


• The market context 
• Personal background/experience 
• RÚV´s new vision and priorities 
• Implementing change 

• Open dialogue and audience ownership 





ICELAND AT A GLANCE 

Population: 333.000 
• Avid users of technology and social media 
• High gender equality 
• Economic recovery from collapse in 2007 
• Right wing political parties in power 
• Clean air, clear water and natural energy 
• Second happiest nation in the world! 
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Increasing share of TV viewing 

Little change in radio share 
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% Trust a lot

The most trusted news provider 

Attitude 
• 68% RÚV - most important media for the nation 
• 68% are positive towards RÚV (was 80% in 2006) 
• 85% don´t want the licence fee used for other things 
 
The most important role for RÚV... 
• 62% - its news role 
• 40% - its security role 
• 26% - its educational/cultural role 
 
 Source: Capacent/Gallup 2015; MRI, 2015 





• 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 

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

 



• The most popular theatre in Iceland 
• Magnús Geir artistic director 
• Great success story 

• Record audience numbers 
• Marketing company of the year 

 
Relevant experience gained 
• Importance of PR, WOM, positive buzz 
• Building collective ownership and company 

ambassadors 
• Reconfiguring and „institutionalised“ workplace 
• Saying yes! – fostering trial and creativity 
• Creative marketing – thining out of the box! 



• Very different athmosphere  
• Recent mass redundancies 
• Hierarchical 
• Institutional 
• Conservative Closed  
• Siloed, divided 



The trusted 
friends of RÚV 

The loyal 
friends of RÚV 

The arts 
community 

The 
advertisers 

The 
competition 

Our audience 

The staff 

The 
politicians 

The RÚV 
board 





ICELANDIC PROGRAMS 
AND CULTURE 

CHILDREN´S 
PROGRAMS 

REGIONAL 
SERVICES 

NEW MEDIA SAVING THE  
ARCHIVES 

GENDER 
EQUALITY 

WHAT 

YES 
(POSITIVE OUTLOOK)  

OPEN RÚV 
(OPEN DIALOGUE) HOW 

OUR RÚV 
(COLLECTIVE OWNERSHIP) 



The trusted 
friends of RÚV 



„I have met 3 people on the Plasa this morning 
which I havent met before during these 12 years 

that I´ve worked at RÚV“  



Objective 
• Openness and transparency 
• The ownership of the nation in RUV 
• RÚV´s winter season in all it´s glory  
• Inform audiences of changes, new vision, 

priorities and services 
• Enhance RÚV´s image  
 
Key message and emphasis 
• Our RÚV - slogan 
• Icelandic culture 
• Realible, quality 
• Diversity 
• Social responsibility 
• Imagination 
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Akureyri 
22/9 

Ísafjörður 
28/9 

Egilsstaðir 
21/9 

Selfoss 
5/10 

Borgarnes 
29/9 

Reykjavík 17/9 

OPEN HOUSE! 

Public Service  
Broadcasting Assemply 



The trusted 
friends of RÚV 
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