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Summary of key points from the audit

1. Power is shifting from large mass market companies to 

smaller niche brands.

2. Consumer behavior becoming more sophisticated online.

They expect tailored content which tells an interesting story 

and connects on an emotional level. Reaching the right 

audience, at the right time, through the right channel in

the right format is vital.

3. Current food trends favour organic, quality healthy products. 

They are also prepared to pay more for these products.

4. Consumers are more prepared to experiment with interesting 

or ‘exotic’ recipes and ingredients. This is especially true for 

people who like to share their food experiences online. 
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Summary of key points from the audit

What does this mean for Icelandic products?

1. The timing is right / The audience is receptive 

2. Icelandic products have a story to tell which 

makes them ideal for content, social media and 

influencer marketing
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Observations – Current websites and social media

As you would expect, very focused on what you can see/experience if you visit Iceland –

• Exploring regions and things to see / do

• People

• Culture

• History

• Language

• Arts & Culture
• Trade & Investment

Food/drink only mentioned in the context of where to eat while in Iceland with one page 

dedicated to why Icelandic cuisine is so unique - http://www.visiticeland.com/things-to-do/culture/dining/
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We should be targeting:

1) Anyone who has recently returned home from Iceland or is planning to visit - enjoy Icelandic cuisine when they’re back home

2) People who enjoy exploring foreign cuisines – either to eat out, or cook for themselves

3) People who are interested in healthy, organic, tasty food – educate them about Iceland as a source of high quality, healthy  

food and drink

4) Journalists and online influencers – to amplify / spread the word among their followers

5) Hospitality professionals including Chefs – why they should consider sourcing Icelandic produce for their business

Recommendations - Audience
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There are currently no areas of the websites or social media that are dedicated 100% to 

Icelandic food/drink/cuisine that can be enjoyed outside of Iceland.

We recommend creating an area / content hub for ‘Icelandic cuisine’ which is separate from ‘where to eat in Iceland’.

Icelandic Cuisine

Fish Spirits & Beers Lamb
Sustainable/Organic 

produce

Landing page – introduces Icelandic cuisine 
at what makes it so special/unique –

Intro to each category

Case studies

Top 5 …

Recipes

Health & 
lifestyle

Case studies

Top 5 …

Recipes

Health & 
lifestyle

Case studies

Top 5 …

Recipes

Health & 
lifestyle

Case studies

Top 5 …

Recipes

Health & 
lifestyle

Interviews with suppliers; farmers; people who have 
visited Iceland recently, travel and food bloggers, 
restaurant owners, chefs etc

tips; reasons; benefits; places; ways; most surprising
facts about… etc

Quick bites; family favourites; healthy lunches; 
Seasonal feasts and so on

Where to buy Where to buy Where to buy Where to buy

Recommendations - Website

Health benefits of the food or drink in question; explaining 
the process of farming / manufacturing that particular food 
or drink in the traditional Icelandic way; how the food and 
drink can help you live a cleaner, more Icelandic lifestyle
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1) Post regular food/drink content onto the existing ‘Inspired by Iceland’ social pages

2) Content distribution/amplification

a) Native advertising using premium publisher websites that target the right audience (As with Skyr)

b) Boosted content via Facebook (As with Skyr)

c) Influencer outreach (Journalists/bloggers/hospitality professionals)

3)  Post regular food/drink content onto the existing ‘Inspired by Iceland’ social pages

4) Encourage ‘User-generated’ content by inviting submissions – recipes, favorites, quizzes, competitions etc

5) Adverts and advertorial in relevant hospitality publications 

6) Face-to-face influencer campaign (Icelandic dinner parties) 

Activity & channel recommendations
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Native Content – Non-Interruptive
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Facebook – Boosted Content
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Social Media Influencer Outreach
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Face to face influencer campaign - Grapeviners

Word-of-mouth marketing is getting the right people to talk about Icelandic produce, 

influencing the people they know in order to educate, build trust, increase advocacy and drive sales.

Everyone has a friend they go to for advice when they’re thinking of buying something.

We find those people – life’s influencers – giving them knowledge and first hand 

experience of Icelandic produce, so they can recommend them to their 

wide-reaching social networks.

Real-life consumers with the power to influence others and change the way they feel, act or shop.

Personal recommendations play 

a key role in 81% of purchase decisions 

- Digital Democracy Survey, Deloitte, 2015

An influencer thrives on being given a role and elevated social status. 

They happily take on responsibility and go out of their way to complete 

tasks which enable them to look good and share news with friends.
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Invite ‘Grapeviners’ to host a dinner party of 8 friends.

We provide them with recipes and top-quality Icelandic ingredients to make a delicious, exotic Icelandic feast.

We include some games and trivia cards to educate and engage them during the party, and we ask for their 

opinions and feedback afterwards.

Once they have formed multi-faceted opinions on Icelandic exports, they will naturally share them with friends and 

family, sparking a chain reaction resulting in face-to-face conversations & recommendations.

Proposed Strategy: Bring top quality Icelandic food to British dinner parties
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Face to face influencer campaign



© COPYRIGHT 2016 OFFLOAD |  CONFIDENTIAL

Face to face influencer campaign - Benefits

• 52,000 people tasting & discussing authentic Icelandic products in relaxed environment

• Education – quality, freshness, sustainability, origin, clean, clean nature, where to buy, etc

• Creating an army of over 50,000 advocates

• Bringing Icelandic produce to new consumers

• Encouraging future purchase of Icelandic produce

• Great Content created from dinner parties
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Be seen…       

Be followed…          

Be trusted...

E: ben.hollom@m2.com / T: +44 1225 720099


