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- A joint effort for growth, innovation and responsible tourism  
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Visit Greenland’s strategy for marketing 
and market development until 2024
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Before COVID-19 tourism was one of the fa-

stest growing industries in the world. The rapid 

growth gave rise to an increasing focus on the 

spin-off effects that tourism brings with it, po-

sitive as well as negative. The pandemic has set 

global tourism back, but is expected to return 

when free travel between countries can take 

place again. It is expected that the competition 

for the tourists who can and will travel will be 

great and that travel patterns will change.

In Greenland there is a large political focus 

on developing tourism through the national 

tourism strategy and along with tourism we 

want increased economic growth, more jobs 

and sustainable development of our society.  

With the construction of the new international 

landing strips and airports in Ilulissat, Nuuk 

and the regional runway in Qaqortoq, the foun-

dation has been created for increased tourism 

in Greenland. But the benefits do not come by 

themselves. To make Greenland more accessi-

ble to potential and existing markets will also 

require that we prepare for welcoming our 

tourists and invest more resources both when 

it comes to attracting tourists and handling 

tourism nationally, regionally and locally. In 

November 2018 the entire Greenlandic tourism 

industry gathered at a conference where wishes 

for future tourism development were discussed 

and the discussions resulted in 11 recommen-

dations for responsible tourism development.

This strategy is to a large extent an extension of 

the wishes of the industry as well as the goal of 

Visit Greenland to create responsible tourism 

development focusing on sustainability, eco-

nomically, socially and environmentally. The 

strategy of Visit Greenland is primarily about 

marketing and market development within the 

framework set out in the strategy of Naalakker-

suisut which relates to the framework for the 

industry. 

COVID-19 has also sparked a steep decline for 

tourism in Greenland. Therefore, Visit Green-

land’s work during the strategy period will have 

a strong focus on tourism restart initiatives.



11RECOMMENDATIONS FROM

Develop strong, cohesive tourism strategies both national and regional

Continue to develop year-round tourism

Regularly review and improve the tourism policy framework

Integrate sustainability into education and business development

Ensure a relevant, national certification system that addresses quality,
safety and environmental concerns

Secure smoother access to tourism workers through legislation

Align available funds with the increased focus on tourism development 

Plan public infrastructure to cater for both locals and tourists

Ensure a coordinated national tourism effort on developing digital tourism services

Strengthen regional marketing organizations and strategies

Educate and engage locals in the value of 
tourism - and incorporate this into strategies
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We help create economic growth, jobs and the sustainable development of 

our community by making Greenland an internationally known and sought 

after adventure destination with a focus on quality, safety and sustainability. 

Photo: Rebecca Gustafsson - Visit Greenland
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ABOUT THE STRATEGY

TOWARDS 2024
Greenland has, with the decision to build three new airports, 

chosen to focus wholeheartedly on more tourism. 
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In 2016 the Government of Greenland laun-

ched its strategy “What it takes” focusing on 

creating more favorable conditions for tourism 

development. This was done through a chan-

ge of cruise fees, planning new international 

runways, establishing landing infrastructure 

for cruise ships, promoting private investments 

in the experience and receiving apparatus, the 

start-up of visitor centers, market development 

via Visit Greenland and business initiatives. 

At about the same time Visit Greenland lau-

nched its strategy with five must win battles 

and the goal to make Greenland more visible 

to adventure tourists - a tourism form that is 

rapidly growing internationally and that offers 

the most value for the local community, mini-

mizes environmental impact and is considerate 

of local culture.  

In the period 2016-2018 Greenland saw a 

growth in the number of tourist overnight stays 

(incl. DK) of 10.8% , a growth in the number 

of international flight passengers (incl. DK) 

of 3.3% as well as a significant increase in the 

number of cruise passengers of 88.7% . 

With this positive development in hindsight, it 

is now time to look ahead towards 2024. Alt-

hough COVID-19 has slowed down the positive 

development, Greenland still has great tourism 

potential.

 

In this period Greenland developed from a 

1

globally unknown tourist destination to being 

listed as one of the most important destinati-

ons in a variety of well-known online and print 

media. This has created a new foundation from 

which to reap the rewards of increased interest 

and open even more people’s eyes to our unique 

destination. 

Visit Greenland sees its role as influencing 

tourists in their decision-making process, whe-

re Greenland arises as a possibility and where 

the tourist seeks information on travel experi-

ences. Once the tourist has a concrete interest 

in Greenland it is up to the commercial part-

ners and destinations to convert the increased 

demand to a travel experience. 

With greater accessibility to and in Greenland 

and increased tourism it is obviously important 

that we take good care of our nature and our 

small communities in villages and settlements. 

That is why, through dialogue and cooperation 

with the stakeholders of the industry, we aim to 

ensure that Greenlandic tourism development 

is based on a sustainability approach in order 

for tourism to help contribute to a positive de-

velopment of our society, both for tourists and 

the local population, through economic grow-

th, employment and more experience opportu-

nities. 

Greenland will be the place for the tourist who 

wants an authentic and unique experience with 

A NEW STARTING POINT FOR TOURISM

2

3

1 Kilde: bank.stat.gl/tudhot - kategorien Ukendt er fordelt proportionalt ud mellem lande-segmenterne

Kilde: bank.stat.gl/tudfly - kategorien Uoplyst er fordelt proportionalt ud mellem lande-segmenterne

Kilde: bank.stat.gl/tudkrp
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varying degrees of physical activity and cultural 

immersion. This means that we must be skil-

led at developing our products for this type of 

tourist and what they demand.  

At the same time it is necessary that our expe-

riences are developed all year round, so our 

guests come both in the summer and in the 

winter, stay longer and spend more money. Not 

least, it is crucial that our tourists feel that the 

quality matches the price of the experience. 

That is why it is important to create a quality 

scheme to ensure continuous improvement. 

With the prospect of significantly increased ac-

cessibility in 2024, now is the time to create a 

joint effort for growth, innovation and respon-

sible tourism.  

Photo: Peter Lindstrom - Visit Greenland

          	   Visit Greenland sees its role as in-

fluencing tourists in their decision-making 

process, where Greenland arises as a possi-

bility and where the tourist seeks informati-

on on travel experiences. 

Once the tourist has a concrete interest in 

Greenland it is up to the commercial part-

ners and destinations to convert the increa-

sed demand to a travel experience. 

”
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Since 2012 Visit Greenland has re-

gularly conducted interviews with 

tourists in Greenland. In the period 

2012-2015 the average ‘Overall satis-

faction’ with the experiences in Gre-

enland was 4.7 on a scale from 1 to 5. 

In the summer of 2017 Visit Green-

land once again conducted a number 

of interviews and here the average   

‘Overall satisfaction’ was also 4.7. 
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#1
#2

MUST WINS 
TOWARDS 2024

All year-round tourism in 
all of Greenland

Photo: Aningaaq R Carlsen - Visit Greenland12

Increase demand from 
adventure tourists 



#4
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Promote favorable 
framework conditions

#3Knowledge sharing and 
competence upgrade 
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Sustainability has become a must for every 

tourism destination and important in order to 

sustain a competitive advantage in a growing 

global industry. 

In order to create the best framework to im-

plement responsibility and sustainability in the 

tourism industry in Greenland and to ensure 

that we make the right decisions for Green-

land, our nature and population, the work of 

Visit Greenland focuses on four overall must 

wins. Though our strategy only extends to 

2024, our tourism development work extends 

In our work with the 4 must wins Visit Greenland has chosen the following four sustainable 

development goals with associated sub-goals which we will fulfill in our strategy for 2021-2024.

much further. These must wins will be our 

benchmarks for a sustainable development of 

tourism and will show us the right path to a 

better future.  

This strategy will be supported by annual acti-

on plans that allow for specific tasks to be plan-

ned while also taking into account newly arisen 

needs and tasks.

METHOD

SUB-GOALS
WE FOCUS ON:

4.7 8.9 12.b 17.17
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This tourism strategy is based on an extensive amount of 

research, analysis as well as background knowledge such as: 

Focus groups

Workshops and meetings with important stakeholder groups

Tourism capacity analysis

Specific analysis in connection with Greenlandic experience products 

Obtaining knowledge from conferences/meetings about adventure tourism, 

branding as well as digitalization

Studies of tourism development in the Nordic countries, especially Iceland and 

the Faroe Islands  

Research of international certification schemes

Review of the strategies of other countries

Previous visitor surveys, economic figures, annual reports, attitude surveys etc.

We help create economic growth, jobs and the sustainable development of our society by making 

Greenland an internationally known and sought-after adventure destination with a focus on qua-

lity, safety and sustainability. 

Visit Greenland conducts targeted and prioritized international marketing of Greenland towards 

the adventure segment, and works to promote responsible tourism with a focus on innovation, 

growth and sustainability in cooperation with stakeholders in Greenland and partners abroad. 

Photo: Peter Lindstrom - Visit Greenland

“Tourism that takes full ac-
count of its current and future 
economic, social and environ-
mental impacts, addressing 
the needs of visitors, the indu-
stry, the environment and host 
communities.”
Source:
UNWTO - World Tourism Organization

”
SUSTAINABLE 

TOURISM
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#1Increase demand from 
Adventure Tourists 

4 MUST WINS

Photo: Aningaaq R Carlsen - Visit Greenland

	   Meeting and conference guests 
spend three times as much per day compared 
with leisure travellers. They primarily travel 
in the shoulder season and the winter season 
and contribute with knowledge and network. 

Source: Visit Denmark

Source: Bannikin.com og adventuretravel.biz

”

0% 25% 50% 75% 100%

ADVENTURE TOURISM

ALL INCLUSIVE TOURISM

Why Adventure Tourism?

5%

65%
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Greenland is a unique tourism destination. It is our belief that there is room for far more tourists that 

want to experience our magnificent nature and gain insight into Greenlandic culture and experience 

the authenticity for which our country is known. 

Visit Greenland sees its role as influencing tourists in their decision-making process, where Green-

land arises as a possibility and where the tourist seeks information on travel experiences. Once the 

tourist has a concrete interest in Greenland it is up to the commercial partners and destinations to 

convert the increased demand to a travel experience. 

In order to attract tourists to Greenland before the new Atlantic airports open, our visibility work 

must be strengthened. A “reason to go” must be created for the tourist that today still does not have 

Greenland on their list of possible travel destinations. If the visibility work is not strengthened, the 

risk is that not enough revenue will be created before the airports open and in the years thereafter.  

Just a few years ago, adventure tourism was a niche market. According to Technavio, adventure 

tourism was in the process of capturing a 36% market share of global tourism by 2020. 

Before the COVID-19 crisis, Allied Market Research estimated that global growth in adventure 

tourism would average 13.3% per year from 2019 to 2026. It is likely that the COVID-19 crisis will 

slow tourism growth in the coming years due to the negative effect it has had on the global economy.

Visit Greenland’s focus on increasing the demand for adventure tourists has become even more im-

portant now, as it is predicted that there will be a global demand for travel in small groups, focus on 

luxury tourists, travelers under 59 and increased focus on safety and health.

The Adventure Travel Trade Association defines adventure tourism as containing the elements natu-

re, culture and physical activity from very light to physically hard activity. Adventure tourists contri-

bute 65% of their total travel expenses to the local community thus helping to create growth, jobs and 

experiences. That is why it is important for us as a tourism destination and as an industry to adapt 
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Source: Allied Market Research
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We will share knowledge with the industry about how Greenland can restart tourism during 

and post COVID-19 and create guidelines for our tourism operators.

We will work to realize a branding campaign in the years 2021-2023. The goal is to obtain 

the largest possible visibility as a tourism destination in the prioritized markets up to the 

opening of the new airports.  

During the strategy period we will develop a national quality label scheme that will be 

launched if sufficient funds are allocated for this. 

During the strategy period we will focus on the end customer directed effort (B2C) through 

further development of the website visitgreenland.com. 

During the strategy period, we will focus on industry-oriented (B2B) efforts and market de-

velopment in the main markets: Denmark, Scandinavia and Germany. We will make efforts 

in other core markets UK, France and North America when it becomes relevant again. 

We will examine and prioritise efforts in developing markets: Southern Europe, Asia and 

the Benelux countries. In addition, it is being investigated whether increased marketing 

efforts can be established together with Icelandic operators and in the countries from which 

Iceland receives tourists.  

We will organize familiarisation trips (FAM-trips) and events for international travel agents 

and ensure collaboration between Greenlandic and international travel operators. 

We will participate in the most important travel shows and workshops in our prioritized 

markets. Some of these are: Midatlantic, 5-Countries Workshop, Paris Nordic Workshop, 

ITB Berlin, Vestnorden, Seatrade Cruise Europe, ATWS, DTTT Global, NATA workshops 

and the AECO conference. 

MMain initiatives until 2024

our products and services to match what is sought after by adventure tourists.

In order to attract more visitors and maintain interest, the quality of tourism products and the deli-

very of experiences must serve as the foundation for the development of tourism in Greenland. A qua-

lity scheme with a focus on safety, good service and environmental and cultural considerations would 

make the industry better suited to constantly improve and reap the rewards of this improvement.

Cruise tourism is increasing significantly. Visit Greenland will monitor cruise development in Gre-

enland in order to identify the optimum framework for sustainable development of cruise tourism. 
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We will participate in other events when it fits with the tourism development goal and will 

also prioritize participation in the Government of Greenland’s business promotion abroad.

We will collaborate with all representations about initiatives that may help create 

connections and visibility about Greenland as a tourism destination in the countries where 

the representations are located. 

We will continue our collaboration with the Nordic visit organizations via Nordic Tourism 

Working Group and collaborate with Visit Denmark and Wonderful Copenhagen.

We will continue the NATA - North Atlantic Tourism Association - collaboration between 

Iceland, the Faroe Islands and Greenland whose main tasks are to organize Vestnorden 

Travel Mart as well as the administration of the support scheme for tourism development, 

marketing and cultural exchange.  

In 2022, we will be responsible for hosting Vestnorden Travel Mart in Greenland. At 

Vestnorden, the branding campaign will be launched which will attract more tourists to 

Greenland, which is timed with the opening of the new airports in 2023.

In 2020 we will organize a cruise seminar and follow up on a closer dialogue with all relevant 

stakeholders, among others AECO – Association of Arctic Expedition Cruise Operators that 

works for sustainable cruise operations in the Arctic. 

During the strategy period, the restart of tourism will be the focal point for Visit Green-

land’s work as well as returning to the 2019 level of tourism by 2024.

Initiate the measurement of tourism value creation and growth through turnover figures 

and creation of jobs. 

It is a goal that visitgreenland.com increases its annual number of unique visitors by 15% 

during the strategy period.

Retention of agents that sell Greenland during the strategy period. Create annual growth 

in new agents and markets, with a focus on quality after 2024.

GOALS#1 of visibility and international market development:
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#2All year-round tourism 
in all of Greenland

4 MUST WINS

Photo: Peter Lindstrom - Visit Greenland

M
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Visit Greenland is working to make tourism 

an all year-round industry. By distributing 

tourism in both summer and winter as well 

as in the shoulder seasons planes and accom-

modations are filled up and experiences can be 

offered throughout the entire year. This creates 

revenue in the entire value chain from agents, 

travel agencies, incoming, accommodations, to 

tourism operators and souvenir shops, guides, 

museums etc.  

Once the demand is established, there will 

be a greater incentive to attract a year-round 

workforce and a greater incentive to train in 

tourism. Thus, there are a number of positive 

effects derived from investing in year-round 

tourism.  

The development of new winter products is ne-

cessary and especially Dark Sky tourism, which 

Visit Greenland has communicated to the in-

dustry, is interesting to pursue, as this par-

ticular phenomenon has helped attract guests 

to Arctic destinations in the winter period. 

Visit Greenland sees particular potential in at-

tracting tourists in the winter season via the 

branding campaign as well as in the MICE – 

Meetings, Incentives, Conferences and Events 

effort.

MMain initiatives until 2024
We will work to make the winter season and winter products visible through newsletters, 

photo, video, press and agent visits in the shoulder season as well as through collaborations 

with tourism operators, destination management organizations (DMO) and airlines.  

In 2024 we will focus on meetings, incentives, conferences & events (MICE) and market 

Greenland as an attractive MICE-destination. Visit Greenland will prioritize the MICE seg-

ment with a special effort in relation to FAM-trips and will help local tourist operators in 

their MICE product development. 

We will gather new knowledge on winter products and innovative approaches that may help 

extend the season and will relay this to the industry. 
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Sermersooq 
East

19.271

21.239

By a sustainable tourism industry we also mean tourism that is distributed more geographi-

cally in order to create a foundation for employment and revenue in the smaller settlements 

where there is a basis for tourism. Luckily there is a growing trend among adventure tourists 

to experience places that are not over-crowded by tourists and where one can experience 

authenticity and calm. By creating new products with these elements and marketing these 

products to the right segments (e.g. authenticity seekers and ethnophiles) one can in the 

long run achieve a more harmonious distribution of tourism in the country. 
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” Visit Greenland is working towards making tourism an all year-round industry. 
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As the graph above shows, Greenland has for many years faced the challenge of attracting 

tourists in all of the 12 months of the year. In the last 10 years tourists have primarily 

visited the country from June-September, while demand has been very low during other 

months apart from a small secondary season in March-April – and in some years also May. 

If the tourism industry in Greenland is to be economically sustainable, it is paramount 

that the tourism industry can make money and offer year-round jobs. This is only possible 

via targeted and broad collaboration within the industry to create demand from tourists 

in the current low seasons through coordinated marketing and product development that 

makes months out of the high season visible and attractive.  
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Source: bank.stat.gl/tudhot
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#3Knowledge sharing 
and competence 
upgrade

4 MUST WINS Photo: Frank Busch

	
          Visit Greenland participates in the project ‘Digital Tourism in the Nordics’. The 
project aims to create a website containing best practice guides for online marketing via 
websites, social media and online media as well as guides on how to make one’s products 
available for online booking and sale.  

In November 2019 Visit Greenland carried out a survey on the competences of the 
tourism operators in the field of online marketing and sales and it shows that approxi-
mately half of the operators do not offer online booking/sale. In addition the survey 
shows that only approximately 15% actively use their company profile on tripadvisor.
com. TripAdvisor is the world’s most used portal for, among other things, reviews of 
travel experiences. 

*
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As the desire for more tourism in Greenland 

becomes more and more apparent it is clear 

that there is a need for a broad competence 

upgrade across the industry and to create op-

timum synergy in tourism coordination. It is 

both necessary to prepare the industry for futu-

re development and to know each other’s roles 

and areas of responsibility.   

 

That is why Visit Greenland is working to en-

sure a broad dialogue across sectors on iden-

tifying needs and clarifying responsibilities in 

collaboration with the most important players 

in tourism. This also applies to a closer dia-

logue with municipalities and regional tourism 

destinations (DMOs) as well as participating in 

workshops and seminars. The purpose is know-

ledge sharing and a coordinated effort based 

on an understanding that tourism is handled 

across different sectors and must be handled 

and developed on the basis of these areas of re-

sponsibility. 

 

It is important to broaden the understanding 

of the value of tourism for the community and 

for tourists to feel welcome and received by the 

local community. In sustainable development 

there is room for both tourists and the local po-

pulation.  

Visit Greenland will work with the develop-

ment of sustainable tourism in collaboration 

with DMOs and relevant stakeholders and will, 

in the strategy period, carry out attitude sur-

veys that can shed light on where efforts should 

be directed. 

 

A challenge we face in our work with knowled-

ge sharing and competence upgrade is digitali-

zation. Technological development and digita-

lization is a somewhat overlooked area that is 

often taken for granted in everyday life, but this 

development is nonetheless one of the biggest 

driving forces in tourism. This is in part due to 

the fact that digitalization is first and foremost 

about people and the way we apply and seek in-

formation, and that is why digital development 

is linked to our use of travel experiences. 

 

When we prioritize digitalization, it is because 

digitalization is part of the whole value chain 

from tourists seeking information when their 

interest is aroused, when they make purchases, 

during travel and subsequently when tourists 

share experiences with other potential travel-

lers and their networks.

 

Our goal is, therefore, first and foremost, to 

catch up with the leading destinations techno-

logically and in the area of service to meet the 

The Government of 
Greenland / 
Ministry of Industry, 
Energy & Research

Visit Greenland

Regions
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expectations that both present and future tourists have for Greenland. We can only achieve this 

goal through a clear division of responsibilities among primary tourism operators and a compe-

tence upgrade in the industry. This includes a boost of the digital competences in the industry, 

a close collaboration with educational institutions, better and more comprehensive analysis of 

market data and of digital collaboration platforms.

During the strategy period, our knowledge sharing with the industry will focus on the restart 

of tourism through webinars and direct dialogue.

We will develop the website www.visitgreenland.com that acts as the main platform for the 

marketing of Greenland, and is available in Danish, English and German.  

We will participate in the 3-year project ‘Digital Tourism In the Nordics’ with Iceland, Fin-

land and the Faroe Islands to increase the digital competences for small and medium size 

tourist companies. Visit Greenland will use the project to provide tourism operators with 

startup help in the form of digital tools and the knowledge they need to get started. 

In 2020 we will establish regular dialogue meetings with DMOs about regional tourism 

development, including collaboration on press and FAM-trips (familiarisation for agents) as 

well as generally on visibility of the destinations including the World Heritage sites. 

In the strategy period we will focus our industry-oriented (B2B) effort through further de-

velopment of traveltrade.visitgreenland.com. From this platform tools are developed for the 

industry and new knowledge is infused via newsletters and tourism analysis, among other 

things. The website is meant for both operators domestically and agents abroad. Knowledge 

sharing in the form of a new online dialogue forum will benefit the entire industry. 

We will carry out attitude surveys in the largest cities as well as the settlements that work 

with tourism. In addition, Visit Greenland will produce information material on the value of 

tourism for society and create an understanding of what Visit Greenland works with. 

Collaborate with Campus Kujalleq on the development of tourism programs as well as colla-

borating with universities domestically and abroad. 

HMain initiatives until 2024



QUALITY LABEL SCHEME
Visit Greenland will prioritize the implementation of a national 

27Photo: Aningaaq R Carlsen - Visit Greenland
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#4Promote favorable 
framework conditions

4 MUST WINS

Photo: Mads Pihl - Visit Greenland
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It is the approach of Visit Greenland that framework conditions should con-

tinually be evaluated, and that unfavorable conditions must not paralyze the 

industry. 

A number of framework conditions affect tourism development in Greenland, 

and it is the Government of Greenland that decides which framework conditi-

ons are to apply to tourism. Although Visit Greenland does not directly decide 

on framework conditions, we do play an active part as we are consulted in rela-

tion to amendments, as the initiator of putting selected framework conditions 

on the agenda and especially as a facilitator to create positive development un-

der existing framework conditions.  

Framework conditions with special consequences for tourism include: taxes, 

infrastructure, tourism concessions, food law, statistics, access to labour, educa-

tion, dogsledding, fishing and hunting, private rental of housing, safety and 

control, support schemes, visa rules etc.

Knowing the economic imprint of tourism on the national economy, and th-

rough this creating comparability with other countries, is necessary in order to 

plan efforts that suit Greenland. That is why Visit Greenland supports the new 

tourism law on, among other things, Statistics Greenland. The aim is to know 

exactly what tourism means to our country and which framework conditions 

are necessary in order to create growth and  sustainable development. 

Since July 2014 Visit Greenland and Statistics Greenland have collaborated 

with Mittarfeqarfiit on registering the country of residence of flight passengers. 

It is the goal to register at least 95% of flight passengers. There is generally a 

need for data to become more valid and useful. 



MMain initiatives until 2024
We will work continuously with the Ministry of Industry, Energy & Research among others 

to improve statistics and documentation, including new ways of collecting data, especially 

on where tourists come from. 

In relation to accommodations we will collaborate with Statistics Greenland and try to get 

more accommodations included in the monthly registrations of the number of overnight 

stays per nationality as well as the number of guests. 

We will continue to analyze markets, trends and tendencies in international tourism with 

the purpose of using this knowledge to market Greenland as well as possible and bring va-

luable knowledge to the industry.

We will publish an annual tourism report on tourismstat.gl.

We will work towards an increased dialogue with all stakeholders in the effort to identify and 

influence better framework conditions for tourism, as this is a crucial step in the sustainable 

development of the industry. 

We will work to increase understanding of what tourism concessions can mean to the devel-

opment of destinations and regions. 
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” Visit Greenland will work towards an increased dialogue with all stakeholders in 

our effort to identify and influence better framework conditions for tourism as 

this is crucial for the sustainable development of the industry. 
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visitgreenland.com

FAQ COVID-19

Social Media

traveltrade.
visitgreenland.com

Content 
Produktion

Branding

Campaigns

Newsletters

Tradeshow 
participation

Tourism Restart
/ COVID-19

Agent training

B2B work

traveltrade.
visitgreenland.com

West Nordic
cooperation NATA

Nordic cooperation

Cruise

Press and 
agent visits

Match of agents and 
tourism operators

Tourism Restart 
COVID-19 initiatives

Regional visits

Webinars, conferences, 
workshops

Knowledge sharing

Projects

traveltrade.
visitgreenland.com

Dialogue with
tourism operators

Cruise workshops

Label scheme quality,

safety and environment

Dialogue with DMOs

Hearings

Identifying needs

Promote favorable 
framework 
conditions

Identifying needs

Consultancy on
digitalization

Project 
collaborations 

and knowledge 
sharing

Publishing
tourism reports

Market Analysis

Efforts with the 
Ministry of Industry, 
Energy & Research 

and Statistics in 
Greenland

Improve basis and 
validity of statistics



O” For Visit Greenland our goal of digitalization is first and foremost concerned 

with catching up with the leading destinations technologically and service-wise 

which incidentally is also what current and future tourists expect of a destina-

tion such as Greenland. 
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3SIGNS OF 
SUCCESS IN 2024
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SIGNS OF 
SUCCESS IN 2024 #1

#2

#3

That tourism will return to 2019 levels with 
circa 100,000 tourists annually after Tourism 
Restart Initiatives. 

The overall satisfaction of tourists with their visit 
and experiences in Greenland will as a minimum 
be on the same level as in 2015 and 2017 which 
was 4.7 out of 5.

At least 80% of the population in Greenland 
sees tourism as something that contributes 
positively to Greenlandic society.
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WE LOOK FORWARD TO A                        
ABOUT TOURISM DEVELOPMENT

DIALOGUE
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