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THE MARKET CONTEXT

- SNAPSHOT OF ICELAND
- THE MEDIA MARKET
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Population: 333.000 |

* Avid users of technology and social media #
e High gender equality 7
Economic recovery from collapse in 2007
Right wing political parties in power
Clean air, clear water and natural energy 4«
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Sgcond happiest nation in the worldI ;
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THE MED!

A MARKET AND RUV'S POSITION
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THE FUTURES CONMPANY - LONDON

A strategic planning, insight and innovation consultancy with global
expertise in trends, foresight and futures

O
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Exploration and monitoring of consumer trends
Helps companies understand the external factors
that will influence their future and advise them on
how to build this insight into their strategy

Part of the WPP group of companies

Relevant experience gained

Awareness of key global consumer trends

The importance of starting with the consumer
Marketing strategy = company strategy
Experience in helping ,institutionalized”
companies change to align with consumer needs
Some sector experience — BBC, ITV, Guardian,
Capital Radio, Discovery channel

Dynamic, vibrant, inspiring workplace where
curiousity and creativity were rewarded




ITY THEATRE

THE REYKJAVIK C
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 The most popular theatre in Iceland
* Magnus Geir artistic director
* @Great success story

e Record audience numbers

* Marketing company of the year

Relevant experience gained

* Importance of PR, WOM, positive buzz

e Building collective ownership and company
ambassadors

e Reconfiguring and , institutionalised” workplace

e Saying yes! — fostering trial and creativity

* Creative marketing — thining out of the box!




ENTERING RUV: FIRST IMPRESSIONS %

e Very different athmosphere
* Recent mass redundancies

Hierarchical

Institutional

Conservative Closed

Siloed, divided
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RUV A WIDE VARIETY OF STAKEHOLDERS

The staff

The RUV

The
__competition
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The
politicians

advertisers

The arts
community

The loyal
friends of RUV

Our audience
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RUV - NEW VISION AND PRIORITIES

VISION202C &

CONNECTlNGm\ p\/

TO A NETWORKED SOCIETY

OPEN RUV OUR RUV
LU (OPEN DIALOGUE) | (COLLECTIVE OWNERSHIP) (POSITIVE OUTLOOK)

WHAT

ICELANDIC PROGRAMS CHILDREN’S REGIONAL NEW MEDIA SAVING THE GENDER
AND CULTURE PROGRAMS SERVICES ARCHIVES EQUALITY
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RALLYING THE CASE FOR PSM
THROUGH FOSTERING OPEN DIALOGUE
AND COLLECTIVE OWNERSHIP
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" les.:  OPEN ENHANCED
K'Y DYNAMIC INTERNAL
WORKPLACE DIALOGUE

OKKAR # RUV

Azetlun flutninga i Efsta
sumarid 2014 ‘3" .

Wik 23 [1. - 7. Jiini] Hiénnunardedid og frottr
Vika 25 (e2. - 28.jini) __ Frittie : i | (our betur thr
Vika 27 [20.jini -8 jili)  Rés1ogRis? k T T R o ﬂuttl af lixusskr lfstofunm

Vika 26 [6. - 12. jilf]) Auglysingadeild, innhelmta,

gjaidkeri o soludedd

WVika 28 (13 - 18, jiii) 100, jdingadeild, Nymidtar
og yfirstjém

Vika 33 [10.- 16. dgist]  Farmal, rakstur og takni




ENGAGED WITH AUDIENCES IN A
LARGE SCALE AUTUMN CAMPAIGN

Objective

e Openness and transparency

e The ownership of the nation in RUV

e RUV’s winter season in all it’s glory

 Inform audiences of changes, new vision,
priorities and services

e Enhance RUV’'s image

O
O

Key message and emphasis
e OurRUV-slogan

e Icelandic culture

e Realible, quality
 Diversity

e Social responsibility
* |Imagination




© e GREATER COMMUNICATION THROUGHOUT
D PROMOTIONS
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winter

spring
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summer RAS 2
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fall
#RASH
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OUR RUV:

Sjornvarp  Utvarp sarpurinn Krakkar  RUV okkar allra
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ROV auglysir til solu
byggingarrétt
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AFSKRA AFRAMSENDA

®

ABOUT RUV

SPILABU MEB
i SIMANUM

UTSVAR I FYRSTA SATI

Utsvar hefur veri einn vinszelasti patturinn & RUV fra pvi hann hof géngu sina i
september 2007. Sigmar Guémundsson og bara Arnorsdottir hafa verid spyrlar fra
upphafi. bau attu storan patll a6 mota pattinn & sinum tima og rétudu svo sannarlega &
retta biondu. bau gengu ut fra ac pe(ta yroi spemmandl og pess vegna eru

SOCIAL MED!

WITH AUDIENCES, GAIN FEE
NEWSLETTER,

A TO CONNECT

DBACK
FACEBOOK, TWITTER

L)Y
Broadcasting & Media ?ﬂ:‘du ction

& Contact Us W Message | see

E rost

Photo ! Vidia

Ei?!' i ROV

RUN baetir pjénustu vio bom med KrakkaRUY og efiir starfsemi 4
i gaoinm. Pelta var medal pess sem n i viotali
Slogegisdvarpsing vio Magnis Geir, itvarpsstidra

Emnig kom fram a4 mikivaegir Atangar hafa ng
manutum vio flarmagshega lkagnang
byggingarrétiar og dtieigu & hiuia Urvarpshissins

undanfmum
m.a. med soiu

APPS

Hats samband




INVITE PEOPLE IN: VISITS/TOURS, EVENTS,
TRAINING ALIGNED WITH PRI@RET!ES AND CSR

Public Service
Broadcasting Assemply

OPEN HOUSE!




IMPORTANT ADVOCATS
EQUIP STAKEHOLDERS TO FIGHT THE CASE
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