0 13,3 26,7 13,3 6.7 94.082
Italian 13 231 30.8 23,1 15,4 7.7 109.768
Austrian 5 60,0 0,0 0.0 0,0 40,0 113.087
Other 237 28,7 321 16,5 7.6 15,2 128.321
Number of people covered by total expenditure?

Oneadult 499 23.6 311 21,0 10,2 14,0 124.974
Twoadults 736 27,0 34,6 17,0 9,2 121 112.063
More than two adults 147 40,8 25,9 15,0 7.5 10,9 118.349
Adult/sand children 63 33,3 381 22,2 4,8 1,6 73.709

Type of trip*

Package tour 276 42,8 315 13,8 58 6.2 93.891
Individually-arranged tour 1096 23,4 32.9 20,0 10,1 13,6 122.399
Business-arranged tour 27 259 33,3 18,5 74 14,8 128.645
Purpose of visit*

Vacation/holiday 1340 27,4 32,9 18,4 9.3 12,0 113.515
Visiting friends/relatives 69 24,6 39,1 21,7 58 8,7 100.741
Eventin Iceland (leisure related) 73 16,4 41,1 19,2 11,0 123 117.216
Education and training 38 34,2 21,1 7.9 10,5 26,3 249.323
Business/small meeting 33 36,4 15,2 18,2 15,2 15,2 130.132
Conference/large meeting 22 13,6 45,5 13,6 9.1 18,2 126.270
Other 15 13,3 26,7 40,0 6.7 13,3 124.635

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



ENVIRONMENTAL PRACTICES -

ACCOMMODATION PROVIDERS

Q.123. Based onyourexperiencesinlceland, how would you rate the commercialaccommodation
providerson their environmental practices?

Count %

I Amongst the bestin the world (5) 162 12,8
I Ahead of most other places (4) 504 39,9
Aboutaverage (3) 545 43,2
Behind most other places (2) 41 3.2
Amongst the worstin the world (1) 11 0.9
Number of responses 1263 100,0
Number of respondents 1263 65,1
Did notanswer 677 34,9
Total 1940 100,0

0 g,
329.9% 12,8%

43,2%

Mean 3,61
Standard deviation 0,78

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is

calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better results are.



ENVIRONMENTAL PRACTICES -

ACCOMMODATION PROVIDERS

Q.123. Based onyourexperiencesinlceland, how would you rate the commercialaccommodation
providerson their environmental practices?

Number of Ahead of most places/ About Behind most places/

answers Among the best average Among the worst
Count % % %

Total 1263 52,7 43,2 4,1 P sel
Gender
Male 443 54,4 42,0 3,6 3,60
Female 819 51,9 43,7 4,4 3,61
Age
24 yearsand younger 204 52,9 41,7 54 3,57
25-34 years 432 56.5 39,6 3,9 3,66
35-44 years 238 49,6 45,4 5.0 3,58
45-54 years 184 511 45,7 3.3 3,57
55yearsand older 189 49,2 47,6 3.2 3,59
Whatis your profession?
Managerial 140 47,9 45,7 6.4 3,53
Professionals (dr./lawyer/account. etc.) 295 54,2 41,4 4,4 3,61
Other professionals 199 53.8 42,2 4,0 3,64
Teacher/Medical care 139 51.8 44,6 3.6 3,58
Clerical/Service 70 52,9 44,3 2.9 3,61
Vocational/Technical 35 48,6 48,6 2.9 3,60
Unskilled 7 57.1 42,9 0.0 3,71
Student 174 58,0 37,9 4,0 3,64
Retired/Homemaker 76 50,0 46,1 3.9 3,59
Artist/Musician/Actor etc. 13 46,2 46,2 7,7 3,46
Other 102 51,0 46,1 2.9 3,63
Household income
High 516 53,5 42,6 3.9 3,61
Average 521 518 44,0 4,2 3,60
Low 183 54,1 41,0 4,9 3,61
Market area*
North America 594 60,3 37,0 2.7 e s
Britain 269 47,2 48,0 4.8 e 35
Central/Southern Europe 200 43,5 48,5 8,0 e 41
Scandinavia 58 48,3 48,3 3.4 e 350
Asia 75 44,0 52,0 4,0 [ 344
Other 64 51,6 45,3 3,1 e 359
Educational level
Finished high school or less 91 47,3 451 7,7 3,47
Bachelor's degree or equivalent 746 531 43,3 3.6 3,60
Master's/Ph.D. or equivalent 406 54,4 41,6 3.9 3,67

*Significant difference between groups according to ANOVA test (p<0,05). “



ENVIRONMENTAL PRACTICES -

ACCOMMODATION PROVIDERS

Q.123. Based onyourexperiencesinlceland, how would you rate the commercialaccommodation
providerson their environmental practices?

Number of Ahead of most places/ About  Behind most places/

answers Among the best average Among the worst

Count % % %
Total 1263 52,7 43,2 4,1 s se1
Nationality*
American 458 61,8 36.0 2.2 e a8
British 224 451 513 3,6 P 349
Canadian 130 54,6 40,0 54 e 360
German 40 52,5 40,0 7.5 e 350
Chinese 45 57.8 33.3 8,9 e 35
French 25 32,0 56,0 12,0 e s s
Spanish 32 43,8 46,9 9,4 e 334
Danish 12 50,0 50,0 0,0 e 358
Swedish 19 68,4 316 0.0 . 379
Swiss 18 33.3 55,6 111 P 328
Norwegian 13 46,2 53,8 0.0 e 346
Dutch 13 61,5 30,8 7.7 e 354
Italian 13 53,8 46,2 0.0 e 3.5
Austrian 5 40,0 40,0 20,0 [ 320
Other 216 43,5 51,9 4,6 P 49
Type of trip*
Package tour 272 518 44,9 3.3 3,60
Individually-arranged tour 939 53,6 42,3 4,2 3,61
Business-arranged tour 26 38,5 53.8 7.7 3,38
Purpose of visit*
Vacation/holiday 1163 53,0 431 4,0 3,61
Visiting friends/relatives 56 48,2 51,8 0.0 3,59
Eventin Iceland (leisurerelated) 68 67,6 30,9 15 381
Education andtraining 42 50,0 429 71 3,52
Business/small meeting 25 28,0 64,0 8.0 3,24
Conference/large meeting 25 48,0 48,0 4,0 3,56
Other 108 44,4 49,1 6.5 3,47

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



ENVIRONMENTAL PRACTICES -

ACTIVITIES AND ATTRACTIONS

Q.124. Based onyourexperiencesinlceland, how would you rate the activitiesand attractionson

their environmental practices?
I

Count %

I Amongst the bestin the world (5) 370 25,8
I Ahead of most other places (4) 635 44,3
Aboutaverage (3) 378 26,4
Behind most other places (2) 29 2,0
Amongst the worstin the world (1) 20 14
Number of responses 1432 100,0
Number of respondents 1432 73,8
Did notanswer 508 26,2
Total 1940 100,0

2,0%A%

26,4%

44 3%

Mean 3,91
Standard deviation 0,85

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is

calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



ENVIRONMENTAL PRACTICES -

ACTIVITIES AND ATTRACTIONS

Q.124. Based onyourexperiencesinlceland, how would you rate the activitiesand attractionson
their environmental practices?

|
Number of Ahead of most places/ About Behind most places/
answers Among the best average Among the worst
Count % % %
Total 1432 70,2 26,4 3.4 s 301
Gender
Male 495 71,1 25,9 3,0 3,91
Female 935 69,7 26,6 3,6 3,91
Age*
24 years and younger 236 729 22,5 4,7 P 400
25-34 years 500 73,6 22,2 4.2 e 397
35-44 years 261 67.0 30,3 2,7 e 57
45-54 years 205 65,4 33.7 10 e 382
S5yearsand older 212 66.5 30,2 33 . s e2
Whatis your profession?*
Managerial 164 63,4 31,7 4,9 P 580
Professionals (dr./lawyer/account.etc.) 320 67.8 281 41 e 385
Other professionals 232 73.3 23,7 3.0 e 3,97
Teacher/Medical care 151 66,9 29,1 4,0 e 381
Clerical/Service 78 70,5 28,2 1.3 P 400
Vocational/Technical 44 79.5 20,5 0.0 e 4,07
Unskilled 8 87.5 125 0.0 . 425
Student 200 76,0 19,0 5.0 e 201
Retired/Homemaker 84 60,7 36,9 2.4 . 377
Artist/Musician/Actor etc. 15 86,7 6.7 6.7 P 4,07
Other 121 73,6 25,6 0.8 P 405
Household income
High 579 68,6 28,7 2.8 3,89
Average 591 71,1 254 3.6 3,01
Low 216 70,8 24,1 51 3,95
Marketarea*
North America 680 73,2 24,0 2,8 P 400
Britain 291 65,6 30,9 3.4 e se2
Central/Southern Europe 239 711 23,0 5.9 e s ss
Scandinavia 69 65,2 319 29 e s
Asia 76 57.9 38,2 3.9 e 368
Other 74 74,3 24,3 14 P 407
Educational level
Finished high school or less 108 65,7 28,7 5.6 3,82
Bachelor's degree or equivalent 849 70,0 27,0 3.1 3,93
Master's/Ph.D. or equivalent 452 71,7 25,0 3.3 3,01

*Significant difference between groups according to ANOVA test (p<0,05). “



ENVIRONMENTAL PRACTICES -

ACTIVITIES AND ATTRACTIONS

Q.124. Based onyourexperiencesinlceland, how would you rate the activitiesand attractionson
their environmental practices?

|
Number of Ahead of most places/ About Behind most places/
answers Among the best average Among the worst
Count % % %
Total 1432 70,2 26,4 3.4 P 301
Nationality*
American 525 73,7 23,6 2,7 e 404
British 241 66,0 30,3 3.7 e 379
Canadian 148 68,2 29,1 2,7 P 385
German 52 76,9 21,2 19 e 304
Chinese 45 68,9 22,2 8.9 RS
French 35 45,7 40,0 14,3 e 549
Spanish 32 62,5 313 6.3 P 363
Danish 14 571 42,9 0,0 e 364
Swedish 23 82,6 13,0 4,3 e 3,01
Swiss 19 68,4 211 10,5 e 384
Norwegian 16 62,5 37.5 0.0 e 363
Dutch 14 85.7 14,3 0.0 . 400
Italian 13 76,9 23,1 0.0 P 415
Austrian 7 85,7 14,3 0.0 P 400
Other 248 69,8 27.4 2.8 e 394
Type of trip*
Package tour 290 69,3 26,6 4,1 3,86
Individually-arranged tour 1079 70,8 259 3.3 3,93
Business-arranged tour 27 55,6 44,4 0.0 3,78
Purpose of visit*
Vacation/holiday 1325 70,6 26,1 3.3 3,92
Visiting friends/relatives 73 74,0 26,0 0.0 4,03
Eventin Iceland (leisurerelated) 75 773 21,3 13 4,08
Education andtraining 44 59,1 318 91 3,68
Business/small meeting 28 50,0 429 71 3,61
Conference/large meeting 24 75,0 20,8 4,2 4,00
Other 115 65,2 30,4 4,3 3,83

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.




ENVIRONMENTAL PRACTICES -

TRANSPORTATION

Q.125. Based onyourexperiencesinlceland, how would you rate the transportation on their

environmental practices?
I

Count %

I Amongst the bestin the world (5) 155 11,3
I Ahead of most other places (4) 443 32,3
Aboutaverage (3) 637 46,4
Behind most other places (2) 118 8,6
Amongst the worstin the world (1) 19 14
Number of responses 1372 100,0
Number of respondents 1372 70,7
Did notanswer 568 29,3
Total 1940 100,0

1,4%

8.6% 11.3%

32,3%

46,4%

Mean 3,44
Standard deviation 0,85

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is

calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.




ENVIRONMENTAL PRACTICES -

TRANSPORTATION

Q.125. Based onyourexperiencesinlceland, how would you rate the transportation on their
environmental practices?

|
Number of Ahead of most places/ About Behind most places/
answers Among the best average Among the worst
Count % % %
Total 1372 43,6 46,4 10,0 e 344
Gender
Male 477 42,3 46,8 10,9 3,40
Female 893 443 46,1 9,5 3,45
Age*
24 yearsand younger 225 40,0 46,2 13,8 e 333
25-34 years 473 40,8 45,9 13,3 e 337
35-44 years 247 43,7 47,4 8,9 e 545
45-54 years 202 47,0 48,5 4,5 e 353
S5yearsand older 207 51,2 44,0 4,8 e 359
Whatis your profession?*
Managerial 155 40,6 471 123 e 542
Professionals (dr./lawyer/account.etc.) 308 451 451 9,7 e 342
Other professionals 221 41,6 50,7 7,7 e 3,44
Teacher/Medical care 148 43,2 50,0 6.8 e 346
Clerical/Service 74 41,9 40,5 17,6 e 334
Vocational/Technical 45 44,4 48,9 6.7 s 301
Unskilled 8 75,0 25,0 0.0 . 200
Student 191 38,7 44,0 17.3 e 328
Retired/Homemaker 81 48,1 49,4 2,5 e 359
Artist/Musician/Actor etc. 13 61,5 30,8 77 e 569
Other 115 50,4 43,5 6.1 e 358
Household income
High 547 43,9 47,5 8.6 3,45
Average 575 44,3 45,2 10,4 3,43
Low 201 39,8 47,3 12,9 3.38
Marketarea*
North America 649 51,0 42,5 6.5 e 359
Britain 282 37.2 52,1 10,6 P s34
Central/Southern Europe 225 36.4 48,0 15,6 e s
Scandinavia 68 324 54,4 13,2 e 522
Asia 76 36.8 52,6 10,5 e 332
Other 69 42,0 42,0 159 e 336
Educational level
Finished high school or less 105 45,7 41,9 12,4 3,39
Bachelor's degree or equivalent 812 431 46,9 10,0 3,43
Master's/Ph.D. or equivalent 431 43,9 46,9 9.3 3,46

*Significant difference between groups according to ANOVA test (p<0,05). “



ENVIRONMENTAL PRACTICES -

TRANSPORTATION

Q.125. Based onyourexperiencesinlceland, how would you rate the transportation on their
environmental practices?

|
Number of Ahead of most places/ About  Behind most places/
answers Among the best average Among the worst
Count % % %
Total 1372 43,6 46,4 10,0 s 544
Nationality*
American 500 52,0 414 6.6 [ 360
British 233 40,3 50,6 9,0 e 338
Canadian 143 45,5 46,9 7.7 e 549
German 50 48,0 46,0 6.0 e 350
Chinese 47 34,0 53,2 12,8 e s
French 30 10,0 53,3 36.7 s 23
Spanish 29 20,7 55,2 24,1 e 203
Danish 13 30.8 61,5 77 e 551
Swedish 22 50,0 45,5 4,5 P 350
Swiss 21 42,9 42,9 14,3 e 529
Norwegian 15 40,0 60,0 0.0 . 347
Dutch 12 33,3 66,7 0.0 e 333
Italian 15 40,0 53,3 6.7 P 3,47
Austrian 7 57.1 42,9 0.0 e 31
Other 235 36,6 46,8 16,6 P 329
Type of trip*
Package tour 282 44,3 48,6 71 3,47
Individually-arranged tour 1033 43,0 46,3 10,7 3,42
Business-arranged tour 28 429 50,0 71 3,43
Purpose of visit*
Vacation/holiday 1263 43,7 46,2 10,1 3,44
Visiting friends/relatives 71 32,4 59,2 8,5 3,31
Eventin Iceland (leisurerelated) 75 37,3 54,7 8.0 3,37
Education and training 44 50,0 38,6 114 3,43
Business/small meeting 29 34,5 58,6 6.9 3,38
Conference/large meeting 24 41,7 54,2 4,2 3,63
Other 116 41,4 49,1 9,5 3,41

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



ENVIRONMENTAL PRACTICES -

MANAGEMENT OF GARBAGE

Q.126. Based onyourexperiencesinliceland, how would you rate the publicinfrastructure: management
of trash/garbage on theirenvironmental practices?

Count % 4,4%13%
I Amongst the best in the world (5) 236 18,6
I Ahead of most other places (4) 538 42,4
Aboutaverage (3) 423 33,3
Behind most other places (2) 56 4,4 33%
Amongst the worstin the world (1) 17 13
Number of responses 1270 100,0
Number of respondents 1270 65,5
Did notanswer 670 34,5
Total 1940 100,0
)
1 2 3 4 5
Mean 3,72

Standard deviation 0,86

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)
the better resultsare.




ENVIRONMENTAL PRACTICES -

MANAGEMENT OF GARBAGE

Q.126. Based onyourexperiencesinliceland, how would you rate the publicinfrastructure: management
of trash/garbage on their environmental practices?

Number of Ahead of most places/ About Behind most places/

answers Among the best average Among the worst
Count % % %

Total 1270 60,9 33,3 57 e 572
Gender
Male 457 62,8 31,7 55 3,72
Female 811 60,0 34,0 59 3,73
Age
24 yearsand younger 221 57,9 34,8 7,2 3,69
25-34 years 463 62,9 30,9 6.3 3,76
35-44 years 229 59,8 34,9 52 3,70
45-54 years 175 59,4 36,6 4,0 3,67
55yearsand older 166 63.9 31.9 4,2 3,80
Whatis your profession?
Managerial 144 58,3 31,3 10,4 3,63
Professionals (dr./lawyer/account.etc.) 295 62,7 32,5 4,7 3,75
Other professionals 201 60.2 36.8 3.0 3,77
Teacher/Medical care 136 58,1 331 8.8 3,63
Clerical/Service 71 64,8 31,0 4,2 3,80
Vocational/Technical 38 65.8 31,6 2.6 3,95
Unskilled 8 75,0 25,0 0.0 4,00
Student 187 551 374 7.5 3,63
Retired/Homemaker 63 57.1 39,7 3.2 3,73
Artist/Musician/Actor etc. 13 76,9 154 77 3,85
Other 101 68,3 27.7 4,0 3,83
Household income
High 503 62,2 32,6 52 3,73
Average 529 60,7 34,8 4,5 3,75
Low 197 589 310 10,2 3,63
Marketarea*
North America 605 66,6 28,6 4,8 e 384
Britain 250 59,2 36,8 4,0 P 570
Central/Southern Europe 199 49,2 41,2 9,5 e 350
Scandinavia 64 531 391 7.8 e 352
Asia 75 52,0 40,0 8.0 e 552
Other 74 68,9 28,4 2.7 e s s6
Educational level
Finished high school or less 92 56.5 337 9.8 3,64
Bachelor's degree or equivalent 761 61,4 33,0 57 3,73
Master's/Ph.D. or equivalent 397 61,5 34,0 4,5 3,76

*Significant difference between groups according to ANOVA test (p<0,05). “



ENVIRONMENTAL PRACTICES -

MANAGEMENT OF GARBAGE

Q.126. Based onyourexperiencesinliceland, how would you rate the publicinfrastructure: management
of trash/garbage on their environmental practices?

Number of Ahead of most places/ About  Behind most places/

answers Among the best average Among the worst

Count % % %
Total 1270 60,9 33,3 57 e 52
Nationality*
American 467 67,7 28,5 3,9 e 389
British 208 59,6 36,5 3.8 P 370
Canadian 132 59.8 3.8 8.3 P 364
German 41 41,5 39,0 19,5 e 329
Chinese 42 57.1 31.0 11,9 e s 52
French 30 56.7 30,0 13,3 e 357
Spanish 27 51,9 40,7 74 e 348
Danish 15 53,3 46,7 0,0 e 353
Swedish 22 68,2 22,7 9.1 e 373
Swiss 16 43,8 43,8 12,5 e 338
Norwegian 13 53,8 46,2 0.0 e 362
Dutch 10 80,0 20,0 0,0 e 390
Italian 12 58,3 333 8,3 e 383
Austrian 7 42,9 57.1 0.0 e 357
Other 228 56.1 38,6 53 . 366
Type of trip*
Package tour 252 55,6 39,7 4,8 3,66
Individually-arranged tour 957 624 31,8 59 3,74
Business-arranged tour 26 53.8 38,5 7.7 3,62
Purpose of visit*
Vacation/holiday 1160 61,9 32,7 54 3,74
Visiting friends/relatives 69 46,4 44,9 8,7 3,54
Eventin Iceland (leisurerelated) 72 56,9 37.5 56 3,61
Education and training 46 50,0 391 10,9 3,43
Business/small meeting 27 44,4 48,1 7.4 3,48
Conference/large meeting 24 70,8 25,0 4,2 3,83
Other 119 53,8 36,1 101 3,54

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



ENVIRONMENTAL PRACTICES - TOILETS

Q.127. Based onyourexperiencesinlceland, how would you rate the publicinfrastructure: toiletson
their environmental practices?

|
Count % 7.0% 11%
I Amongst the best in the world (5) 193 14,1
I Ahead of most other places (4) 511 37,4
Aboutaverage (3) 550 40,3
Behind most other places (2) 96 7,0
Amongst the worstin the world (1) 15 11 20.3%
Number of responses 1365 100,0
Number of respondents 1365 70,4
Did notanswer 575 29,6
Total 1940 100.,0
1 2 3 4 5
Mean 3,56

Standard deviation 0,86

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average s
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)
the better results are.




ENVIRONMENTAL PRACTICES - TOILETS

Q.127. Based onyourexperiencesinlceland, how would you rate the publicinfrastructure: toiletson
their environmental practices?

|
Number of Ahead of most places/ About Behind most places/
answers Among the best average Among the worst
Count % % %
Total 1365 51,6 40,3 8.1 e 556
Gender
Male 475 49,9 41,7 8.4 3,54
Female 888 52,5 39,5 8.0 3,58
Age
24 yearsand younger 233 53,2 37,8 9,0 3,59
25-34 years 481 53,6 38,3 8.1 3,60
35-44 years 246 50.8 43,5 57 3,55
45-54 years 192 46,4 45,8 7.8 3,48
55yearsand older 197 51,3 38,6 10,2 3,54
Whatis your profession?
Managerial 153 47,1 43,8 9,2 3,52
Professionals (dr./lawyer/account. etc.) 305 531 384 8.5 3,57
Other professionals 218 55,0 38.1 6.9 3,63
Teacher/Medical care 146 45,9 47,9 6.2 3,50
Clerical/Service 75 56,0 37.3 6.7 3,67
Vocational/Technical 45 66,7 311 2.2 3,80
Unskilled 8 62,5 25,0 12,5 3,88
Student 198 48,0 41,4 10,6 3,50
Retired/Homemaker 80 47,5 41,3 11,3 3,50
Artist/Musician/Actor etc. 13 61,5 30,8 77 3,77
Other 110 53,6 38.2 8.2 3,54
Household income
High 536 50,6 40,7 8.8 3,53
Average 570 514 41,9 6.7 3,59
Low 212 55,7 335 10,8 3,58
Marketarea*
North America 639 57.3 36.8 59 P s s
Britain 273 45,8 44,0 10,3 P 3,47
Central/Southern Europe 237 48,1 43,0 8.9 e 540
Scandinavia 64 35,9 531 10,9 P 530
Asia 79 48,1 43,0 8.9 e 347
Other 70 52,9 34,3 12,9 e 356
Educational level
Finished high school or less 102 49,0 42,2 8.8 3,49
Bachelor's degree or equivalent 820 52,3 39,4 8.3 3,57
Master's/Ph.D. orequivalent 422 514 41,5 71 3,59

*Significant difference between groups according to ANOVA test (p<0,05). “



ENVIRONMENTAL PRACTICES - TOILETS

Q.127. Based onyourexperiencesinlceland, how would you rate the publicinfrastructure: toiletson
their environmental practices?

|
Number of Ahead of most places/ About  Behind most places/
answers Among the best average Among the worst
Count % % %

Total 1365 51,6 40,3 8.1 s 556
Nationality*
American 490 58,2 36.3 55 P 570
British 226 44,2 46,9 8.8 e 345
Canadian 141 50,4 41,1 8.5 e s 52
German 52 46,2 38,5 15,4 e 340
Chinese 46 56,5 32,6 10.9 P 363
French 33 51,5 333 15,2 e 339
Spanish 32 43,8 50,0 6.3 e 538
Danish 15 26,7 60,0 13,3 e 313
Swedish 19 57.9 26,3 15,8 e 358
Swiss 19 57.9 26,3 158 e 542
Norwegian 15 33.3 60,0 6.7 e 327
Dutch 13 69,2 23,1 7.7 P 369
Italian 16 50.0 43,8 6.3 e 363
Austrian 7 28,6 57.1 14,3 e 314
Other 241 48,5 43,2 8.3 P 556
Type of trip*
Package tour 269 53,9 39,8 6.3 3,61
Individually-arranged tour 1036 51,0 40,7 8.3 3,55
Business-arranged tour 22 50,0 40,9 91 3,50
Purpose of visit*
Vacation/holiday 1262 51,8 40,3 7.9 3,57
Visiting friends/relatives 71 46,5 43,7 9,9 3,56
Eventin Iceland (leisurerelated) 75 57.3 34,7 8.0 3,53
Education and training 45 44,4 46,7 8,9 3,47
Business/small meeting 25 44,0 48,0 8.0 3,44
Conference/large meeting 19 52,6 316 158 3,58
Other 112 50,0 40,2 9,8 3,54

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



ENVIRONMENTAL PRACTICES - ENERGY

UTILIZATION

Q.128. Based onyourexperiencesinlceland, how would you rate the publicinfrastructure:energy
utilization on their environmental practices?

Count % 2,0%6%
I Amongst the bestin the world (5) 623 46,0 158%
I Ahead of most other places (4) 467 34,5
Aboutaverage (3) 215 15,9
Behind most other places (2) 27 2,0 46,0%
Amongst the worstin the world (1) 21 16
Number of responses 1353 100,0
Number of respondents 1353 69,7
Did notanswer 587 30,3 34.5%
Total 1940 100,0
°
1 2 3 4 5

Mean 4,22
Standard deviation 0,89

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)
the better results are.




ENVIRONMENTAL PRACTICES - ENERGY

UTILIZATION

Q.128. Based onyourexperiencesinlceland, how would you rate the publicinfrastructure:energy
utilization on their environmental practices?

Number of Ahead of most places/ About Behind most places/

answers Among the best average Among the worst
Count % % %

Total 1353 80.6 15,9 3,5 s 422
Gender
Male 481 80,9 15,2 4,0 4,20
Female 870 80,3 16,3 3,3 4,22
Age
24 yearsand younger 227 76,7 18,1 53 4,11
25-34 years 474 81,0 15,2 3.8 4,22
35-44 years 242 79,3 19,0 1,7 4,20
45-54 years 196 80,1 17,3 2,6 4,22
55yearsand older 197 85,8 10,7 3.6 4,36
Whatis your profession?
Managerial 153 74,5 20,9 4,6 4,12
Professionals (dr./lawyer/account. etc.) 311 80,1 16,1 3.9 4,22
Other professionals 216 87,0 11,6 14 4,33
Teacher/Medical care 144 79,9 16,7 3.5 417
Clerical/Service 73 83.6 151 1.4 4,22
Vocational/Technical 44 77,3 20,5 2.3 4,18
Unskilled 8 87,5 12,5 0.0 4,50
Student 191 73,8 20,4 5,8 4,07
Retired/Homemaker 77 85,7 10,4 3.9 4,30
Artist/Musician/Actor etc. 12 100,0 0.0 0.0 4,67
Other 112 821 13,4 4,5 4,27
Household income
High 547 80,1 16,5 3.5 4,24
Average 562 815 15,7 2.8 4,22
Low 200 81,0 13,5 55 4,17
Market area*
North America 651 85,6 121 2.3 e 437
Britain 272 79,4 16,5 4,0 L RTS
Central/Southern Europe 219 74,9 18,3 6.8 e 4,03
Scandinavia 63 66,7 30,2 3.2 P 389
Asia 75 62,7 32,0 53 s 377
Other 70 90.0 8.6 14 e 439
Educational level
Finished high school or less 97 75,3 18,6 6.2 4,13
Bachelor's degree or equivalent 803 81,8 151 3,1 4,24
Master's/Ph.D. or equivalent 432 80.1 16,4 3.5 4,20

*Significant difference between groups according to ANOVA test (p<0,05). “



ENVIRONMENTAL PRACTICES - ENERGY

UTILIZATION

Q.128. Based onyourexperiencesinlceland, how would you rate the publicinfrastructure:energy
utilization on their environmental practices?

Number of Ahead of most places/ About  Behind most places/

answers Among the best average Among the worst

Count % % %
Total 1353 80,6 15,9 3,5 s 422
Nationality*
American 506 85,8 121 2.2 e 44
British 227 81,5 15,4 3.1 [ RT)
Canadian 139 84,9 12,2 29 L S
German 46 60,9 26.1 13,0 P 383
Chinese 43 69.8 233 7,0 e 381
French 32 719 18,8 9,4 P 397
Spanish 29 72,4 27,6 0,0 P 207
Danish 16 81,3 18,8 0,0 P 400
Swedish 20 70,0 20,0 10,0 e 385
Swiss 20 75,0 20,0 50 e 375
Norwegian 13 38,5 61,5 0.0 e 362
Dutch 11 81,8 18,2 0.0 e 4,09
Italian 14 71,4 21,4 71 P 41
Austrian 6 83.3 0.0 16,7 P 400
Other 231 77.9 18,2 3.9 P 415
Type of trip*
Package tour 275 80.0 17,5 2,5 4,21
Individually-arranged tour 1017 81,7 14,8 3.4 4,24
Business-arranged tour 23 73,9 26,1 0.0 4,04
Purpose of visit*
Vacation/holiday 1244 811 15,7 3.2 4,23
Visiting friends/relatives 76 76,3 19,7 3.9 4,18
Eventin Iceland (leisure related) 74 851 13,5 14 4,30
Education and training 47 80,9 12,8 6.4 417
Business/small meeting 27 70,4 259 3,7 3,89
Conference/large meeting 20 80,0 10,0 10,0 4,10
Other 114 72,8 17,5 9,6 3,97

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



ENVIRONMENTAL PRACTICES - OVERALL

ENVIRONMENTAL MANAGEMENT

Q.129. Based onyourexperiencesinIceland, how would you rate the publicinfrastructure: overall
environmentalmanagementon theirenvironmental practices?

|
Count % 1,4% 1.2%
I Amongst the best in the world (5) 448 33,0
I Ahead of most other places (4) 599 44,2
Aboutaverage (3) 274 20,2
Behind most other places (2) 19 14
Amongst the worstin the world (1) 16 12
Number of responses 1356 100,0
Number of respondents 1356 69,9
Did notanswer 584 30,1
Total 1940 100,0 44.2%
)
1 2 3 4 5

Mean 4,06
Standard deviation 0.83

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is
calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)
the better resultsare.




ENVIRONMENTAL PRACTICES - OVERALL

ENVIRONMENTAL MANAGEMENT

Q.129. Based onyourexperiencesinlceland, how would you rate the publicinfrastructure: overall
environmentalmanagementon theirenvironmental practices?

|
Number of Ahead of most places/ About Behind most places/
answers Among the best average Among the worst
Count % % %
Total 1356 77,2 20,2 2,6 e 406
Gender
Male 478 791 18,4 2,5 4,07
Female 876 76,1 21,2 2,6 4,06
Age
24 yearsand younger 231 74,9 19,9 52 4,03
25-34 years 482 76,1 21,2 2,7 4,06
35-44 years 243 77,8 21,4 0.8 4,06
45-54 years 194 79.4 191 15 4,06
55yearsand older 189 80,4 17,5 21 4,15
Whatis your profession?
Managerial 150 74,0 24,0 2,0 4,04
Professionals (dr./lawyer/account. etc.) 314 79.3 17,8 2.9 4,09
Other professionals 220 79,5 191 14 4,10
Teacher/Medical care 142 72,5 24,6 2.8 3,95
Clerical/Service 75 76,0 22,7 1.3 4,08
Vocational/Technical 44 77,3 22,7 0,0 4,14
Unskilled 8 87,5 12,5 0.0 4,38
Student 195 74.9 20,0 51 4,01
Retired/Homemaker 74 78,4 18,9 2,7 4,12
Artist/Musician/Actor etc. 12 75,0 25,0 0.0 4,00
Other 109 81,7 15,6 28 414
Household income
High 540 78,7 18,7 2,6 4,07
Average 566 77,2 20,8 1.9 4,08
Low 207 73.9 22,2 3.9 4,03
Market area*
North America 649 82,6 16,0 14 L
Britain 272 76.8 20,2 2.9 e 4,03
Central/Southern Europe 220 70,9 24,1 5.0 e 389
Scandinavia 59 59,3 356 51 P 369
Asia 78 61,5 35,9 2,6 . 37
Other 75 82,7 16,0 13 L RT
Educational level
Finished high school or less 101 73.3 21,8 5.0 4,01
Bachelor's degree or equivalent 804 78,7 18,8 2,5 4,09
Master's/Ph.D. or equivalent 430 76.0 22,1 1.9 4,05

*Significant difference between groups according to ANOVA test (p<0,05). “



ENVIRONMENTAL PRACTICES - OVERALL

ENVIRONMENTAL MANAGEMENT

Q.129. Based onyourexperiencesinlceland, how would you rate the publicinfrastructure: overall
environmentalmanagementon theirenvironmental practices?

|
Number of Ahead of most places/ About  Behind most places/
answers Among the best average Among the worst
Count % % %
Total 1356 77,2 20,2 2.6 P 406
Nationality*
American 504 84,1 14,1 18 P 425
British 222 784 18,9 2.7 e a0
Canadian 139 77,0 22,3 0,7 e 404
German 48 68,8 22,9 8.3 e 379
Chinese 45 68.9 24,4 6,7 e 378
French 32 68,8 28,1 31 e 38
Spanish 28 71,4 28,6 0,0 P 389
Danish 13 76.9 231 0,0 P 577
Swedish 20 60,0 30,0 10,0 P s
Swiss 19 57,9 36.8 53 e 363
Norwegian 12 33.3 66,7 0.0 e 542
Dutch 11 81,8 18,2 0.0 P 418
Italian 14 64,3 28,6 71 P 4,00
Austrian 6 100,0 0.0 0.0 P 400
Other 243 72,0 251 2.9 [ 4,00
Type of trip*
Package tour 272 76,5 20,6 2.9 4,02
Individually-arranged tour 1023 78,6 19,0 2.4 4,09
Business-arranged tour 23 65,2 34.8 0.0 3,87
Purpose of visit*
Vacation/holiday 1252 77,8 20,0 2.2 4,08
Visiting friends/relatives 72 72.2 25,0 2.8 4,00
Eventin Iceland (leisurerelated) 73 83,6 151 14 4,08
Education and training 44 75,0 159 91 3,03
Business/small meeting 26 57.7 42,3 0.0 3,77
Conference/large meeting 21 76,2 19,0 4,8 4,00
Other 112 67.0 26,8 6.3 3,87

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



KNOWLEDGE OF VAKINN LOGO

Q.130. Do you know what thislogo standsfor?

Count %
Yes, itisalogo for organiclocal foodin
2 0,1 01%
Iceland
Yes, itisalogo for accessibility of tourist
. . 20 1.2 1.2%
attractionsin Iceland
Yes, itisalogoforaquality and
. , o 10.0%
environmental systemin the tourist industry 172 10,0
in Iceland
. 88,7%
INo, donotknow it 1520 88,7
T 1
Number of responses 1714 100,04, 100%
Number of respondents 1714 88,4
Did notanswer 226 11,6
Total 1940 100,0
Darkest bar: winter 15-16
Summer 14
Faintest bar: Winter 13-14
100% - o ) ©
(=] D\o
s £ 3
o o o o X o 1
R S 3 r°: o % @ © -
o o o =) o —
0%
Yes,itis alogofororganiclocalfood Yes,itis alogoforaccessibilityof  Yes,itis alogo fora quality and No,donotknow it.
in Iceland. tourist attractions inlceland. environmental system in the tourist

industry inIceland.




KNOWLEDGE OF VAKINN LOGO

Q.130. Do you know what thislogo standsfor?

Yes,itisa Yes,itisalogo
Yes,itis a logo for  foraqualityand
logo for accessibility environmental

organic of tourist system in the
Number of localfood attractions touristindustry No,do not
answers in Iceland in Iceland in Iceland know it
Count % % % %

Total 1714 01 1.2 10,0 88,7
Gender
Male 572 0.2 1,0 11,7 871
Female 1140 01 1.2 9.1 89.6
Age
24 years and younger 288 0.0 0.3 11,5 88.2
25-34 years 592 0,2 1,7 10,5 87,7
35-44 years 314 0,0 13 8,3 90,4
45-54 years 242 0,0 0.4 9,5 90,1
55yearsand older 259 0,4 15 10,4 87,6
Whatis your profession?
Managerial 191 0.0 0,5 79 91,6
Professionals (dr./lawyer/account. etc.) 379 0,3 16 10,3 87.9
Other professionals 281 0,0 14 10,0 88,6
Teacher/Medical care 177 0.0 2.3 11,3 86.4
Clerical/Service 86 12 12 9,3 88,4
Vocational/Technical 54 0.0 0.0 7,4 92,6
Unskilled 9 0.0 0.0 0.0 100,0
Student 244 0,0 0,0 11,5 88,5
Retired/Homemaker 105 0.0 19 9,5 88,6
Artist/Musician/Actor etc. 19 0.0 0.0 10,5 89.5
Other 148 0,0 14 10,8 87,8
Householdincome
High 677 01 1.2 10,2 88,5
Average 704 0,1 14 9,9 88.5
Low 266 0.0 0.8 10,9 88.3
Marketarea
North America 807 0,2 16 11,0 87.1
Britain 337 0,0 0.9 8.9 90.2
Central/Southern Europe 294 0,0 0,3 9,5 90,1
Scandinavia 104 0.0 1.9 58 92,3
Asia 82 0,0 0.0 11,0 89.0
Other 87 0,0 11 11,5 87,4
Educational level
Finished high school or less 140 0,0 21 10,0 87,9
Bachelor'sdegree or equivalent 1009 01 1,0 10,5 88,4
Master's/Ph.D. or equivalent 538 0,2 13 9,7 88,8

Difference between groupsis not statistically significant. “



KNOWLEDGE OF VAKINN LOGO

Q.130. Do youknow whatthislogo standsfor? VAKINN

Yes,itisa Yes,itisalogo

Yes,itis a logo for  foraqualityand
logo for accessibility environmental
organic of tourist system in the
Numberof localfood attractions touristindustry No,do not
answers in Iceland in Iceland in Iceland know it
Count % % % %

Total 1714 01 1.2 10,0 88,7
Nationality
American 616 0,2 15 10,7 87,7
British 284 0,0 11 8.5 90,5
Canadian 184 0,5 27 11,4 85,3
German 68 0,0 0,0 8,8 91,2
Chinese 50 0.0 0.0 16,0 84,0
French 42 0,0 0,0 71 92,9
Spanish 35 0,0 0,0 5,7 94,3
Danish 29 0.0 0.0 6.9 93.1
Swedish 27 0,0 3,7 111 85,2
Swiss 23 0.0 4,3 4,3 91,3
Norwegian 20 0.0 0.0 50 95,0
Dutch 18 0,0 0,0 0,0 100,0
Italian 16 0.0 6.3 6.3 87,5
Austrian 8 0,0 0,0 0,0 100,0
Other 294 0,0 0,0 11,6 88.4
Type of trip*
Package tour 325 0,0 15 8.9 89.5
Individually-arranged tour 1296 0.2 11 10,4 88,3
Business-arranged tour 33 0,0 3,0 18,2 78,8
Purpose of visit*
Vacation/holiday 1567 0.1 1.2 101 88.6
Visiting friends/relatives a1 0,0 0,0 121 87,9
Eventin Iceland (leisure related) 85 0,0 0,0 14,1 85,9
Education and training 54 0.0 0.0 20,4 79,6
Business/small meeting 37 0,0 2,7 10,8 86,5
Conference/large meeting 27 0.0 0.0 111 88,9
Other 151 0,0 13 13,9 84.8

Difference between groupsis not statistically significant.
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.
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LIKELY TO VISIT ICELAND IN THE

FUTURE

Q.131. How likely orunlikely are youto visiticeland in the future?

%
70% 2,0%%

25,8%

64,1%

4,50
0.80

Mean

Standard deviation

Darkest bar: winter '15-16
Summer 14
Winter 13-14
Winter 11-12

Faintest bar. Summer 11

53%
4,1%
4,3%
4,8%
2,0%
31%
2.3%
1,8%
1,8%
11%

Count %
J veryiikely (5) 1083 64,1
B somewnatlikely (4) 435 25,8
Neither likely norunlikely (3) 119 7.0
Somewhat unlikely (2) 33 2,0
Very unlikely (1) 19 11
Number of responses 1689 100,0
Number of respondents 1689 87.1
Did notanswer 251 12,9
Total 1940 100,0
> 1 a2 4,26 4,25 40
e\ eaN
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Neitherlikely norunlikely

Somewhatlikely

Very likely

Somewhatunlikely Very unlikely

When the response options of a question is on a ordinal scale of 1-5, like is the case in this question,an average is

calculated.

In the table at the top of the page one can see the values of each option, so the higher the average (closer to 5)

the better resultsare.



LIKELY TO VISIT ICELAND IN THE

FUTURE

Q.131. How likely orunlikely are youto visiticeland in the future?

Neither

Number of likely nor

answers Likely unlikely Unlikely

Count % % %
Total 1689 89,9 7.0 31 s 450
Gender
Male 565 90,6 6.9 2.5 4,52
Female 1122 89,5 7.1 3,4 4,49
Age*
24 years and younger 284 89,8 7,4 28 e as3
25-34 years 584 911 6.7 22 [mn a5
35-44 years 308 91,2 6.8 19 e a2
45-54 years 240 91,7 5.0 33 e as3
55yearsand older 254 83,5 9,8 6.7 P 4,28
Whatis your profession?*
Managerial 188 92,6 59 16 e 458
Professionals (dr./lawyer/account.etc.) 373 92,2 51 27 [ 455
Other professionals 276 90.9 6.2 29 e 4.5
Teacher/Medical care 179 90,5 6.1 34 e 4,46
Clerical/Service 82 89,0 6.1 49 e 4,43
Vocational/Technical 55 83,6 14,5 18 e 4,42
Unskilled 9 88,9 11,1 0.0 P 4,78
Student 240 90,0 7,5 25 [ 4,50
Retired/Homemaker 103 75,7 15,5 87 e 410
Artist/Musician/Actor etc. 19 89.5 53 53 I 4,42
Other 144 91,0 6.3 28 [ 460
Household income
High 671 91,1 6.4 2.5 4,51
Average 692 87,7 8.4 3.9 4,46
Low 261 92,3 54 2.3 4,56
Market area*
North America 796 918 6.0 21 [ ass
Britain 334 87.4 7,5 51 e 4,44
Central/Southern Europe 288 88,9 9,0 21 [ 4,49
Scandinavia 101 93,1 4,0 3.0 e 4,57
Asia 82 78,0 14,6 73 P 215
Other 85 91.8 4,7 35 [ 4,48
Educational level
Finished high school or less 138 89,9 7,2 29 4,54
Bachelor's degree or equivalent 994 88,6 7.9 3.4 4,48
Master's/Ph.D. or equivalent 530 92.8 51 21 4,55

*Significant difference between groups according to ANOVA test (p<0,05).




LIKELY TO VISIT ICELAND IN THE

FUTURE

Q.131. How likely orunlikely are youto visiticeland in the future?

Neither

Number of likelynor

answers Likely unlikely Unlikely

Count % % %
Total 1689 89.9 7.0 3.1 s 450
Nationality*
American 612 92,5 5.6 20 e a9
British 283 89.0 6.0 49 P a6
Canadian 180 89,4 7.8 28 I 4,41
German 65 92.3 6.2 15 e 468
Chinese 49 75,5 24,5 0,0 P 214
French 38 81,6 15,8 26 P 434
Spanish 35 85,7 14,3 0.0 P 437
Danish 28 96.4 3.6 00 P 464
Swedish 27 88,9 7.4 37 e 4,59
Swiss 22 95,5 4,5 00 P 4,73
Norwegian 18 100,0 0.0 0.0 P 4,56
Dutch 18 77.8 0.0 222 . 372
Italian 16 81,3 18,8 00 I 450
Austrian 8 100,0 0.0 00 P 4,75
Other 250 88.3 6.9 48 T 4,44
Type of trip*
Package tour 322 87.3 10,6 2.2 4,45
Individually-arranged tour 1273 89,9 6.7 3.4 4,49
Business-arranged tour 31 93,5 3.2 3.2 4,58
Purpose of visit*
Vacation/holiday 1545 89,6 74 3.0 4,49
Visiting friends/relatives 91 96,7 3,3 0.0 4,73
Eventin Iceland (leisure related) 84 96.4 3,6 0,0 4,77
Education and training 53 92,5 3.8 3.8 4,58
Business/small meeting 36 97.2 2.8 0.0 4,72
Conference/large meeting 27 88.9 7.4 3.7 4,48
Other 150 91,3 4,7 4,0 4,55

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



TIME OF YEAR MOST LIKELY TO VISIT

ICELAND

Q.132. Atwhattime ofyearisitlikely thatyou will visiticeland in the future?

100%

0%

Count %
J summer 874 56,2 —
i spring 256 16,5 16.5%
J winter 217 14,0 14,0%
L 208 134 134%
Number of responses 1555 100,0 OI% 10;)%
Number of respondents 1555 80,2
Did not getquestion* 270 13.9
Did notanswer 115 59
Total 1940 100.,0

*Only those who said it was very or somewhat likely, neither likely nor
unlikely and somewhat unlikely to visit Iceland in the future (Q131) got this

question.
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**There are no figures for spring and fallin summer 2011 and winter 11-12 because the options for this question used to be three; Summer,

Winter and Spring/Fall.




TIME OF YEAR MOST LIKELY TO VISIT

ICELAND

Q.132. Atwhattime of yearisitlikely that you will visiticeland in the future?

Number of
answers Summer Spring Winter Fall
Count % % % %

Total 1555 56,2 16,5 14,0 13,4
Gender
Male 534 55,6 16,7 14,4 13,3
Female 1020 56.5 16,4 13,7 13,4
Age*
24 yearsandyounger 261 57.9 17,6 18,4 6,1
25-34 years 548 58,4 14,1 12,8 14,8
35-44 years 282 59,2 15,6 131 121
45-54 years 213 54,5 17,8 16,0 11,7
55yearsand older 233 45,9 21,5 11,6 21,0
What isyour profession?
Managerial 174 56.9 16,1 13,8 13,2
Professionals (dr./lawyer/account. etc.) 341 57.2 13,5 14,1 15,2
Other professionals 265 51,3 20,0 12,5 16,2
Teacher/Medical care 159 57.9 151 151 119
Clerical/Service 77 54,5 19,5 18,2 7.8
Vocational/Technical 52 55,8 19,2 9,6 15,4
Unskilled 9 66.7 0.0 22,2 11,1
Student 223 64,1 15,7 15,2 4,9
Retired/Homemaker 93 50,5 20,4 9,7 19,4
Artist/Musician/Actor etc. 16 43,8 313 18,8 6.3
Other 130 53,1 13,8 15,4 17,7
Householdincome
High 619 56,1 16,2 12,4 15,3
Average 633 58,1 15,6 14,7 115
Low 248 53,2 19,8 13,7 13.3
Market area*
North America 733 55,4 16,0 9,8 18,8
Britain 305 49,2 17,4 25,9 7.5
Central/Southern Europe 269 56.9 19,0 15,2 8,9
Scandinavia 90 72,2 13.3 5.6 8.9
Asia 80 71,3 10,0 10,0 8.8
Other 76 55,3 18,4 15,8 10,5
Educational level
Finished high school or less 130 60,0 17.7 13,8 8,5
Bachelor'sdegree or equivalent 907 54,4 16,2 15,4 14,0
Master's/Ph.D. or equivalent 496 58,7 16,7 10,9 13,7

*Significant difference between groups according to Chi-square test (p<0,05). “



TIME OF YEAR MOST LIKELY TO VISIT

ICELAND

Q.132. Atwhattime of yearisitlikely thatyou will visiticeland in the future?

Number of
answers Summer Spring Winter Fall
Count % % % %

Total 1555 56,2 16,5 14,0 13,4
Nationality*
American 562 57.3 141 10,0 18,7
British 263 49,4 18,3 251 7.2
Canadian 161 49,7 20,5 9.3 20,5
German 60 58,3 16,7 11,7 13,3
Chinese 50 78,0 4,0 10,0 8.0
French 37 45,9 24,3 24,3 54
Spanish 32 40,6 21,9 25,0 12,5
Danish 27 66.7 14,8 7,4 111
Swedish 23 78,3 13,0 4,3 4,3
Swiss 19 42,1 211 26,3 10,5
Norwegian 17 70,6 17,6 0.0 118
Dutch 15 53,3 26,7 13,3 6.7
Italian 14 71,4 21,4 71 0.0
Austrian 8 62,5 12,5 12,5 12,5
Other 267 59,6 17,2 14,6 8.6
Type of trip*
Package tour 302 57.6 14,9 16,9 10,6
Individually-arranged tour 1174 55,5 17,5 13,4 13,6
Business-arranged tour 29 55,2 24,1 10,3 10,3
Purpose of visit*
Vacation/holiday 1422 56.5 16,1 13,9 13,6
Visiting friends/relatives 84 54,8 15,5 19,0 10,7
Eventin Iceland (leisure related) 79 59,5 7,6 15,2 17.7
Education and training 48 37,5 25,0 16,7 20,8
Business/small meeting 35 60,0 14,3 8.6 171
Conference/large meeting 25 48,0 16.0 16,0 20,0
Other 137 48,9 21,9 13,9 15,3

*Significant difference between groups according to Chi-square test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



EXPECTATIONS MET

100%

0%

Q.133. Onthewhole, did yourrecenttrip meetyour expectationsto agreateroralesser extent?

a smallextent (3)

Count %
I Toagreatextent(5) 1139 67.5
I For the most part (4) 479 28,4 28,4%
Neither toa great nora small extent (3) 38 2,3
Toarather small extent(2) 25 15
Toavery small extent (1) 7 0.4
Number of responses 1688 100,0
Number of respondents 1688 87,0
Did notanswer 252 13,0
Total 1940 100,0
°
5 1 459 455 459 461 461 1 > 3 4 5
Mean 4,61
Standard deviation 0,65
1 . . I—‘—Mean .
Summer 11 Winter Winter Summer 14 Winter
117712 13/°14 ‘15/°16
Darkest bar: winter 15-16
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EXPECTATIONS MET

Q.133. Onthewhole, did yourrecenttrip meetyour expectationsto agreateroralesser extent?

Neitherto a
Numberof Toagreat greatnora To asmall
answers extent small extent extent
Count % % %
Total 1688 95,9 2,3 LS e 461
Gender
Male 563 95,4 2,3 2.3 4,60
Female 1123 96,1 2.2 17 4,62
Age
24 yearsand younger 284 G4,7 3,2 21 4,54
25-34 years 584 96.1 2,6 14 4,62
35-44 years 309 96.4 2,3 1.3 4,63
45-54 years 240 97,5 0.8 1,7 4,67
55yearsand older 253 94,1 2,0 4,0 4,57
Whatis your profession?
Managerial 189 96.3 16 2,1 4,60
Professionals (dr./lawyer/account. etc.) 373 971 13 1.6 4,66
Other professionals 279 95,3 29 1.8 4,61
Teacher/Medical care 179 97,2 1.7 11 4,66
Clerical/Service 82 93.9 3.7 2.4 4,57
Vocational/Technical 54 98,1 0.0 19 4,56
Unskilled 9 100,0 0.0 0.0 4,78
Student 240 94,2 3.8 21 4,54
Retired/Homemaker 101 95,0 3.0 2.0 4,53
Artist/Musician/Actor etc. 18 88.9 0.0 111 4,56
Other 143 96,5 14 21 4,67
Household income
High 672 96.6 1.6 1.8 4,66
Average 690 95,7 2.3 2,0 4,58
Low 261 95,0 3.8 11 4,58
Market area*
North America 799 96,2 1.6 21 [ 4,66
Britain 329 96,0 1.8 21 e 4,63
Central/Southern Europe 289 96,5 24 L0 e 458
Scandinavia 99 94,9 4,0 L0 e 456
Asia 82 87.8 7.3 49 e 417
Other 87 97,7 2,3 0.0 e 466
Educational level
Finished high school or less 135 97,0 2.2 0.7 4,56
Bachelor's degree or equivalent 996 95,7 2.0 23 4,61
Master's/Ph.D. or equivalent 531 96.0 2,6 1.3 4,62

*Significant difference between groups according to ANOVA test (p<0,05). —



EXPECTATIONS MET

Q.133. Onthewhole, did yourrecenttrip meetyour expectationsto agreateroralesser extent?

Neitherto a
Numberof Toagreat greatnora To asmall
answers extent small extent extent
Count % % %
Total 1688 95,9 2.3 LS e 461
Nationality*
American 612 96,9 13 1.8 e 468
British 279 96,1 2,2 1.8 e 463
Canadian 182 94,5 2,7 27 . a0
German 65 98,5 15 0.0 P 4,63
Chinese 50 90,0 8,0 20 [ 424
French 40 97,5 2,5 0.0 P 453
Spanish 35 971 2.9 0.0 P 4,49
Danish 27 96.3 3.7 0,0 P 459
Swedish 26 96.2 3.8 00 I 462
Swiss 22 100,0 0.0 00 P 4,64
Norwegian 18 100,0 0.0 0.0 e 4,67
Dutch 18 83.3 56 111 e 4,28
Italian 15 100,0 0.0 00 P 4,73
Austrian 8 100,0 0.0 0.0 e 450
Other 291 94,2 31 27 [ 4,55
Type of trip*
Package tour 322 96.9 1.6 1,6 4,62
Individually-arranged tour 1275 95,5 2,4 2.0 4,60
Business-arranged tour 30 96,7 3.3 0.0 4,60
Purpose of visit*
Vacation/holiday 1548 96.0 2.2 1.8 4,61
Visiting friends/relatives 89 95,5 3.4 11 4,66
Eventin Iceland (leisure related) 84 98,8 1.2 0.0 4,74
Education and training 53 96,2 1.9 19 4,62
Business/small meeting 35 97.1 0.0 2.9 4,57
Conference/large meeting 26 92,3 3.8 3.8 4,46
Other 146 95,2 21 2,7 4,58

*Significant difference between groups according to ANOVA test (p<0,05).
*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



VISITED ICELAND BEFORE

Q.134. Had youbeentolceland before your last visit?

Count % %

respondents respondents responses

I Yes, during summertime 134 7.9 7,5 79%

I Yes, during fall/springtime 116 6,8 6,5 6,8%

I Yes, during wintertime 94 55 53 5,5%

B o, 1havenot 1439 84,7 80,7 | 84.7%
Number of responses 1783 104,9 100,0 0% 100%
Number of respondents 1699 87.6
Did notanswer 241 12,4
Total 1940 100,0

**There are more responses than respondents asit was possible to select more than one answer.
Darkest bar: Wwinter 15-16

Summer 14
Winter 13-14
Winter 11-12

Faintest bar: Summer 11
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VISITED ICELAND BEFORE

Q.134. Hadyoubeentolceland before your last visit?

Numberof  Yes,during Yes,duringfalll Yes,during No,lhave

answers  summertime springtime wintertime not
Count % % % %

Total
Gender
Male 567 6.3 71 5.8 84,5
Female 1130 8,7 6,7 54 84,8
Age
24 yearsand younger 285 6.0 2,8 3,5 90,5
25-34 years 587 6.1 6.3 3,7 88,8
35-44 years 310 11,6 7,7 8.7 78,1
45-54 years 241 79 10,8 79 80,9
55yearsand older 257 9,7 7.8 54 80,9
What is your profession?
Managerial 191 6.8 7.9 7.9 82,7
Professionals (dr./lawyer/account. etc.) 373 6.4 6,4 3.5 87.7
Other professionals 280 8,9 50 54 85,0
Teacher/Medical care 179 7,3 6.1 2.8 85,5
Clerical/Service 84 71 6.0 6.0 86.9
Vocational/Technical 54 9,3 56 3,7 81,5
Unskilled 9 0.0 0.0 0.0 100,0
Student 240 71 6.3 50 86,3
Retired/Homemaker 103 11,7 9,7 8,7 78,6
Artist/Musician/Actor etc. 19 15,8 10,5 21,1 52,6
Other 146 9,6 9,6 7,5 84,2
Householdincome
High 674 6.1 6.2 4,9 86.4
Average 695 8.3 6.0 4,5 85,6
Low 264 11,0 10,2 10,2 77,7
Marketarea
North America 800 6,4 7,0 4,4 86,0
Britain 334 6.6 4,2 6.3 86.8
Central/Southern Europe 291 11,7 7.2 6,5 80,4
Scandinavia 102 22,5 21,6 16,7 62,7
Asia 83 2.4 1,2 12 95,2
Other 87 2.3 2,3 1.1 94,3
Educational level
Finished high school or less 137 9,5 3.6 3,6 83.2
Bachelor'sdegree or equivalent 1001 7,6 6,4 54 86,4
Master's/Ph.D. or equivalent 533 79 8.4 6,2 81,6

When respondents can choose more than one answer, significance between groups is not calculated.



VISITED ICELAND BEFORE

Q.134. Had youbeentolceland before your last visit?

Numberof  Yes,during Yes,duringfalll Yes,during No,lhave

answers ~ summertime springtime wintertime not
Count % % % %

Total
Nationality
American 613 7,0 6.9 4,4 85,3
British 283 78 49 71 85,5
Canadian 182 6.0 71 3.3 87,4
German 66 25,8 121 7,6 65,2
Chinese 50 0.0 2,0 0.0 98,0
French 40 50 50 0.0 90,0
Spanish 35 0,0 5,7 29 91,4
Danish 29 31,0 24,1 17,2 55,2
Swedish 27 18,5 33,3 22,2 59,3
Swiss 22 18,2 13,6 18,2 68,2
Norwegian 18 22,2 111 56 66.7
Dutch 18 0.0 56 56 88,9
Italian 16 18,8 0,0 0.0 81,3
Austrian 8 0.0 0,0 12,5 87,5
Other 292 4,8 4,1 58 89,0
Type of trip*
Package tour 323 4,0 3.1 4,0 90,1
Individually-arranged tour 1283 8,4 7.5 57 84,1
Business-arranged tour 31 19.4 12,9 9,7 67.7
Purpose of visit*
Vacation/holiday 1554 6,5 5.3 4,2 87.0
Visiting friends/relatives 91 34,1 35,2 28.6 46,2
Eventin Iceland (leisure related) 85 15,3 16,5 16,5 69,4
Education and training 53 151 15,1 13,2 73,6
Business/small meeting 36 16,7 13.9 16,7 63.9
Conference/large meeting 27 25,9 22,2 11,1 59,3
Other 150 19,3 16,7 13,3 67,3

When respondents can choose more than one answer, significance between groups is not calculated.
*In this background variable respondents can choose more than one answer, therefore significance between groupsis not calculated.




HOW MANY TIMES VISITED ICELAND

Q.135. How many timeshad you visited Iceland before your last visit?

Count %
Jonce 147 56,8 56.8%
23 times 75 29,0 29,0%
I 4 times or more 37 14,3 14,3%
T 1
Number of responses 259 100,04, 100%
Number of respondents 259 13,4
Did not getquestion* 1680 86.6
Did notanswer 1 01
Total 1940 100,0 Mean 2,01 times
*Only those who said the had been to Iceland before their last visit (Q133) got Standard deviation 1,39 times
this question.
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HOW MANY TIMES VISITED ICELAND

Q.135. How many timeshad you visited Iceland before your last visit?

Number of 4times or
answers Once 2-3times more
Count % % %
Total 259 56.8 29,0 143 I 201
Gender
Male 88 60,2 25,0 14,8 1,97
Female 171 55,0 31,0 14,0 2,03
Age
24 yearsand younger 26 65,4 19,2 15,4 1,90
25-34 years 66 59,1 30.3 10,6 1,88
35-44 years 68 55,9 32,4 11,8 1,96
45-54 years 46 47,8 28,3 23,9 2.38
55yearsand older 49 55,1 30,6 14,3 2,03
Whatis your profession?
Managerial 33 57.6 30,3 121 1,94
Professionals (dr./lawyer/account. etc.) 46 60.9 23.9 15,2 1,97
Other professionals 42 50,0 35,7 14,3 2,11
Teacher/Medical care 26 65,4 19,2 15,4 1,90
Clerical/Service 11 18,2 63,6 18,2 2.68
Vocational/Technical 10 60,0 40,0 0.0 1,60
Student 33 66,7 24,2 9.1 1,73
Retired/Homemaker 22 54,5 18,2 27,3 2.36
Artist/Musician/Actor etc. 9 66,7 33,3 0,0 1,50
Other 23 47,8 30.4 21,7 2.33
Household income
High 92 59,8 29,3 10,9 1,88
Average 99 58,6 25,3 16,2 2.03
Low 59 50.8 33,9 15,3 212
Marketarea*
North America 111 61,3 27,9 10,8 [ 185
Britain 44 63,6 27,3 S1 e 177
Central/Southern Europe 57 50,9 36,8 123 [ 204
Scandinavia 38 38,5 23,7 368 [ 283
Asia <5
Other 5 100.,0 0.0 0.0 I 100
Educational level
Finished high school or less 23 60,9 26,1 13,0 1,91
Bachelor's degree or equivalent 136 54,4 28,4 16,2 2.09
Master's/Ph.D. orequivalent 98 60.2 28,6 11,2 1,88

*Significant difference between groups according to ANOVA test (p<0,05).



HOW MANY TIMES VISITED ICELAND

Q.135. How many timeshad you visited Iceland before your last visit?

Number of 4times or
answers Once 2-3times more
Count % % %
Total 259 56.8 29,0 143 I 201
Nationality
American 89 61,8 29,2 9,0 1,80
British 41 61,0 26,8 12,2 1,89
Canadian 23 65,2 21,7 13,0 1,85
German 23 43,5 43,5 13,0 217
Chinese <5
French <5
Spanish <5
Danish 13 30.8 23,1 46,2 3,19
Swedish 11 54,5 18,2 27,3 2,36
Swiss 7 42,9 28,6 28,6 2,57
Norwegian 6 83.3 16,7 0,0 1,25
Dutch <5
Italian <5
Austrian <5
Other 32 43,8 34,4 21,9 2,39
Type of trip*
Package tour 32 68.8 15,6 15,6 1,86
Individually-arranged tour 203 54,7 31,0 14,3 2,04
Business-arranged tour 10 30,0 50,0 20,0 2.55
Purpose of visit*
Vacation/holiday 201 62,7 28,4 9,0 1,78
Visiting friends/relatives 49 36,7 30,6 32,7 2.77
Eventin Iceland (leisure related) 26 42,3 34,6 23,1 2.44
Education andtraining 13 154 61,5 231 2.85
Business/small meeting 13 38,5 53,8 7.7 212
Conference/large meeting 1 36.4 36.4 27.3 2.64
Other 48 33.3 43,8 22,9 2,57

Difference between groupsis not statistically significant.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



EXPERIENCES

I Northern Lights/Aurora Borealis
I Nature/Landscape
I Blue Lagoon
I People/Hospitality
| Golden circle
I Glacier lagoons/Icebergs
IWaterfaIIs
I Geysers
I Hiking/Trekking
I Reykjavik
Gullfoss/Golden waterfall
I Natural geothermal pools/Spas
I Tours (by coach, car or 4x4)
I Weather/Climate
Cavingtour
I Hot springs/Geothermal heat
I Horses/Horseback-riding
I Glaciers
I Food/Restaurants
South Iceland/South coast
Thingvellir
Snorkeling/Diving tour
ITraveI all over
Whales/Whalewatching
Snaefells-glacier/Snaefellsnes-peninsula

I Glacier-and snowmobil tours

I The West fjords
I Vik/Dyrholaey/Coast
Black sands/Black beaches
Special events (e.g. concerts, feasts)
| Museums/Exhibitions
I Sunset/Sunrise/Daylight/Bright nights
I Clean air/Purity of the country
IAku reyri
I New year’s eve/Fireworks
IVoIcanos/VoIcanic landscape

Relaxed/Stillness/Peace and quiet

THREE MOST MEMORABLE

Count
262
205
171

92
85
70
65
63
50
44
43
36
33
32
31
30
29
28
27
21
20
20
17
16
13

12

12
11
11
10

N N O o o o @

%
14,5
11,4

9,5
51
4,7
3.9
3.6
3.5
2.8
2,4
24
2,0
1.8
1.8
1,7
17
1.6
16
15
12
11
11
0.9
0.9
0.7

0,7

0.7
0.6
0.6
0.6
0.4
0.4
0.4
0.4
0.4
0.4
0.4

Q.136. Whatwere the three mostmemorable experiencesof your visit to Iceland? - First mentioned

Count %
I Natural geothermal pools of lake Myvatn 7 04
I Swimming pools 6 03
I Tourist service/Airport 6 03
I National parks 6 03
| skaftafell 5 03
Culture/History 5 03
I Vestmannaeyjar 5 03
I Accomodation/Lodging/Hotel 5 03
IWestIceIand 5 03
Puffins 4 0.2
I EastIceland/East-fjords 4 0.2
IMountains 4 0.2
| vatnajokull Glacier 4 02
I Camping 4 0.2
Prices/Expenses 4 0.2
Rurality/Solitude 4 0.2
Lake Myvatn 3 0.2
I Dettifoss/Asbyrgi/|okulsargljufur 3 0.2
Harpan 3 0.2
Stores/Merchandise/Fashion 3 0.2
I Roads 3 0.2
I Churches 3 0.2
IAirplanetours/Sightseeingflights 3 0.2
Dogsledding 3 0.2
Thetour guide 3 0.2
Eyjafjallajokull-glacier/
I Fimmvorduhals-hike 2 01
I North Iceland 2 01
I Cycling/Bicycle-rides 2 01
I Hveragerdi 2 01
I Visitlocal farms 2 01
I Landmannalaugar 1 01
Jother 75 42
Number of responses 1804 100,0
Number of respondents 1804 93,0
Didnotanswer 127 65
Total 1940 100,0




THREE MOST MEMORABLE

EXPERIENCES

Q.136. Whatwere the three mostmemorable experiencesof your visit to Iceland? - First mentioned

Northern

Lights/
Number of Aurora Nature/ Blue People/  Golden
answers Borealis Landscape Lagoon Hospitality Circle Other
Count % % % % % %

Total 1804 14,5 11,4 9,5 51 4,7 54,8
Gender
Male 602 131 13,5 8,5 5,8 3.5 55,6
Female 1199 15,2 10,3 10,0 4.8 53 54,5
Age*
24 yearsand younger 299 15,7 8.4 8,4 50 4,0 58.5
25-34 years 624 14,1 11,5 9.0 3.8 3.7 57.9
35-44 years 330 14,5 10,9 11,2 4,5 5.2 53,6
45-54 years 251 15,9 12,4 13,5 56 4,4 48,2
55yearsand older 276 13,4 13.8 6.5 8.7 7.2 50,4
What is your profession?
Managerial 210 11,9 11,9 10,5 57 4,8 55,2
Professionals (dr./lawyer/account. etc.) 402 15,2 12,2 7.7 57 4,0 55,2
Other professionals 294 16,7 10,9 11,9 51 3,4 52,0
Teacher/Medical care 189 16,9 7.9 12,2 3.7 6.3 52,9
Clerical/Service 89 13,5 12,4 15,7 3.4 3.4 51,7
Vocational/Technical 55 12,7 10,9 3,6 3,6 18 67,3
Unskilled 9 22,2 0.0 22,2 11,1 0,0 44,4
Student 249 12,9 11,2 6.4 4,0 5,6 59,8
Retired/Homemaker 111 11,7 12,6 10,8 6,3 8,1 50,5
Artist/Musician/Actor etc. 18 5.6 111 11,1 22,2 0.0 50,0
Other 157 15,9 12,7 7.0 51 6,4 52,9
Household income
High 709 131 11,0 9,6 55 4,9 55,9
Average 748 16,0 11,2 11,0 4,4 4,8 52,5
Low 281 14,9 12,5 53 50 3.6 58,7
Market area*
North America 847 15,3 7.0 8.6 5,8 4,0 59,3
Britain 356 14,6 11,2 16,0 4,2 6.2 47,8
Central/Southern Europe 310 13,9 19,0 5.8 52 3,2 52,9
Scandinavia 108 1.9 19.4 8.3 56 6.5 58,3
Asia 91 18,7 16,5 6.6 2,2 6.6 49,5
Other 88 19,3 125 91 4,5 6.8 47,7
Educational level
Finished high school or less 150 14,7 14,0 9,3 6,7 4,7 50,7
Bachelor'sdegree or equivalent 1052 15,0 10,0 9,8 50 4,5 55,7
Master's/Ph.D. or equivalent 573 13.8 12,6 9.1 4,9 52 54,5

*Significant difference between groups according to Chi-square test (p<0,05). “



THREE MOST MEMORABLE

EXPERIENCES

Q.136. Whatwere the three mostmemorable experiencesof your visit to Iceland? - First mentioned

Northern
Lights/
Number of Aurora Nature/ Blue People/  Golden
answers Borealis Landscape Lagoon Hospitality Circle Other
Count % % % % % %

Total 1804 14,5 11,4 9,5 51 4,7 54.8
Nationality*
American 647 17,2 6.3 8.0 59 3.9 58,7
British 307 15,6 111 14,7 3.9 6.8 47,9
Canadian 192 8.9 9,9 9.9 5,7 4,7 60.9
German 69 11,6 23,2 0,0 2,9 0.0 62,3
Chinese 50 10,0 14,0 16,0 2,0 4,0 54,0
French 44 13,6 18,2 4,5 0,0 6.8 56,8
Spanish 34 11,8 26,5 0,0 0,0 0,0 61,8
Danish 30 0.0 16,7 10,0 3.3 10,0 60.0
Swedish 27 0.0 29,6 14,8 0,0 11,1 44,4
Swiss 25 16,0 24,0 4,0 16,0 0.0 40,0
Norwegian 21 0.0 14,3 0.0 19,0 0.0 66,7
Dutch 20 10,0 15,0 15,0 0,0 10,0 50,0
Italian 16 18.8 12,5 6.3 6.3 6.3 50.0
Austrian 8 0.0 25,0 0.0 12,5 0.0 62,5
Other 314 17,2 13,4 10,5 5,4 51 48,4
Type of trip*
Package tour 321 19,6 5,3 16,2 50 4,4 45,5
Individually-arranged tour 1282 13,5 11,5 8,3 52 4,7 56,8
Business-arranged tour 32 6.3 18,8 3.1 6.3 6.3 59,4
Purpose of visit*
Vacation/holiday 1631 15,3 111 9,7 4,9 50 54,0
Visiting friends/relatives a1 77 121 2.2 77 3.3 67.0
Eventin Iceland (leisure related) 81 14,8 8,6 2,5 4,9 12 67.9
Education and training 54 56 111 9.3 9,3 3,7 61,1
Business/small meeting 40 7.5 12,5 7.5 15,0 2,5 55,0
Conference/large meeting 29 3,4 17.2 6,9 10,3 3,4 58,6
Other 24 0.0 12,5 4,2 20,8 0.0 62,5

*Significant difference between groups according to Chi-square test (p<0,05).

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



THREE MOST MEMORABLE

EXPERIENCES

Q.136. Whatwere the three most memorable experiencesof yourvisit to Iceland? - All mentioned

that applied.
|
Count
respondents
I Northern Lights/Aurora Borealis 506
I Nature/Landscape 435
I Blue Lagoon 433
I People/Hospitality 314
I Waterfalls 229
I Reykjavik 222
I Food/Restaurants 212
I Golden Circle 212
I Geysers 188
I Glacier lagoons/Icebergs 148
Gullfoss/Golden waterfall 148
I Natural geothermal pools/Spas 142
| Hiking/Trekking 137
I Horses/Horseback-riding 109
Weather/Climate 109
ITou rs (by coach, car or 4x4) 92
I Hot springs/Geothermal heat 85
I Glaciers 72
I South Iceland/South coast 70
Thingvellir 67
Caving tour 67
| Travelall over 64
IBIacksands/BIack beaches 53
Whales/Whalewatching 49
Snaefells-glacier/Snaefellsnes- 41
peninsula
ISnorkeIing/Diving tour 41
I Museums/Exhibitions 39
I Culture/History 38
Volcanos/Volcanic landscape 37
Vik/Dyrholaey/Coast 35
I Special events (e.g. concerts, feasts) 35
I Stores/Merchandise/Fashion 35

%

respondents
28,0
24,1
24,0

17.4
12,7

123

11,7

11,7
10,4
8.2

8.2

7.9
7,6
6.0
6.0

51

4,7
4,0
3.9
3.7
3,7
3.5
2.9
2,7

2,3

23

2,2
21
2.0
1.9
1.9
1.9

responses

% Count % %
respondents respondents responses
Glacier-and snowmobil
9,6 30 1,7 0.6
tours
8.3 || NightlifesBars 29 16 0,6
Sunset/Sunrise/Daylight/
29 1.6 0,6
Brightnights
6.0 ISwimming pools 28 1.6 0.5
4,4 IPrices/Expenses 27 15 0,5
Relaxed/Stillness/Peace
4,2 ) 25 1.4 0.5
andquiet
Accomodation/Lodging/
24 13 0,5
Hotel
4,0 | Lake Myvatn 23 13 0,4
3,6 | The Westfjords 22 1,2 0.4
2,8 | Churches 22 12 0,4
Clean air/Purity of the
8 21 1.2 0.4
country
2.7 Mountains 20 11 0.4
2,6 INewyear’seve/Fireworks 20 11 0,4
2,1 || FaunasFlora 19 11 0.4
2,1 | Akureyri 19 11 0,4
Natural geothermal pools
19 11 0.4
of lake Myvatn
1,6 | Skaftafell 16 0.9 0,3
14 IHarpan 15 0.8 0,3
1,3 | Touristservice/Airport 15 0.8 0,3
1,3  Westlceland 14 0.8 0,3
1.3 | puffins 13 0.7 0.2
1,2 || Rurality/Solitude 13 0,7 0,2
1,0 INationaI parks 12 0,7 0,2
0.9 IVestmannaeyjar 11 0.6 0.2
0,8 | Camping 11 0,6 0,2
Dettifoss/Asbyrgi/Jokulsar
‘ 10 0.6 0.2
gljufur
0,7 | Eastlceland/East-fjords 10 0,6 0,2
0.7 Jother 283 15,7 5,4
0,7 Number of responses 5264 279,7 100,0
0,7 Number of respondents 1805 93,0
0,7 Didnotanswer 135 7,0
0,7 Total 1940 100




THREE MOST MEMORABLE

EXPERIENCES

Q.136. Whatwere the three most memorable experiences of yourvisit to Iceland? - All mentioned

that applied.
Northern
Lights/
Aurora Nature/ Blue People/
Borealis Landscape Lagoon Hospitality Waterfalls Other
Count % % % % % %

Allir
Gender
Male 602 25,2 27,1 20,3 18,8 13,3 92,9
Female 1200 29,4 22,6 25,8 16,8 123 96,2
Age
24 yearsand younger 299 30,1 21,7 25,4 13,7 17.4 95,7
25-34 years 625 29,0 21,4 21,8 16,2 11,4 95,0
35-44 years 330 27,0 23,9 31,5 14,2 12,1 95,5
45-54 years 251 29,5 251 26,3 22,3 11,2 94,8
55yearsand older 276 25,0 32,2 17,0 23,9 11,6 94,2
What is your profession?
Managerial 210 26,2 25,2 24,8 21,0 13,8 94,8
Professionals (dr./lawyer/account. etc.) 403 27.8 28,5 22,6 19,6 12,2 94,0
Other professionals 294 31,0 23,1 26,9 17.3 10,5 94,9
Teacher/Medical care 189 33,9 16,4 31,2 143 16,4 96,3
Clerical/Service 89 28,1 23,6 25,8 11,2 15,7 96.6
Vocational/Technical 55 27,3 25,5 18,2 14,5 3,6 98,2
Unskilled 9 55,6 11,1 22,2 22,2 44,4 88,9
Student 249 24,9 22,9 24,1 13,3 13,3 95,6
Retired/Homemaker 111 21,6 30,6 19,8 20,7 12,6 92,8
Artist/Musician/Actor etc. 18 16.7 16,7 16,7 33.3 0.0 94.4
Other 157 28,0 19,7 19,7 18,5 12,7 96.2
Household income
High 709 28,1 23,8 23,4 17,9 12,0 94,8
Average 749 29,5 22,8 27,9 16,8 14,3 951
Low 281 27,0 27,8 16,7 16,7 9,6 96.1
Marketarea
North America 847 28,7 18,2 23,8 16,2 13,7 95,0
Britain 356 28,9 24,4 32.9 17,7 10,4 94.4
Central/Southern Europe 310 25,8 32,3 15,5 161 14,8 96,1
Scandinavia 109 7.3 35,8 22,9 22,0 6.4 93,6
Asia 91 41,8 35,2 28,6 24,2 15,4 92,3
Other 88 35,2 25,0 17,0 20,5 10,2 98,9
Educational level
Finished high school or less 150 26,7 23,3 19,3 20,0 18,0 93,3
Bachelor'sdegree or equivalent 1053 28,4 23,6 23,9 17.3 13,4 95,6
Master's/Ph.D. or equivalent 573 27.7 24,6 25,3 16,9 9,6 94,8

When respondents can choose more than one answer, significance between groups is not calculated.



THREE MOST MEMORABLE

EXPERIENCES

Q.136. Whatwere the three most memorable experiences of your visit to Iceland? - All mentioned

that applied.
Northern
Lights/
Aurora Nature/ Blue People/
Borealis Landscape Lagoon Hospitality ~ Waterfalls Other
Count % % % % % %

Allir
Nationality
American 647 32,0 18,2 24,1 16,2 12,8 94,9
British 307 32,2 23,8 30,6 18,2 11,7 94,1
Canadian 192 18,2 18,8 25,0 151 151 95,8
German 69 18,8 42,0 1,4 20,3 17,4 98,6
Chinese 50 32,0 26,0 32,0 26,0 10,0 92,0
French 44 20,5 22,7 15,9 4,5 18,2 95,5
Spanish 34 23,5 41,2 59 14,7 26,5 97,1
Danish 30 6.7 30,0 26,7 16,7 10,0 100,0
Swedish 28 3,6 46,4 28,6 17,9 71 92,9
Swiss 25 24,0 44,0 8.0 24,0 8,0 92,0
Norwegian 21 4,8 23,8 14,3 38,1 0,0 95,2
Dutch 20 20,0 20,0 30,0 10,0 10,0 95,0
Italian 16 25,0 18,8 18,8 12,5 125 93,8
Austrian 8 25,0 62,5 12,5 37,5 125 100,0
Other 314 31,5 29,3 24,8 18,8 11,1 95,2
Type of trip*
Package tour 321 34,9 23.4 31,8 16,2 121 94,1
Individually-arranged tour 1282 26,6 24,0 23,3 17.2 11,9 95,2
Business-arranged tour 32 9.4 37.5 15,6 S,4 15,6 56,9
Purpose of visit*
Vacation/holiday 1631 29,2 23,5 25,0 17,2 12,9 95,0
Visiting friends/relatives 91 14,3 27,5 9.9 24,2 55 96.7
Eventin Iceland (leisure related) 81 32,1 23,5 18,5 18,5 4,9 951
Education and training 54 13,0 25,9 14,8 20,4 13,0 98.1
Business/small meeting 40 12,5 35,0 10,0 27,5 10,0 97.5
Conference/large meeting 29 10,3 20,7 17.2 13,8 13,8 931
Other 24 25,0 25,0 16,7 29,2 12,5 87,5

When respondents can choose more than one answer, significance between groups is not calculated.

*In this background variable respondents can choose more than one answer, therefore significance between groupsis not calculated.



ROOM FOR IMPROVEMENT

Q.137. Inyouropinion, whatthree factorsshould be improved by the Icelandic Tourist Industry? -

Firstmentioned

Count

I Roadsigns 80
I Public transportation 73
I Other expences 67
I Public restrooms 67
I Road conditions 57
I Mass tourism 41
I Food expences 40
I Everythingisalright 39
I Entertainment/Museums/Exhibitions 35
I Conservation of Nature 35
Services and variety of food/restaurants 21

I Availability of information 20
I Airport 19
I Clean ice of sideways 17
Airport transportation 15
I Enviroment/Green energy 14
I Cost of entertainment/tours 13
I Unpolite people/staff 12
I Information in other languages 11
Openinghours 11
Accessability/Simplicity 11
Quality of accommodation 10
I Bustransport 10
Northen Light tours 10
Carrental problems 10

I Icelandic currency 10
I Prices of accommodation 9
IPanoramic viewpoints/Restarea 9
Variety of Accomodation 8
Safety/Security 8

I Blue Lagoon 8
I Advertising 7
IStopseIIingwhaIe meat 7
IQuaIity/Service/AirIine punctuality 6
I Markingand organisation of footpaths 6
I Maps 5
Cost of transport 5

%
7,7
7,0
6.5
6.5
55
4,0
3.9
3.8
3.4
3.4
2,0
19
1.8
16
14
14
1.3
12
11
11
11
1,0
1.0
1,0
1.0
1,0
0.9
0.9
0.8
0.8
0.8
0,7
0.7
0.6
0.6
0.5
0.5

Count %

I Information on entertainment/events 5 05
I Camping 4 04
Tax free and costumes 4 04
Learn basic Icelandic words 4 04
Otherinformation 3 03
I Rental car prices 3 03
Service and amenity of accommodation stafi 3 0.3
Stores/Trade/Merchandise 3 03
ITicket-prices for flights/ferries 3 03
Variety of flights 3 03
Number of Gas-stations 3 03

I Better websites 3 03
I Garbage disposal 3 03
I Centralized/internet information services 2 0.2
I Weather/Climate/Weather information 2 0.2
Facilities for cyclists 2 0.2
IAccess to Wi-Fi 2 0.2
ITou rismservices 1 01
I Quality of food/restaurants 1 01
J other 156 151
Number of responses 1036 100,0
Number of respondents 1036 53,4
Did notanswer 904 46,6
Total 1940 100,0




ROOM FOR IMPROVEMENT

Q.137. Inyouropinion, whatthree factors should be improved by the Icelandic Tourist Industry? -
Firstmentioned

|
Number of Public Other Public Road
answers Roadsigns transportation expenses restrooms conditions  Other
Count % % % % % %

Total 1036 7,7 7,0 6.5 6.5 55 66,8
Gender
Male 344 7.8 5,8 7.0 55 8.1 65,7
Female 690 7.7 7.7 6.1 7.0 4,2 67,4
Age*
24 yearsand younger 147 4,8 13,6 6,8 4,8 54 64,6
25-34 years 370 7.6 8.4 7.3 54 7,0 64,3
35-44 years 200 8,5 4,0 8.0 9,5 6.0 64,0
45-54 years 142 7,0 6.3 2,8 4,9 2.8 76,1
55yearsand older 165 9,1 3,0 6,1 79 3,6 70,3
Whatis your profession?*
Managerial 122 9.8 41 7,4 9,0 9.8 59,8
Professionals (dr./lawyer/account. etc.) 251 56 56 7,6 7.2 56 68,5
Other professionals 165 9,7 4,2 4,8 6,7 4,2 70,3
Teacher/Medical care 104 8.7 10.6 6.7 6.7 58 61,5
Clerical/Service 52 58 7,7 7,7 19 3.8 73,1
Vocational/Technical 34 14,7 59 11,8 8,8 29 55,9
Unskilled <5
Student 123 41 17,9 5,7 3,3 57 63,4
Retired/Homemaker 64 9,4 6.3 6.3 7,8 0,0 70,3
Artist/Musician/Actor etc. 12 0.0 0,0 0.0 8.3 8.3 83.3
Other 98 8,2 3.1 41 51 51 74,5
Householdincome
High 429 8.9 6.1 6.1 7,5 4,9 66,7
Average 420 6.0 6.7 7,4 6.0 6.2 67,9
Low 158 10,1 9,5 5,7 3.8 4,4 66.5
Market area*
North America 500 8.8 4.8 50 6.2 4,2 71,0
Britain 190 74 6.3 7.9 7.9 2.1 68.4
Central/Southern Europe 185 59 9,2 10.8 4,3 8,1 61,6
Scandinavia 51 7.8 59 9.8 5.9 11,8 58,8
Asia 50 2,0 18,0 0.0 14,0 14,0 52,0
Other 58 10,3 13,8 1,7 5,2 6.9 62,1
Educational level
Finished high school or less 65 3,1 7.7 4,6 9,2 3,1 72,3
Bachelor'sdegree or equivalent 606 7.9 6,4 6.6 54 56 68,0
Master's/Ph.D. or equivalent 349 8.3 7.7 6.0 7,4 57 64,8

*Significant difference between groups according to Chi-square test (p<0,05).




ROOM FOR IMPROVEMENT

Q.137. Inyouropinion, whatthree factorsshould be improved by the Icelandic Tourist Industry? -

Firstmentioned
Number of Public Other Public Road
answers Roadsigns transportation expenses restrooms conditions  Other
Count % % % % % %

Total 1036 7,7 7,0 6.5 6.5 55 66,8
Nationality*
American 374 8.0 59 4,8 5.9 4,0 71,4
British 159 8.2 3.8 7,5 75 1.9 711
Canadian 122 9,8 3.3 4,9 6.6 49 70,5
German 44 2,3 6.8 6.8 6.8 11,4 65,9
Chinese 24 0.0 12,5 4,2 4,2 16,7 62,5
French 29 6.9 6.9 6.9 10,3 3,4 65,5
Spanish 22 4,5 4,5 22,7 4,5 22,7 40,9
Danish 11 9.1 0.0 0.0 18,2 18,2 54,5
Swedish 14 71 0,0 71 0.0 71 78,6
Swiss 16 6.3 12,5 0.0 6.3 0,0 75,0
Norwegian 7 14,3 0,0 0.0 14,3 0.0 71,4
Dutch 12 8.3 0,0 16,7 0.0 8.3 66,7
Italian 6 0.0 0.0 0.0 0.0 0,0 100.,0
Austrian 5 0.0 0,0 40,0 0,0 0.0 60,0
Other 191 8.4 15,7 7.9 6.8 7,3 53,9
Type of trip*
Package tour 192 7.3 52 6.3 6,8 21 72,4
Individually-arranged tour 794 7.2 7,4 6.8 6.4 6.3 65,9
Business-arranged tour 18 11,1 0,0 16,7 111 111 50.0
Purpose of visit*
Vacation/holiday 959 7.8 7.2 6.2 6.6 56 66.6
Visiting friends/relatives 54 9,3 56 56 7,4 19 70,4
Eventin Iceland (leisure related) 54 9,3 19 1,9 7,4 11,1 68,5
Education and training 28 71 10.7 10,7 71 0.0 64,3
Business/small meeting 20 15,0 0,0 10,0 5,0 10,0 60.0
Conference/large meeting 19 0.0 0,0 15,8 15,8 53 63.2
Other 16 6.3 6.3 6.3 6.3 0.0 75.0

*Significant difference between groups according to Chi-square test (p<0,05).

*In this background variable respondents can choose more than one answer, therefore significance between groupsis not calculated.



ROOM FOR IMPROVEMENT

Q.137. In your opinion, what three factors should be improved by the Icelandic Tourist Industry? - All

mentioned
|

Count %
respondents respondents
I Roadsigns 132 12,7
I Public restrooms 130 12,5
I Other expences 124 12,0
I Public transportation 110 10,6
I Road conditions 107 10,3
I Food expences 85 8,2

Servicesand variety of
80 77

food/restaurants

I Mass tourism 74 71
I Entertainment/Museums/Exhibitions 72 6.9
I Conservation of Nature 66 6.4
Everythingisalright 63 6.1
IAvaiIabiIity of information 49 4,7
ICIean ice of sideways 35 3.4
| Airport 35 3,4
Airport transportation 32 31
IOpening hours 30 29
I Northen Lighttours 29 2.8
I Information in other languages 29 2,8
I Panoramic viewpoints/Restarea 27 2,6
Carrental problems 26 2,5
Enviroment/Green energy 24 2.3
Cost of entertainment/tours 23 2.2
I Bustransport 23 2,2
Variety of Accomodation 22 2,1
Safety/Security 21 2,0
| Maps 21 2,0
I Blue Lagoon 20 1.9
I Unpolite people/staff 20 19
Prices of accommodation 20 1.9
1.8

Icelandic currency 19

%
responses
6.5

6.4

6.1

54
53
4,2

4,0
3.7
3,6
3.3

31

2,4

1,7
1,7
16
15
14
14
13
13

1.2

11
11
11
10
1.0
10
1.0
10
0.9

Count % %
respondents respondents responses
I Quality of accommodation 19 1.8 0.9
| Accessability/simplicity 17 16 0,8
Information on
. 16 15 0.8
entertainment/events
| Advertising 16 15 0,8
Stop selling whale meat 15 14 0.7
I Stores/Trade/Merchandise 14 14 0,7
I Tax free and costumes 12 1.2 0,6
INumber of Gas-stations 12 1,2 0,6
Weather/Climate/Weather
) ' 10 1,0 0,5
|| information
I Garbage disposal 9 0,9 0,4
Markingand organisation
0.9 0,4
of footpaths
Quality/Service/Airline
, 0.9 0,4
punctuality
I Better websites 8 0,8 0,4
Variety of flights 8 0,8 0,4
Cost of transport 8 0.8 0,4
Learn basiclcelandicwords 7 0,7 0,3
I Information on accommodati 7 0,7 0,3
| camping 7 0,7 0,3
I Access to Wi-Fi 6 0,6 0,3
Offers/Discounts 6 0.6 0.3
Service and amenity of
i 6 0,6 0,3
accommodation staff
Jother 252 24,3 12,5
Number of responses 2021 168,2 100,0
Number of respondents 1037 53,5
Did notanswer 903 46,5
Total 1940 100




ROOM FOR IMPROVEMENT

Q.137. Inyouropinion, what three factors should be improved by the Icelandic Tourist Industry? - All

mentioned
Public Other P ublic Road
Road signs restrooms expences transportation conditions Annad
Count % % % % % %

Allir
Gender
Male 344 13,7 11,0 14,5 8,7 13,4 84,3
Female 691 12,3 13,3 10,6 11,6 8.8 85,4
Age
24 yearsand younger 147 S5 11,6 15,0 19,0 8.8 84,4
25-34 years 371 13,2 10,5 13,2 121 14,0 84,4
35-44 years 200 11,0 17,0 12,0 8.0 10,0 80,5
45-54 years 142 141 9,2 7,0 7,7 4,2 89,4
55yearsand older 165 13,9 15,2 115 6.1 7,3 89,1
What s your profession?
Managerial 122 16,4 14,8 115 6.6 10,7 84,4
Professionals (dr./lawyer/account. etc.) 251 10,0 11,6 10,8 8.4 11,2 85,3
Other professionals 165 15,2 12,7 10,3 6,7 10,9 89,7
Teacher/Medical care 104 15,4 12,5 13,5 12,5 10,6 82,7
Clerical/Service 52 9,6 5.8 9,6 11,5 5.8 86.5
Vocational/Technical 34 20,6 23,5 14,7 17,6 14,7 73,5
Unskilled <5
Student 124 6.5 8.9 16,9 24,2 8.9 81,5
Retired/Homemaker 64 12,5 17,2 15,6 10,9 4,7 85,9
Artist/Musician/Actor etc. 12 8.3 8.3 16,7 8.3 16,7 91,7
Other 98 14,3 14,3 71 6.1 10,2 84,7
Household income
High 430 14,0 14,2 11,6 9.1 10,2 85,3
Average 420 11,4 10,7 131 9,5 10,2 84,3
Low 158 14,6 11,4 101 16,5 9.5 87,3
Marketarea
North America 500 15,2 12,2 8,6 6.4 8,4 87.6
Britain 190 12,6 13,2 12,6 10,5 6.8 88.4
Central/Southern Europe 186 8,1 12,4 18.8 151 14,5 76.9
Scandinavia 51 11,8 9,8 15,7 7,8 11,8 86,3
Asia 50 6.0 18,0 8.0 24,0 22,0 76,0
Other 58 13,8 121 15,5 24,1 13,8 84,5
Educational level
Finished high school or less 65 10,8 12,3 6.2 9,2 13,8 86,2
Bachelor'sdegree or equivalent 607 13,3 115 12,9 10,5 10,2 86,7
Master's/Ph.D. or equivalent 349 12,3 13,5 10,6 10,6 10,0 81,9

When respondents can choose more than one answer, significance between groups is not calculated.



ROOM FOR IMPROVEMENT

Q.137. Inyouropinion, what three factors should be improved by the Icelandic Tourist Industry? - All

mentioned
P ublic Other P ublic Road
Road signs restrooms expences transportation conditions Annad
Count % % % % % %

Allir
Nationality
American 374 15,0 12,3 8,3 7.0 7,5 88,0
British 159 14,5 12,6 13,2 6.9 6.9 88,1
Canadian 122 14,8 10,7 9,0 5,7 10,7 86.9
German 45 4,4 15,6 8.9 13,3 15,6 73,3
Chinese 24 0,0 4,2 16,7 25,0 16,7 83,3
French 29 6.9 10,3 13,8 6.9 13,8 86.2
Spanish 22 4,5 18,2 27,3 13,6 31,8 68,2
Danish 11 91 27,3 0.0 0.0 18,2 81,8
Swedish 14 14,3 0.0 7.1 71 71 100.,0
Swiss 16 12,5 6.3 0,0 18,8 6.3 81,3
Norwegian 7 14,3 14,3 14,3 14,3 0,0 100.,0
Dutch 12 25,0 16,7 41,7 0.0 8.3 91,7
Italian 6 0,0 0.0 0,0 0.0 0.0 100,0
Austrian 5 0,0 40,0 40,0 0.0 20,0 100.,0
Other 191 11,0 141 17,8 23,0 14,1 77,5
Type of trip*
Package tour 192 10,4 14,1 10,9 7.8 4,7 88,5
Individually-arranged tour 795 12,7 12,2 11,9 11,4 11,6 84,2
Business-arranged tour 18 11,1 11,1 27.8 0,0 16,7 72,2
Purpose of visit*
Vacation/holiday 960 12,9 12,8 12,0 10,8 10,5 85,2
Visiting friends/relatives 55 14,5 14,5 10,9 16.4 7,3 89,1
Eventin Iceland (leisure related) 55 12,7 10,9 7.3 3,6 18.2 83.6
Education and training 28 14,3 17.9 10,7 10,7 3.6 82,1
Business/small meeting 20 15,0 10,0 15,0 10,0 15,0 80,0
Conference/large meeting 19 53 21,1 21,1 0.0 53 84,2
Other 16 12,5 12,5 12,5 12,5 12,5 87,5

When respondents can choose more than one answer, significance between groups is not calculated.

*In this background variable respondents can choose more than one answer, therefore significance between groups is not calculated.



