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Abstract

The Faroe Islands are a small island group in the North Atlantic Ocean that used to be one of the
least visited places in Europe. Now, the Faroe Islands are considered to be a bucket list destination
for many travellers. While the visitor numbers are still not high, the numbers are steadily increasing.
Furthermore, a lot more people are aware of the existence of the place and what it has to offer. The
tourism authorities in the Faroe Islands have employed placemaking strategies to build the image as
tourist destination. The main placemaking strategy utilised is destination branding, to create an
identity that shows the uniqueness of the place. This thesis is based on secondary data analysis of
the various placemaking strategies of the Faroe Islands. The branding campaigns are analysed to
uncover how the Faroe Islands evolved from some dots on the map to a bucket list destination. All
the marketing campaigns are based around the common identity of the Faroe Islands being
“unspoiled, unexplored and unbelievable”. T his strong and coherent brand differentiates the Faroe
Islands from other destinations. The Faroe Islands managed to become a more visible tourist
destination and create a positive destination image through effective development and marketing
strategies that are increasingly attracting attention from people and news media all over the world.
This thesis argues that small sized destinations are able to be promoted under one coherent brand
more easily than other destinations. However, even in a globalised world, many small size
destination are not well-known among tourists and outsiders. Therefore, they have to attract
attention with their marketing efforts to shape the destination image in a favourable manner.
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1.

Introduction

Tourists are often making bucket lists of destinations where they want to travel to. Especially now
during the COVID-19 pandemic, a lot of people are thinking about the next destination they would
like to visit when it is possible again. Tourism is a changing phenomenon, because there are more
people that have the means to travel and the preferred travel destinations shift. There are numerous
emerging destinations and people are exploring these unknown places. For many years, one of such
emerging or unknown regions has been the Arctic. Due to scientific focus and media attention to
climate change, people want to experience the Arctic before it is too late (Maher, 2016). The polar
area is currently being explored more than ever. The region is characterised by unspoiled nature and
scenic landscapes with little traces of human activity (Kaltenborn, 1998). Many people perceive the
Arctic as the last wilderness on Earth which is attracting a growing number of visitors (ibid). Image
specific marketing campaigns which are used to show the local uniqueness of Arctic destinations are
often utilised to attract more tourists as well (Rowsell and Maher, 2016). However, there is strong
seasonality due to extreme variations in daylight hours and weather circumstances (Maher et al.
2014). These regions have to deal with more fluctuation in tourist arrivals than anywhere else, as
most arrivals are in the period from May to September. Other difficulties include the lack of human
resources, and the fragile environment (ibid). Another perception of the Arctic is that it is remote
and difficult to access, which in reality is not the case for all places in the Arctic (ibid). Moreover, due
to climate change the Arctic is changing rapidly as it is warming faster than any other place. The
Arctic is hot right now, both in literal and symbolic sense.
The Faroe Islands have not been particularly good at receiving their share of the increase of tourism
to Nordic places (Maher et al. 2014). While the islands have the physical characteristics of an Arctic
destination (e.g. dramatic landscapes and remoteness), it is relatively unknown (ibid). The Faroe
Islands are eighteen small islands in the North Atlantic Ocean with a population around 50.000,
located between Iceland and Ireland (see figure 1 on the next page). They are in fact so small, that
their neighbouring countries have barely heard of the Faroe Islands nor do they know much about
them (Thomassen, 2011). While the Faroe Islands are one of the smallest countries in the world,
they are in fact not an independent country. It is a self-governing region part of the Danish Kingdom.
The Faroe Islands has to attract attention when they want to achieve something, which is also the
case if they want to receive more visitors (ibid). According to Maher et al. (2014) are the visitor levels
to the Faroe Islands about the lowest in Europe. As stated by Thomassen (2011) are the Faroe
Islands missing a highlight to visit the country, a main attraction that the tourists want to see or
experience.
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Figure 1: Location of the Faroe Islands

Branding to promote sustainable growth is the focus of the tourism strategy towards 2020 (Maher et
al. 2014). One of the main points of this strategy is “focused marketing” in which all the marketing
will be coordinated through one joint brand (Annual Report, 2016). This brand was introduced in
2013 and reads as follows: “unspoiled, unexplored and unbelievable”. W
 hile the islands have the
potential to become a popular destination for tourists due to its uniqueness, it needs to have
effective marketing strategies to become more known globally (ibid). Otherwise the islands would be
invisible next to all the other larger and more well-known destinations. “The aim of the brand is to
unite the local tourist industry under one common message so that the Faroe Islands can stand
stronger and become more visible as a tourist destination” (Annual Report, 2016 p. 21). Effective
destination branding to build an image of the Faroe Islands is the vision of the Faroese authorities. In
this 2013 tourism strategy, the aim is to make tourism one of the key economic industries. To ensure
this goal a lot of efforts were done, including political prioritisation, increased accessibility to the
islands and effective destination marketing.
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This vision continues in the new tourism strategy towards 2025, which aims for the Faroe Islands to
be more connected globally and tourism to the islands will continue to increase (Tourism Strategy,
2019). Both the total number of bed nights and the tourism revenue have been steadily increasing in
the recent years (ibid). Since 2013 the Faroese authorities have put in effort to improve the tourist
facilities (Plieninger et al. 2018). There have been an increasing amount of tours (Thomassen, 2011)
and number of restaurants as well as the quality of accommodation has improved (Maher et al.
2014). In addition, two new hotels were opened in 2020 which doubled the total capacity of beds in
the Faroe Islands (Tyler, 2020). This year was expected to be a record-breaking year, but due to the
COVID-19 pandemic the tourism sector had to shut down.
All in all, the Faroese authorities put in a lot of effort to create a strong brand to build an image of
the Faroe Islands in the minds of travellers all over the world. “Within the last few years, the Faroe
Islands has developed from being small dots in the North Atlantic with little global awareness to a
destination on the bucket list of travellers from all over the world” (Tourism Strategy 2019, p. 9).
From this statement the following research question derived:
How did the Faroe Islands evolve from dots on the map to a bucket list destination? What kind of
placemaking and destination branding strategies are employed by the state tourism stakeholders to
make the Faroe Islands an attractive tourist destination?
This thesis will help contribute to the existing knowledge in destination branding and destination
image. The concepts destination branding and destination image formation have been explored in
many academic studies, but the concepts are not often distinguished (Ekinci, 2003). Especially in the
context of tourist destinations, there appears to be confusion between branding and image (Tasci
and Kozak, 2006). With the help of a case study through the analysis of the various placemaking
strategies employed by the Faroese tourism authorities both destination branding and destination
image will be explored. In addition, this thesis also aims to give insight in how a destination can
develop from being unknown to an attractive destination. The Faroe Islands has been chosen as an
example because in recent years the islands emerged from an unknown place to a bucket list
destination. What kind of developments contributed to achieve this will be discussed.
This thesis will be structured as follows: the following chapter will include a literature review of the
concepts of ‘placemaking’, ‘destination branding’ and ‘destination image’. In this section, the
concepts will be discussed as well as their relations with each other through a conceptual model.
After that, I will explain and analyse the most influential marketing campaigns the Faroese tourism
stakeholders have created. I will conclude by discussing how these campaigns attracted more global
awareness about the Faroe Islands and how effective branding can influence the destination image.
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2.

Literature review

2.1 Place
Place is one of the central concepts in geography. Places are socially constructed, places have
meanings and people become attached to them (Kaltenborn, 1998). While globalisation might have
eliminated space, place is still significant (Sheppard, 2002). The world is more connected than ever
and the relative distance between places has become smaller. Place based characteristics are
increasingly important to differentiate the place from other locations (ibid). According to Massey
(1994) does globalisation not just cause homogenisation due to global assimilation of a single
culture. On the contrary, globalisation reinforces the local uniqueness of places. “Their 'local
uniqueness' is always already a product of wider contacts; the local is always already a product in
part of 'global' forces” (Massey, 1995 p. 183). Moreover, the identity of a place is shaped by its
history and the stories told, how these stories are told and which history has become dominant
(ibid). Further, places have multiple identities. The identification of places is always in process and
uncertain, as places are not static but dynamic entities (ibid).
Places are also central in relation to tourism, as tourism is place based. Tourists visit places for the
characteristics, highlights and attractions which that particular place has to offer. However,
according to Smith (2015) is the concept of place not fully recognised in tourism research, because
place in tourism and marketing literature is regularly viewed as merely the geographical location
tourists choice to visit. Place is thus often considered as something that can be developed, promoted
and consumed. Although, according to Bystrowska and Dawson (2017) are tourism destinations
created by the meaning and values that people attach to places. A tourism destination is the
combination of the material features and characteristics of a place as well as the imaginations and
expectations that people create of the place (ibid). In addition, these places that are man-made
and/or consisting of natural features attract people other than locals (ibid). “Place is an amalgam of
destination qualities, including landscape and architecture, history and heritage and social structures
and relationships” (Smith, 2015 p. 221). These perceptions people hold of a place are dynamic and
therefore a destination is in a constant state of becoming (Bystrowska and Dawson, 2017). Places are
given certain meanings by stakeholders through a process called placemaking.
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2.2 Placemaking
Placemaking has a variety of different meanings and definitions in literature, as it is used in multiple
fields including geography and spatial planning. This section will focus on placemaking for tourist
destinations specifically. An important aspect in the placemaking process is the concept of ‘sense of
place’. These two concepts are closely associated with each other in the meaning of placemaking
that is used in cultural geography. This broad definition by Lew (2017, p. 449) states that “it is how a
culture group imprints its values, perceptions, memories, and traditions on a landscape and gives
meaning to geographic space”. A sense of place is constructed over time through experiences in
places, and the way in which people interact within these spaces (Campelo et al. 2014). In a lot of
places, this is a given since the cultural group has been living in that place for a long time. But due to
immigration new meanings are given to the spaces where those people settled. These places often
transform organic in a bottom-up manner as they are shaped by everyday practices (Lew, 2017).
Over time, those places can become popular tourist destinations (ibid). Another more often
employed form of placemaking is more planned, or top-down (which this thesis will focus on). These
designed placemaking methods are used to influence people’s behaviours and shape their image of
the place (ibid). This is not only done to attract visitors, but also to make the place more preferable
for locals. Placemaking in tourism destinations is mostly dominated by strategies that are planned
(ibid).
Tourist destinations have adopted the concept of placemaking for tourism development. According
to Solfield et al. (2016) has the term placemaking become synonymous with tourist destination
development in a lot of literature. Placemaking from a tourism perspective is more than just
improving the physical design and the aesthetics of a place (Lew, 2017). There are two main themes
for tourism placemaking identified by Solfield et al. (2016): image building of the destination for
marketing purposes; and creating authentic tourism experiences. Razali and Ismail (2014) state that
placemaking is a process that builds the image of a destination and has become a strategy for many
tourist destinations. This process involves projects organised by stakeholders, sometimes with the
local communities, to build an identity for the destination through adding value and meaning to
spaces that is rooted in the local history, heritage, culture, and physical landscape (Habibah et al.
2013). Through this, the destinations can highlight real local experiences to its visitors (Razali and
Ismail, 2014). This creates an unique identity, a specific image and most importantly, it differentiates
the destination from other places (Sofield et al. 2017). As explored in the previous section, tourism is
largely place based. Tourists are looking for something different then their home has to offer.
Placemaking is a strategy used by destinations to position themselves in the global tourism market
while balancing development and conservation (Habibah et al. 2013). It is mostly used by places that
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try to strengthen their image as a destination internationally, because image influences the decision
for tourists to visit a destination (Razali and Ismail, 2014). Thus, placemaking can work as an
attractor for tourism (Sofield et al. 2017). Additionally, placemaking is crucial in making sure that
tourists continue to arrive and for tourists to revisit the destination (Habibah et al. 2013).
Habibah et al. (2013) identify a difference between placemaking from the host perspective and
through the guests’ perspective. On the one hand, the host destination utilises placemaking to
construct attractions and places that are displayed and offered to visitors (ibid). Moreover,
placemaking can make a more liveable physical environment. On the other hand, placemaking from
a guests’ perspective are places that tourists want to experience and gaze at (ibid). The placemaking
efforts can help to promote the destination through the local uniqueness which is authentic for
tourists to experience. When done well, this will make the destination stand out in the vast tourism
market.
Tools used for placemaking exist in different tangibility scales and are used for numerous intentions
(Lew, 2017). According to Lew (2017) are the three dimensions: tangible, intangible and mixed. The
tangible dimension is the physical design of a place which include landscapes and buildings (ibid).
These factors are the easiest to change or manipulate through for example improving public spaces
and sites (ibid). Restoration and conservation are often activities undertaken to increase the quality
of places. Some of these places are prioritised over others by local governments. Tourism
development projects can rebuild physical spaces drastically to make the place more attractive and
accessible for tourists (ibid). On the other hand, the intangible dimension relates to the “mental
image” of the destination (ibid). The physical design of places can also shape the image, but the
branding of it is included in the intangible dimension. This further includes history and heritage,
stories and myths, and the reputation of the place and other non-material aspects. For most places
are the intangible elements more important for developing a tourist destination than the tangible
(ibid). The place can use marketing and branding (intangible) to promote the physical landscape
(tangible) or stories and myths (intangible) to attract tourists (ibid). The last dimension is a mix
between the tangible and intangible, which include the people practices in the physical space (ibid).
Placemaking for tourism can be a very useful tool for destination marketing (Solfield et al. 2016). The
identity and image created by placemaking processes differentiates the destination from other
places (ibid). For a place to become a destination it has to create an attraction which can be
marketed through image making or recreating (ibid). Placemaking strategies that focus on marketing
and image building of the destination tend to be of a planned nature (Lew, 2017). Placemaking is
often used by destination marketers and tourism professionals as marketing activity to brand the
place as destination (ibid). Consequently, place images are created in the minds of tourists through
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placemaking activities such as storytelling and image building (ibid). “Tourism destination planning
and marketing are fundamentally place making actions intended to shape the image and
imageability of a place.” (Lew, 2017 p. 448).

2.3 Destination branding
Destination branding is a type of placemaking strategy that manages the reputation of the place. To
craft an identity that showcases the uniqueness of the place, destinations are adopting branding
techniques more often (Ekinci, 2003). Place branding helps to develop a place both in terms of
tourism and leisure, and attracts investments that can enhance the local culture (Cotirlea, 2015).
The definition of destination brand that is one of the most often cited is introduced by Ritchie and
Ritchie in 1998 and states: a destination brand is “a name, symbol, logo, word mark or other graphic
that both identifies and differentiates the place; furthermore, it conveys the promise of a
memorable travel experience that is uniquely associated with the place; it also serves to consolidate
and reinforce pleasurable memories of the place experience” (in Saraniemi, 2011 p.248). The brand
itself is a collection of names, symbols, logos that reflect the identity of the place. However as stated
by Saraniemi (2011), is this definition incomplete because a brand is only limited to being a symbol
of the place. Many planners and policymakers consider place branding to be about designing static
symbols for places, like slogans and logos (Govers, 2013). What they forget are the more important
factors of identifying the uniqueness of the place and communicating the distinctive attributes of the
destination to potential visitors (ibid). As Govers (2013) states is building reputation by attaching
brand associations in consumers’ minds at the core of branding. Therefore, a brand is only created
when these symbols are recognised and associated with the destination by outsiders (ibid).
However, a good brand strategy is not only focussed on the external market. Engagement with locals
and stakeholders builds on the sense of place, place attachment and a shared purpose (ibid).
Since recently, the term branding has adopted to include a more inclusive meaning and is used to
describe a process (Cotirlea, 2015). Destination branding is a process that includes the designing,
planning and communication of the brand (ibid). There are multiple place marketing factors
necessary for the success of the branding campaign of a place. Cotirlea (2015) explores the
following: Firstly, the emphasis on the unique characteristics of the place and how this local
uniqueness can be used as a distinctive and competitive advantage over other destinations.
Secondly, the need of investments in the public domain to be able to promote and visualise the new
brand. Lastly, the marketing of the place has to be done intensively internal before the focus shifts
towards the external market. Martins (2015) states that destination branding involves numerous
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marketing activities as well, but those that are explored are slightly different: First of all, these
marketing activities should support the creation of the destination brand (the “name, symbol, logo,
word mark or other graphic that both identifies and differentiates the place”). Second of all, the
marketing should provide potential visitors with expectations of a memorable travel experience
which can only be experienced at that specific destination. This reinforces the local uniqueness of
the place. Third of all, the marketing activities should convey an emotional bond between the tourist
and travel destination. This could also strengthen or reinforce the emotional connection that the
visitor already had with the place. The last marketing activity is in relation to making the consumer
feel safe and reducing their search costs. All these marketing activities combined help to positively
influence the destination choice of the consumer (ibid).
As stated before, a destination brand both identifies and differentiates the place from other
destinations. “In its broadest sense, the concept of identification can be defined as creating a
meaningful connection between the self and the target of identification (here: the place)” (Zenker et
al. 2016, p. 17). To identify a place brand, destination planners and other experts make a
generalisation of the local identity (Qu et al. 2011). This identification of the brand must reflect the
destination, but a place is a complex product to make a generalisation of. A place is a large entity
with both tangible and intangible attributes that represent the destination (ibid). For example, the
materials in a place are the historical sites, buildings, physical environment and other geographical
aspects. The non-materials are more related to the people that use or have used the space, like the
history, its culture, the demographic characteristics and everyday customs. Although, for a
destination to become a brand, it is important to project a generalisation of the desirable
characteristics of the destination (ibid). The brand has to form its own identity. The name, symbol,
logo, word mark or other graphic is used as the tool for identification and recognition of the
destination (Govers, 2013). Consumers can associate the brand with the place. According to Zenker
et al. (2016) are place marketers trying to promote the place for both locals and tourists. They aim
for the place brand to be strengthening the locals identification with the place (ibid). By doing so, the
locals will feel more connected to the brand and transform into more authentic ambassadors for the
place (ibid). Tourists can also identify themselves with the destination. This identification is how the
visitor perceives to be connected to the destination, which will most likely happen at destinations
with a strong personality (Hultman et al. 2015). When a tourist feels attached to a destination, they
are more likely to visit the place again and will recommend the destination to others (ibid).
A destination that has its own strong identity has to stand out. Qu et al. (2011) state that
differentiation is the key to branding as a brand that is considered distinctive and unique is more
difficult to replace by other brands. Therefore, the brand has produced an identity of the place and
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has a strong position in the market. According to Hultman et al. (2015) can a personality created by
the brand be the foundation for differentiation in general. Destination marketers or other branding
agents project all the characteristics and activities that make the destination different from
competing places through a destination brand (Qu et al. 2011). A destination brand communicates
the unique identity of the place, and thus provides reasons to visit that destination as opposed to a
different one (ibid). This uniqueness differentiates the destination from another place. Destinations
often emphasise the good services and facilities (like restaurants and hotels) they have to offer,
while it is more important to promote the aspects that make the place different from its competitors
(ibid). Uniqueness is especially important for the destination to still be different than similar
destinations in the minds of potential visitors (ibid). The brand association can facilitate an
advantageous position in the market, because the points of difference help consumers to positively
evaluate the brand and attach to it (ibid). In addition, differentiation often shape customers attitude
and behaviour toward the brand in a favourable manner (Hultman et al. 2015). Tourists are more
likely to single out the destination from other places, revisit it and make positive recommendations
that consist of unique characteristics (ibid).
Destination branding aims to achieve a “positive and highly differentiated image in the minds of
consumers/ tourists, emphasizing strengths and the favourable and unique aspects of a destination,
that is, influencing the associations that individuals attach to brands.” (Martins, 2015 p. 6). In the
branding process, considering the image building in minds of potential visitors is an important step
(Saraniemi, 2011), which is emphasised by other authors as well (e.g. Govers, 2013; Ekinci, 2003).
Place branding and destination image building have become concepts that are parallel to each other
(Marine-Roig, 2015). A place brand tries to create a favourable image for both internal and external
people (Govers, 2013). The internal image focuses on the society, public and private sectors and
other stakeholders. The external image is not only in relation with tourists, a place wants to build a
positive image for investors, traders and migrants as well. According to Cotirlea (2015) is it possible
for every country to become a tourist destination through branding. A successful brand builds a
desired image in one marketing message that connects what the place really is and how outsiders
perceive it (ibid). The overall image of the destination in consumers’ minds is enhanced when the
brand is unique and has constructed the identity of the destination (Qu et al. 2011). This destination
image profiles the destination brand (Hamelin et al. 2016). Branding is a tool for building a
destination image that is favourable (Ekinci, 2003).
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2.4 Destination image
Destination image building in potential visitors’ minds helps influence the decision making process.
Travel choices are often made based on the image people have of the destination, rather than on
knowledge of what the place in reality is (Silva et al. 2013). To maintain or create a competitive
advantage over other destinations, effective image communication is crucial (Gudlaugsson and
Magnusson, 2008). Tourism marketers are trying hard to build a favourable image that encourages
people to visit the place (ibid). Both placemaking and destination branding efforts are building a
destination image. Whereas destination branding is the projected image by marketers, destination
image is the perceived image by tourists.
The definition cited most frequently states that destination image is “the sum of beliefs, ideas and
impressions that a person has of a destination” (Crompton, 1979 in Ekinci, 2003 p. 22). The
destination image is a reflection of the place in the minds of tourists and potential travellers, which
consists of a combination of their knowledge about the destination, their assumptions and feelings
(Razali and Ismail, 2014). Destination image is associated with place marketing, because the
promotion of the place creates or builds an image of the destination. Place marketers have to keep
in mind the importance of image building, because the perceived image is representing the location
as destination and thus provides motivations to visit (Cotirlea, 2015). While image refers to the
perception of the place in one’s mind, it is often considered to be an indicator of the destination’s
reputation (ibid). The destination image can also influence the level of satisfaction that tourists
experience which can leave them with the desire to revisit the place (Gudlaugsson and Magnusson,
2008). The promotion of the place brand, people's general knowledge of the place and other
impressions that people get from the place through for example word-to-mouth or the news all
shape the destination image an individual hold of the place (Ekinci, 2003).
Place promotion can play a crucial role in the formation of images as marketing and branding can
shape the image in certain ways (Cotirlea, 2015). Destination marketers recognise the influence that
image building has as it can project the destination brand in the minds of tourists (Marine-Roig,
2015). These strategies should reinforce the existing positive image of the destination and correct
the negative ones, possibly by creating a new image (Hamelin et al. 2016). However, destination
image formation cannot be controlled entirely as people organically create ideas about the place
through other information sources (Cotirlea, 2015).
People can build an image of a place without ever having visited that destination (Lopes, 2011). The
consumer evaluates the destination image by the quality of attractions, services and facilities
available at the destination (ibid). Knowledge and believes about the destination all serve as
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motivations behind travel (Silva et al. 2013). This is primarily focused on physical characteristics that
are tangible (ibid). Feelings and emotions that the destination raises also strongly affect the travel
motivations (Lopes, 2011). The knowledge about the place influences the feelings an individual holds
of the destination (ibid). Moreover, the combination of the knowledge and feelings creates an
overall image travellers have of the destination (Marine-Roig, 2015). This overall image is important
in relation to the connection tourists hold with the destination, destination loyalty especially (ibid).
The overall image can determine whether the destination is positively or negatively assessed (Lopes,
2011). The overall image of a destination is strongly influenced by the tourists own
socio-demographic characteristics (e.g. one’s age, gender, level of education) and the tourist’s
motivations and cultural values (ibid). In addition, the overall image is greatly affected when the
tourist has experienced going on vacation to that destination (ibid). The destination might be
different than expected, or reaffirm the destination image the individual had. Furthermore, the
tourist’s own personality and wishes have great impact on the decision making of what kind of
destination to visit (e.g. nature, culture, history, beach, mountain) (ibid).
Destination image can be influenced by multiple elements such as external information sources like
social media, blogs, news media and all the official promotional information that the destination
marketers distribute (Tasci and Kozak, 2006). Creating a more favourable image can be done by
using images, multimedia and interaction (Lopes, 2011). Hall and O’Sullivan (1996) identify three
essential factors for creating a destination through image building: word-of-mouth communication
because tourists talk about their positive travel experiences; place promotion in media; interest of
the local government to base policies and strategies around branding (in Martin, 2015). According to
Marine-Roig (2015) are there three main sources that influence the destination image: information
from official tourist authorities, such as guidebooks, brochures and official websites; images from
non-touristic sources, like documentaries, movies, books and social media; word-of-mouth
communication from other tourists. Thus, both placemaking and destination branding are essential
influences for the destination image.
Lopes (2011) states that information that builds destination image is transmitted to tourists in two
stages. The first level is through an organic image or informal image, which is all the information
about the destination that is communicated “unintentionally” (ibid). This way potential tourists
receive knowledge about the destination from for example locals, television, newspapers,
magazines, books. These are facts and other relevant information about the place that have as goal
informing people and not necessarily attracting them to the destination. The second level is through
induced image or formal image, which is transmitted by tourism authorities and other official
destination promotion organisations (ibid). This markets the place as a destination that people must
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visit. Both organic and induced image have a strong influence on the perception tourists have about
the place (ibid).
Besides, images of destinations tend to be more accurate when the potential travellers are closer to
the destination (Martin, 2015). The image is more realistic because those potential tourists are more
likely to have more knowledge about the destination (ibid).

2.5 Conceptual framework
Multiple studies (e.g. Saraniemi, 2011; Cotirlea, 2015) identify a relationship between destination
branding and the image building process. However, there has been an ongoing debate about the
extent to which destination branding and destination image are similar to or different from each
other (Tasci and Kozak, 2006). Some might argue that destination branding is more or less the same
as destination image since the concepts have a strong association with each other, while others state
that the concepts are vastly different as they are created through one and other (ibid). For example,
through effective destination branding, people will create an image of the destination in their mind.
Image building can transform a place into a destination, when the people decide that they want to
travel there due to the image they have of the place (Sofield et al. 2017). Destinations can also be
branded more effectively by enhancing the already existing destination image. These relations are
visualised in figure 2.

Figure 2: Conceptual model
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3.

Methodology

3.1 Data collection and analysis
This thesis is based on an analysis of the different marketing and development strategies used by
Visit Faroe Islands. These campaigns are created to brand the place as well as to build the image of
the Faroe Islands internationally. In addition to marketing, the projects serve another goal whether it
be preservation or improving the services of Google (this is explained in detail in chapter 4). These
marketing and development campaigns are placemaking strategies in essence. Thus, this thesis is
based on secondary data analysis. According to Irwin (2013) are there growing possibilities to use
secondary data for research, but it remains underutilised. Secondary data analysis consists of the use
of already produced data, such as texts and published statistics. Secondary research is useful for
people with limited time or resources, because all the data has already been collected by someone
else (Johnston, 2014). There are multiple other advantages to the use of secondary data. In
quantitative research, secondary data can offer larger datasets that represent the population better
and make the findings more generalisable and valid (ibid). In qualitative research, secondary data
can serve as basis for “critical analysis of the embeddedness of methodology and explanation in
historical and theoretical context” (Irwin, 2013 p. 296). Secondary data is also viable approach when
researching a hard to reach population or sensitive topics (ibid). Moreover, in the field of marketing
and placemaking, secondary data has often been a source of information.
The internet is increasingly important in the decision making process for travellers (Alderman and
Modlin, 2008). Tourism authorities use the internet to promote the destination, because online
marketing is a relatively cheap and far reaching form of advertisement (ibid). A lot of destinations
have official information websites that can be used by visitors. These websites have been subjected
to a lot of research in regards to their performance in promoting the destination (ibid). This thesis
will not look at the complete website, but rather on the specific internet based marketing strategies
used by Visit Faroe Islands. All the strategies are found on the official tourism website from the
Faroese tourism authorities: visitfaroeislands.com. This website is used as the primary source of data
collection. Two of the projects have their own specific websites in addition to the pages:
faroeislandtranslate.com and remote-tourism.com. Visit Faroe Islands has employed three
marketing and development strategies from 2016-2019: ‘Google Sheep View’, ‘Faroe Island
Translate’ and ‘Closed For Maintenance’. In 2020 Visit Faroe Islands launched a COVID-19 related
project, ‘Remote Tourism’, which also will be discussed.
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These campaigns have generated global media attention according to the Faroese tourism
authorities. To explore this further, I searched for the campaigns on Google to see what is written
about them in other media. According to Scharl et al. (2008) allows the use of the official sites and
online news media for topical and fast research. The internet is an important source for information
about the destination and is used by both the traveller and destination marketer. In contrast to the
official websites, destination marketers have limited control over the extent and content of
publications in news media (Scharl et al. 2008). While all the information about the projects was
found on the official Visit Faroe Islands website and the project specific sites, the news outlets
served as an additional search for information.
Moreover, tourist officials of Visit Faroe Islands gave interviews in foreign press. These interviews
include insights that could not be found on the official Visit Faroe Islands website. “Public
communication media” are open for researchers to use as this information is available to everyone
(Rageh et al. 2013). This is the case for the news outlets as well, because these articles have open
access. According to Rageh et al. (2013) “consent has become unnecessary for the analysis of public
postings” (p. 135). More ethic considerations have to be taken when the research topics are
sensitive in nature (ibid). This thesis on the other hand does not include sensitive topics. An
advantage in using these interviews is that the interviewees might otherwise have not been
interested in participating or do not have time to participate or they might be unreachable.

3.2 Limitations
As briefly touched upon in the introduction, the COVID-19 pandemic is affecting the whole world
right now. The tourism industry is kept on a hold as people are obligated to stay at home as much as
possible. In addition, the Danish authorities closed the borders of all their territories. Consequently
the Faroe Islands have been closed down for foreigners since March 2020. Due to these travel
restrictions, I was not able to visit the Faroe Islands myself. Hence, it was not possible to do a more
traditional approach to research like fieldwork. Before the COVID-19 situation I was planning to
include fieldwork as well, to gain new insights and get to know the context of my thesis better.
Fieldwork could also be shaped to my research accordingly. I debated other options to make it
possible to do qualitative research during these times, for example making use of Skype (or
something similar) to have online meetings. While interviews could have been a good addition to
this thesis, due to the restrictions caused by COVID-19, time limits, difficulties to arrange online
meetings and convenience this thesis is exclusively based on desk research.
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Therefore, this thesis might be lacking in some aspects. Firstly, while this thesis does include
qualitative data from interviews conducted for news media, I was not able to ask any questions
myself. When interviewing, there is a certain amount of flexibility in relation to the topics and
questions. If I did interviews myself I could have asked more specific questions about the topics this
thesis is focussing on. It would also allow for going more in-depth into certain topics by asking
follow-up questions. All the interviews I have found from other sources were rather short due to the
writers using the quotes that would suit the article best. Secondly, if I were to do observations in the
Faroe Islands, I might have gotten more sense whether the islands are indeed a “bucket list
destination” or not. While the islands have gotten a lot of foreign media attention and a lot of
people seem to want to visit the islands, I do not know if there are a lot of tourists on the islands or
not. According to arrival numbers visitors are steadily increasing, but the arrival number used to be
very low and are still low compared to other countries (the Faroe Islands is even marketed as
“Europe’s best kept secret”).
Moreover, since I never visited the Faroe Islands in the past, I had to rely on secondary sources for
all the information about the islands. These secondary sources had to be in English for me to
understand them. The Faroese language is not translatable on the internet, as Faroese is not
included in Google Translate (this will be further explored in section 4.2). For example in the ‘Closed
for Maintenance’ project, there was additional information for locals only available in Faroese.
Fortunately, most of the publications of Visit Faroe Islands are in English since they are the official
tourism service. Moreover, all the placemaking strategies I will be discussing in the next section are
marketing campaigns as well and thus focused on a broad international market. These campaigns
received attention in foreign press, but I was only able to look at publications in English.
Another limitation to the methodology is the lack of hard data. My initial idea was to show tourist
arrival numbers, to evaluate how effective the marketing strategies are. The thought is that the
Faroe Islands would see a growth in tourist arrivals due to the international attention the various
campaigns received internationally. However, the Faroese authorities have not published any
reports on these numbers after 2017. This thesis explores the marketing strategies utilised from
2016 onwards. Therefore, the available tourist numbers are outdated because it only shows the
growth of one year. This is an example of a limitation for desk research in general as well, since I had
to rely on the data that was available online.
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4.

Placemaking strategies of Visit Faroe Islands

The Faroese tourism strategies aim to turn tourism into one of the key economic sectors of the
country (Tourism Strategy, 2019). The goal is to ensure sustainable growth for both the environment
and the Faroese residents, through one joint brand: “unspoiled, unexplored and unbelievable”. T his
chapter will provide an overview of the three most prominent placemaking strategies that Visit
Faroe Islands employed: ‘Google Sheep View’, ‘Faroe Islands Translate’ and ‘Closed for
Maintenance’. In addition, the special COVID-19 related campaign ‘Remote Tourism’ will be touched
upon as well.

4.1 Google Sheep View
In April 2016 Visit Faroe Islands started a campaign to be included in Google Street View. While most
of Europe, even remote places in for example Northern Lapland were included in Google Street
View, the Faroe Islands were not. The coming month, the idea emerged to attach cameras onto the
back of sheep to capture images of the Faroe Islands like Google Street View would with the use of a
car. Visit Faroe Islands called this project: ‘Google Sheep View’. With more than 70,000 sheep living
on the islands, there are more sheep than residents. Sheep have always been an important part of
the Faroese history and culture and have been the symbol for the islands for many years
(Andreassen, 2016). The name Faroe Islands originally had the meaning “Sheep Island”, due to the
many sheep living there. The coat of arms in the 15th century pictures a sheep as well. According to
Durita Andreassen, the originator of the project:
“When we started this project, we wanted Google Street View available in the Faroe Islands so we
could share our beautiful country with the world, and with all the people who do not have the
means to visit” (in 62°N , 2017).
In June 2016, this idea was brought into practice. Visit Faroe Islands posted the first 360 film on their
website and five 360 pictures on Google Maps, all made by sheep. Although the islands are small,
the sheep were only able to capture trails. To have all the roads mapped, the help of Google was
necessary and Visit Faroe Islands started a petition for them to visit. According to Andreassen (2016)
is it time that “this hidden Nordic nation is revealed to the world” because it has some of the “most
magical landscapes” on earth. While the goal of the project was to have Google Street View to show
the Faroe Islands to the world, the project itself attracted worldwide attention. Google Sheep View
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was featured in headlines and Visit Faroe Islands was approached to talk to different news outlets all
over the world about the project.
Due to all the attention Google Sheep View was getting, the news reached Google. And in the end of
August that same year, people from Google arrived to help map the islands. Google provided Visit
Faroe Islands with the correct equipment. Both residents and tourists helped with capturing footage,
by car and by foot. In November 2017 the Faroe Islands were finally included in Street View. Figure 3
shows the map of Google Street View locations before the Sheep View campaign and what Street
View looks like in 2020. Nowadays, all the roads in the Faroe Islands are covered including popular
hiking trails. This project put the Faroe Islands on the map, both in the literal sense as well as
symbolically. Due to the media attention surrounding this project, the Faroe Islands got more
publicity as a hidden destination for people to explore.

Figure 3: The inclusion of the Faroe Islands in Google Street View

The Google Sheep View campaign was highly successful, with over two billion media impressions and
support from people worldwide (Johanna, 2017). The project has won over 30 awards in categories
of effective and creative marketing (Visit Faroe Islands, 2016). Moreover, the project generated
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more revenue and publicity than expected. And as result, more people visited the Faroe Islands that
year. Guðrið Højgaard, director of tourism at Visit Faroe Islands, stated in a 2016 interview after
winning two prestigious Epica Awards:
“We stopped counting once the estimated PR value topped 300m kroner (around 40m Euros)
without us ever having to pay for one single ad. We have plenty of ideas for new campaigns but all of
the hotels are already fully booked for next summer so we can’t really do more at the moment,
which is a bit of a luxury” (in Nolsøe, 2016).

4.2 Faroe Island Translate
‘Faroe Island Translate’ is another project focused on the improvement of the services offered by
Google. Namely, the Faroese language is not included in Google Translate. While only approximately
80,000 people speak Faroese, due to the growing tourism market there has been more demand for
this service for visitors to feel more immersed in the Faroese culture (Visit Faroe Islands, 2017). In an
open letter to Google, Aksel V. Johannesen the prime minister of the Faroe Islands states:
“Faroese language is one of the most important aspects of the Faroese culture and identity. Last
year, you helped us bring Google Street View to the Faroe Islands, as we like to call it: Sheep View.
Now, visitors come from all over the world eager to experience our beautiful country and our
culture. They want to learn a bit of our language. But unfortunately this is proven difficult, because
you have not incorporated our language in Google Translate” (in Visit Faroe Islands, 2017).
In October 2017 Visit Faroe Islands launched Faroe Island Translate in cooperation with Atlantic
Airways. In this project, local volunteers from the Faroe Islands translate sentences that are sent in
by tourists and others who are interested in learning some Faroese. Instead of receiving the
sentence in written Faroese, the volunteers make video recordings of the translation. All these
videos are saved in their database and can be accessed by everybody. When a sentence is not in the
database, a volunteer will record it as quickly as possible.
The Faroese language has faced some difficult times in the past and was almost replaced entirely
with Danish starting in the 16th century. The authority in the Faroe Islands in the 17th century
consisted of Danes in its entirety, which caused Danish to become the administrative language.
Faroese even became an endangered language by the late 1700s. This was especially the case in
Tórshavn, the Faroese capital, since most of the Danes were residing there. From the 19th century
Danish was the main language in which classes were taught in schools. However, around the same
time things started to change as well. A Faroese student together with a philologist created a written
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Faroese language. Before this, Faroese stories were told in an oral tradition and memorised through
the generations. With this new written language and found nationalism, the Faroese stated writing
about their country and life. The Faroese started publishing articles, magazines, short stories and the
first Faroese novel. This is considered as the biggest cultural revolution the Faroe Islands ever
experienced (Faroe Islands Translate, 2017).
Although this project went viral and attracted a lot of awareness about the country and its unique
language, Google has not included Faroese in Google Translate yet.

4.3 Closed for Maintenance
As a result of the growing numbers of tourists to the Faroe Islands, Visit Faroe Islands launched the
Closed for Maintenance project in 2019. According to Jóhan Pauli Helgason, development manager
for Visit Faroe Islands and one of the creators of the project, is Closed for Maintenance much more
than merely a marketing campaign (in Ecott, 2019). It aims to make improvements in the
infrastructure used by visitors to enhance the tourist experience as well as minimise the impact
tourists have on the environment (ibid). ‘Closed for Maintenance, Open for Voluntourism’ is a
campaign in which people can help to preserve the unspoiled nature of the islands. Although the
Faroe Islands do not experience over-tourism and its consequences yet, some areas need extra care
to remain undamaged.
The last weekend of April 2019, the Faroe Islands welcomed 100 volunteers from multiple different
countries who were willing to help with this conservation project. During the weekend in which the
maintenance work is done the project provided an opportunity for a cultural exchange between
locals and visitors (Jóhan Pauli Helgason, in Ecott, 2019). Together with locals, the volunteers worked
on ten popular tourist attractions to ensure a sustainable future for these places. The volunteers
experienced more of the Faroese culture as the accommodation was provided by locals and they
were able to taste some of the traditional Faroese dishes. According to Guðrið Højgaard, director of
Visit Faroe Islands:
“We welcome visitors to the islands each year, but we also have a responsibility to our community
and to our beautiful environment, and our aim is to preserve and protect the islands, ensuring
sustainable and responsible growth.” (in Butler, 2019).
The maintenance work mostly consisted of adding signage, creating viewpoints and improving the
infrastructure of hiking trails by for example expanding them by adding steps or easier access. Some
of the hiking routes did not have a path, or were worn out and therefore difficult to walk on. Figure 4
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(on the next page) illustrates how the hiking trail near the town of Gjógv is reimagined. The path had
to be repaired and steps added to some of the steep areas because erosion made it difficult to
access and to prevent further degradation. A fence will also be constructed to ensure more safety.

Figure 4: Reimagining of the hiking trail
Closed for Maintenance 2019 was a great success, both in terms of attention it got internationally as
well as the quality and amount of maintenance work the volunteers were able to do. One local
resident on the island of Nólsoy explained how the volunteers helped improving their small
community:
“Many visitors take the wrong track across the mountains. If they get lost or injured, we have to take
care of them. Our local municipality hasn’t had the time, the money or the manpower to waymark
the route, even though we have been talking about it for a couple of years. What the visitors have
achieved in just two days is remarkable.” (in Ecott, 2019).
The Faroe Islands were able to welcome 100 volunteers in 2019, but due to all the international
attention it got, Closed for Maintenance received over 3,000 applications. While all the previous
marketing and development campaign were successful, the number of registrations was
unpredictably high (Visit Faroe Islands, 2019). Due to the success and support the project got, Visit
Faroe Islands decided to make Closed for Maintenance an annual event. The 2020 edition received
even more applications, with 5,886 signed up voluntourists within the first 24 hours. The volunteers
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that registered for the project came from 95 different nationalities, thus Closed for Maintenance
reached people from all corners of the world. However, due to the COVID-19 pandemic the 2020
edition of Closed for Maintenance had to be postponed, but the Faroe Islands hopes to welcome a
new group of volunteers in 2021.

4.4 Remote Tourism
In March 2020 the Faroe Islands, as well as the majority of countries in the world, took
measurements to prevent spreading of the COVID-19 virus. The Danish authorities choose to close
their borders, and therefore the Faroe Islands’ borders as well. According to Levi Hanssen, content
and communication manager at Visit Faroe Islands, was 2020 expected to become a record-breaking
year in terms of tourism numbers and revenue. All the reservations had to be cancelled, while the
Faroe Islands opened two new hotels this year, which doubled the capacity of existing beds (Tyler,
2020). However, Visit Faroe Islands created an option for people to visit the Faroe Islands: ‘Remote
Tourism’. Guðrið Højgaard, director of tourism at Visit Faroe Islands states the following in the
announcement of Remote Tourism:
“Now that we don’t have any tourists in the Faroe Islands, we have a lot of extra time on our hands.
So we thought, we will give those of you that couldn’t visit as planned, and everyone else, a chance
to visit the Faroe Islands through us” (in Visit Faroe Islands, 2020).
In this project, people can take a tour of the islands in virtual reality and therefore from their own
home. A local is equipped with a camera and people who are interested can watch the tour live. In
addition to seeing the tour from the locals perspective, ‘the main player’ can control the moves the
islander to make. The virtual visitors take turns in controlling the tour by making the local turn, walk,
run or jump. All the actions happen in real time. Moreover, the virtual tourists can make the local
guide ride horses, go sailing or ride a helicopter to experience the Faroe Islands from a different
perspective.
Tours are offered once or twice a day from March until the 25th of April. Since there was still
interest in the tours, Visit Faroe Islands continued offering them once a week. Every time the tour
starts at a different location to show as much as possible of the islands. During the tour, the guide
will tell information about the locations the tour takes place and about the Faroese culture. In
addition, during the tour the Visit Faroe Islands team will answer questions the virtual visitors have.
The virtual tours have been very popular and between 20,000 and 40,000 people have taken part in
the virtual tour in the first month (France-Presse, 2020).
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5.

Discussion

5.1 Small island states
Small island states have been increasingly in demand as holiday destinations (Scheyvens and
Momsen, 2008). According to Stylidis et al. (2008) offer islands an environment and experience that
is different from home, it is a place to escape. The remote location and isolation contribute to this
feeling. As stated by Scheyvens and Momsen (2008) is the small size of the islands an advantage
when in comes to branding, because tourism authorities in small island states are able to create a
coherent brand much easier than tourism authorities in larger destinations. However, the
destination image of small island states is mostly based on stereotypes or is unclear or even
inaccurate. In addition, a lot of popular island destinations are undifferentiated and share one
uniform image. This is illustrated by Treloar and Hall (2005, in Stylidis et al. 2008 p. 181): “The islands
of the Pacific…often conjure up the image of swaying tropical palm trees, white sand beaches, warm
crystal-clear waters. This stereotypical image of ‘paradise’ has been consistently portrayed for more
than two hundred years”. Similarly, small island states in the Mediterranean tend to have the image
of sun-sea-sand destinations for mass tourism (Stylidis et al. 2008).
Many Mediterranean destinations are attempting to develop an image that is different from the
other islands (Grydehøj, 2008). One example of a small island that tries to differentiates itself from
other similar destinations is Malta. According to Vladimirova (2011) was Malta known as another
sun-sea-sand destination in the Mediterranean, but had potential to be promoted as a destination
with rich cultural heritage and historic sites. Therefore making Malta an unique location in this area.
However, the tourism stakeholders did not promote Malta under one coherent place brand
(Vladimirova, 2011). This caused confusion about what the ‘Maltese image’ is and what the tourism
authorities want this image to be. On top of that, the amount of people who had heard about Malta
decreased significantly (ibid). One of the more dominant destination images of Malta nowadays is
one that is not considered favourable: a boring place where grandparents used to go every year
(ibid). The new strategy is to create a coherent and favourable image through one joint brand.
Destination branding is considered as essential to improve the image and to stand out in the tourism
market (ibid).
In contrast to the sub-tropical mass tourism island destinations, the research of Grydehøj (2008)
focuses on Northern Europe’s cold-water islands. Grydehøj (2008) states that while more
Mediterranean destinations attempt to differentiate themselves from one another, many cold-water
island destinations move towards a more united brand. By offering a harmonised tourism product
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the tourism authorities of cold-water islands hope to strengthen their position in the market and
attract more tourists. The marketing of many Northern European cold-water islands was based on
standing out from the other islands (Grydehøj, 2008). The tourism authorities of various islands
developed their own brand to attempt to distinguish their destination from the others. However,
this was a troublesome strategy since most islands were differentiated in the same manner (ibid).
Therefore marketing the locations similarly and not able to stand out or form their unique
destination image. In addition, the different destination image tourism authorities tried to create
was still a ‘generic’ brand (ibid). While this generic brand carries a powerful message, the marketing
experts could have created a more unique image since not all the islands are alike.
According to Stylidis et al. (2008) are smaller places less likely to develop a destination image
independent from other places. However, this is still possible through effective marketing.
Scheyvens and Momsen (2008) give multiple examples of islands that successfully placed themselves
in the global market by creating an unique destination image. The Maldives has placed itself in the
tourism market with success by focussing on a specific target market: dive tourists. In the Caribbean
has Dominica differentiated itself from its neighbours by promoting as a nature tourism destination.
With this Dominica build a distinctive image.
These examples indicated that small islands states are in most cases able to create one coherent
brand for the whole territory. However, it is often very difficult to stand out from the other islands in
the area or even stand out at all in the global tourism market. While a lot of people already have an
image of these places, the image they have is very generic (e.g. sun-sea-sand). For cold-water
destinations, this image is even less defined. Therefore, I would argue that while it is easier for a
small sized destination to be promoted under one coherent brand, many small sized destinations are
not well-known among tourists. Especially small sized destinations need strong marketing that
attracts international attention to create a favourable destination image and stand out in the vast
tourism market. Due to their size they have to attract more attention, otherwise their actions will
not be noticed internationally. Effective marketing could differentiate the place from other
destinations and other islands with a similar image.
The rest of this discussion will focus on the Faroe Islands. The Faroe Islands are in a bit different
position than the small islands states discussed above. For instance, there are not a lot of other small
islands closely located to the Faroe Islands. The nearest islands are Shetland, which are roughly 300
kilometres away. Moreover, these two places are targeting different tourism markets, as the Faroe
Islands are more considered as an Arctic destination and Shetland is not. The Faroe Islands have to
compete with Arctic destinations instead of small islands.
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5.2 The creation of one coherent brand
Before the various marketing and development campaigns launched, Visit Faroe Islands created a
brand slogan and logo, to unite and strengthen the Faroese tourism sector (Annual Report, 2014).
The brand slogan founded in 2013 states: “unspoiled, unexplored and unbelievable”. All the
marketing strategies after this creation are based on this common identity (ibid). As stated before, it
is easier for small island states to be promoted under one coherent brand (Scheyvens and Momsen,
2008). It is simpler for small sized destinations to make generalisations of the local identity (i.e. these
places could be identified better). Govers (2013) argues that during the creation of such static
symbols the uniqueness of the destination is often forgotten and do not promote the local
characteristics. For example, the very well-known brand slogans I ❤ NY or I amsterdam do not tell
anything about the place specific attributes of destination. However, this was taken into account
when developing the Faroese brand symbols. The words ‘unspoiled’, ‘unexplored’ and ‘unbelievable’
convey the message that the Faroe Islands can offer a new experience to travellers. This slogan is
trying to attract those who want to experience places off the beaten path. It differentiates the
islands from popular tourist destinations. This differentiation is identified as a key component for the
success of a brand by multiple scholars (e.g. Qu et al. 2011; Cotirlea, 2015; Martins, 2015).
Moreover, both locals and visitors expect that the Faroe Islands live up to the brand promise of
being unspoiled, unexplored and unbelievable (Tourism Strategy, 2019). According to a 2018 survey
with tourists, more than 85 percent agrees with the statement that the Faroe Islands are unspoiled,
unexplored and unbelievable (ibid). Besides, the Faroe Islands ranked the highest on “authentic,
unspoiled and likely to remain so” best islands in the world survey by the National Geographic
Traveller (Thomassen, 2011). However, as stated by Maher et al. (2014) there are already parts of
the Faroe Islands damaged due to tourism. Their recommendation was to combine tourism policy
with environmental policy, to stay true to the brand promise of being ‘unspoiled’. This is what the
Faroese authorities did from 2019. The new tourism strategy is focussed on sustainability, while still
attracting tourists. This is also reflected back in the branding campaign from 2019: ‘Closed for
Maintenance’. With this, the Faroe Islands is attracting visitors that help to preserve the
environment.
Another critique could be given to the word ‘unexplored’. While the visitor numbers are low in
comparison to other countries, they have been steadily increasing for years now. Visit Faroe Islands
goes as far as to call the Faroe Islands a “bucket list destination” for many travellers. A bucket list
destination does not have to mean that there is over-tourism in that place, but the term implies that
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a great amount of people do want to visit the place in the future. In addition, ‘Google Sheep View’
and ‘Remote Tourism’ make it even easier for people to explore the islands.
The other static symbol, the logo (see figure 5), has tried to capture the identity of the Faroe Islands
as well. “The logo is artistic, abstract and open to interpretation. The most iconic reference is the
ram, but the logo has also gained inspiration from the image of a wave, a conch, the stern of a Viking
ship, wool and the Faroese dance.” (Annual Report, 2014 p. 19). All these symbols are connected to
the Faroese identity. For example the Vikings were the first inhabitants of the Faroe Islands and a
wave represents the ocean surrounding the islands. The symbols of wool and a ram are especially
reminiscent to the islands, because sheep were always prominent in Faroese history and culture.
Visit Faroe Islands also based their highly successful ‘Google Sheep View’ campaign around sheep, as
the islands are mapped from their point of view. According to Qu et al. (2011) are place brands
generalisations of the local identity. In addition, this place brand is the way the place wants to be
represented to the outside world (ibid). While the Faroese logo and slogan do not represent the
whole country, Visit Faroe Islands managed to compress a lot of distinct Faroese elements in these
static symbols that highlight the local uniqueness.

Figure 5: The official branding logo of the Faroe Islands

5.3 The creation of a favourable destination image
The Faroe Islands are branded through more than just static symbols by means of the various
marketing strategies described in chapter 4. Visit Faroe Islands is attempting to connect identity,
brand and image in these strategies. This is according to Cotirlea (2015) preferable for place
marketing. To summarise: the identity of the destination is constructed and communicated through
a destination brand, thus the brand is how the place wants to be known. The image refers to what
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outsiders think about the destination, and is preferable in line with the constructed identity and
brand. All these marketing and development campaigns are forms of placemaking. Razali and Ismail
(2014) argue that placemaking in a tourism context is most often employed in places that want to
improve their destination image which leads to more people visiting. For the Faroe Islands are
attracting tourists and creating a destination image the primary reasons for the campaigns as well.
Visit Faroe Islands, the Faroese authorities and other stakeholders are shaping the Faroe Islands as a
tourist destination in the minds of potential visitors. The various campaigns are focussed on both the
tangible and intangible dimensions. Intangible placemaking is the creation of destination image,
through marketing and branding (Lew, 2017). Thus, all the marketing campaigns fall under this
dimension. However, the intangible consists of more than just the promotion of the place. ‘Faroe
Island Translate’ is an example of this, because this campaign is focussed a lot on the Faroese
language and history. ‘Closed for Maintenance’ is a project which is more aimed at the tangible
dimension. People helping in this project contribute to improving the physical environment by for
example building hiking trails. All this is done to preserve the Faroese nature. However, according to
Solfield et al. (2016) do placemaking efforts have another main motive: “Conservation, preservation,
protection, and so on of resources are necessarily the prerequisite for creating a destination, but the
driving motivation for undertaking that place-making is for tourist consumption to generate tourist
dollars” (p.14).
While the placemaking strategies in the Faroe Islands are of a planned top down approach, the
placemaking efforts of Visit Faroe Islands seem to have a strong local support base. The tourism
sector should not be developed on the expense of local culture and values. According to Scheyvens
and Momsen (2008) are small islands states in an advantage, because it is easier for the tourism
planners to incorporate local values into their policy due to the small size of the county. Most of the
marketing campaigns of the Faroe Islands involve the local community in some capacity. For
example, in ‘Faroe Islands Translate’ local volunteers translate the various words and sentences
foreigners would like to know in Faroese. Govers (2013) states that engagement with locals and
stakeholders is important in destination branding because it builds on a shared purpose, place
attachment and sense of place. However, according to a 2018 research by Plieninger et al. has the
development of tourism the highest potential of creating conflict with the local Faroese population.
While the Faroese would like to show their country to the rest of the world and consider tourism to
be a good development for the economy, more than half of the 765 respondents express concerns
regarding tourist development as well (Plieninger et al. 2018). They think the increase in tourism
could impact their culture and environment, and they worry that small villages are not able to
control or govern tourism due to a lack of governmental strategies (ibid). With the ‘Closed for
Maintenance’ campaign some of these concerns are tackled (which launched after Plieninger et al.
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research and was thus not taken into account). In addition to helping to relieve some stress on the
environment, small communities are helped as well. As one resident explains (full quote on page 25)
did their local government not have the means to create proper hiking trails and path markers for
tourists to follow. Consequently, the local community was pressured in their involvement as they
often had to care of lost or injured tourists that took the wrong path across the mountains.
The Faroe Islands has faced difficulties with visibility as a tourist destination. As stated by Thomassen
(2011), when the Faroe Islands have something to offer to people internationally, they have to
attract attention. Otherwise, the islands are to small for people to notice. The Faroe Islands used to
be a very unknown place and people did not have a clear image of it. According to the research of
Gudlaugsson and Magnusson (2008) about the destination image of Faroe Islands among other
destinations, are the Faroe Islands poorly positioned as tourist destination. The image respondents
have of the Faroe Islands is that the country is not modern, that the tourist facilities are poor, that
the Faroe Islands do not offer a cultural experience, and lacking in food scene, entertainment and
nightlife (Gudlaugsson and Magnusson, 2008). This inaccurate destination image could be explained
by the fact that this research was conducted before any destination branding strategies were
employed. Therefore, the respondents destination image of the Faroe Islands was mostly created
informal (as referred to by Lopes 2011), through other kinds of representations e.g. media, texts and
photographs. In addition, Martin (2015) argues that the distance between the tourists home and the
destination influences the image as well. When the distance between location is greater, the
destination image is less accurate (Martin, 2015). The Faroe Islands are located remotely at sea,
which could cause this inaccurate destination image. However, people tend to have a much clearer
destination image of one of the Faroe Islands’ neighbours (which is also located in the North Atlantic
Ocean): Iceland. While Iceland is further located from the European mainland, most people have
more knowledge about that destination. Besides the distance, the small size of the Faroe Islands
might also contribute to the inaccurate destination image. Because of its small size, people are less
aware of the existence of the islands. As Thomassen (2011) words it: “the country is so small that its
neighbours barely know of it, and hardly know anything about it” (p. 82). This indicates that the
remote location or the distance is not one of the main contributions of a poor destination image, but
the small size of the country is. Although, the destination image of the Faroe Islands improved over
the years as the islands are considered a bucket list destination for many travellers now. The Faroe
Islands have become more well-known through an induced image by marketing efforts. Moreover,
Visit Faroe Islands responded to the reality of being an unknown destination with their branding,
which attracted people who would like to experience an “unexplored” place.
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5.4 Conceptual model revisited
To reflect back to the Faroese marketing and development campaigns in relation to the different
theories about placemaking, branding and destination image, the conceptual model in figure 6 is
made. This is the same model as in figure 2 (on page 17), but filled out according to the Faroe Islands
as a case. There is no line between ‘Faroe Islands’ and ‘Bucket list destination’ because without the
placemaking strategies the Faroe Islands were not considered as a bucket list destination. The
biggest difference in this model compared to the original is the inclusion of ‘created media
attention’. The foreign media helped contribute to the destination image of the Faroe Islands, and
consequently to Faroe Islands as bucket list destination. While multiple scholars identified that
media influences the destination image (e.g. Tasci and Kozak, 2006; Marine-Roig, 2015), the extent
to this contribution seem to be significantly large in the case of the Faroe Islands. If the media did
not pick up on the branding campaigns of Visit Faroe Islands, the country could still have been
unknown to the world. For example, without the amount of media coverage for the ‘Google Sheep
View’ campaign, Google would not have noticed this and the Faroe Islands would not be included in
Google Street View.

Figure 6: Conceptual model in relation to the Faroe Islands
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6.

Conclusion

Small island states have the advantage that tourism authorities are able to create a coherent brand
easier than in other locations. However, small sized destinations are not well-known among tourists
and outsiders, even in this globalised world. These destinations could create a clearer and more
favourable image through effective branding that sets the place apart from other islands or
countries. In addition, these marketing efforts need to attract international attention otherwise the
actions will remain unnoticed. This thesis discussed one of such cases that managed to evolve from a
few small dots on the map with little global awareness to a bucket list destination many travellers
wish to visit. The Faroe Islands have become a visible tourist destination through a series of
developments:
First of all, the Faroese tourism authorities established a common identity to base all their future
marketing strategies on. This created a stronger brand that is easier to recognise by other people.
Visit Faroe Islands identified the Faroe Islands as “unspoiled, unexplored and unbelievable” and most
visitors and locals agree with this statement. This brand slogan communicates unique characteristic
of the Faroe Islands which attracts people to come visit the place.
Second of all, the Faroese state tourism stakeholders have employed multiple placemaking and
destination branding strategies to make the Faroe Islands a more attractive tourist destination. The
distinctive identity previously created is continued to be used in these branding and development
strategies. ‘Google Sheep View’, ‘Faroe Islands Translate’ and ‘Closed for Maintenance’ h
 ave been
the most influential campaigns. These placemaking strategies promote the Faroe Islands as a tourist
destination and simultaneously build a favourable destination image. The campaigns are creative
and unique which has been attracting attention internationally. In addition to being marketing
campaigns, the strategies help to improve the Faroe Islands as a tourist destination by improving
services and preserving the environment. Visit Faroe Islands has also launched a campaign during
the COVID-19 pandemic, ‘Remote Tourism’, to welcome tourists in virtual reality and continue to
promote the place during these times in which travelling is not possible.
Last of all, the marketing efforts of the Faroese tourism authorities generated a lot of media
attention around the world. The creative approach to marketing attracted foreign media to write
about the Faroe Islands. Besides the destination image that is shaped through the branding
campaigns is the image of the Faroe Islands as a destination enhanced more through the news
outlets. All these developments have led to more people hearing about the Faroe Islands and
consequently more people that want to visit the Faroe Islands.
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6.1 Limitations and recommendations for further research
This thesis offered an in-depth view of how the tourism sector evolved in the Faroe Islands, and is
not meant to be generalisable. This thesis does not aim to develop a guide for destination managers
to use. It does contribute to the understanding on how effective placemaking and branding can help
form a preferable destination image. This can eventually lead to becoming a more visible
destination. This thesis used the Faroe Islands as a case study as the Faroe Islands managed to
become a more attractive tourist destination. This does not necessarily mean that other places
become more visible with the same set of developments.
This thesis discussed how the Faroe Islands evolved from an unknown destination to a place a lot of
people have put on their bucket list. I would like to emphasise here that I adopted the term ‘bucket
list destination’ because it is often used by Visit Faroe Islands. Because the Faroese tourism
authorities themselves state this, it makes me question whether or not a lot of people truly consider
the Faroe Islands as a bucket list destination. It is stated that visitor numbers to the Faroe Islands are
steadily increasing, but there was no recent data available to back this up with real numbers.
Therefore, I would recommend future research to include data to prove the increase in tourism.
Interviews with stakeholders could give more insights to the increase in tourism to the Faroe Islands
and about the process of becoming a bucket list destination. Especially interviews with stakeholders
could have enriched this thesis, since now this thesis is solely based on secondary data.
For the Faroe Islands to become a bucket list destination, the destination image had to be shaped.
While this thesis discussed how the destination image of the Faroe Islands changed, it would be
interesting to do further research in what destination image people have of the Faroe Islands
nowadays. People used to have an inaccurate image of the Faroe Islands, but due to all the
marketing and exposure the Faroe Islands has gotten the destination image might be a lot clearer
now. The role of social media could also be taken into account, as social media is continuing to play a
bigger part in shaping the destination image.
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