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What could this mean? 
 
Possible that in summer 60-70%  
of  the people in the country  
will be tourists? 
 
Peaking when Icelanders want to  
enjoy their own Country? 
 
Who will fill the 4,500 jobs created? 
 
Does the rise continue at the same 
rate after 2023? 



nature & heritage 



stonehenge 



2500 bc 



1885 



………an enterprising restaurateur has built the 
Stonehenge Cafe, within hail of  the stones, though 
happily just out of  sight of  them. The conditions of  
modern transport make it extremely likely that this 
structure, if  no preventative measures be adopted, 
will be the first of  many, and that the monoliths will 
in time be surrounded by all the accessories of  a 
popular holiday resort.  
 
The Stonehenge ring, as every British child has 
learnt to picture it from his earliest years, will no 
longer exist.  
 
The solitude of  Stonehenge should be restored, 
and precautions taken to ensure that our posterity 
will see it against the sky in the lonely majesty 
before which our ancestors have stood in awe 
throughout all our recorded history.  
 



1927 



1980 



˝a national disgrace˝ 
    

1989 
Parlimentary Public Accounts Committee  
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facilities 



Parasite recovery 



facilities visitor centre 



before after 

setting 



Parasite before 

after 



Heritage Management 
  Restoration of  Setting 
  Opening of  Wider Landscape 
  Low visual impact 
 

Environmental Management 
  Landscape management 
  Land train 
  Sustainable facilities 
 

Experience Management   
 Journey/effort/anticipation 
 Interpretation/wider context 
 Journey (effort/anticipation/value) 
 Appreciation/Emotional response 
 3 Experiences 

 
 
Struggle  
Political short termism 
 Land Acquisition/road closures 
 Funding 
 Conservation Lobby vs Access 

achievements 



uluru 
74% (1990)   
20% (2010)  



hyperion 



Sustainable tourism 
49,500,000 



Learn from mistakes of  others 
Capitalise on quality of  visitors to Iceland 
Build on external view of  Iceland as pristine environment 
Set sensible limits  
 
Become the world leader in sustainable tourism 
Make this the reason people come 
Be great hosts but let them pay for it 

real opportunity 





urban setting 





Leicester Square 
Oxford Street 
Carnaby Street 
Madame Tussauds 
County Hall 
 
 past the 
tipping 
point 



Southbank 
Regents Park 
Greenwich 
Southwark 
Clerkenwell 
Little Venice 
Hyde Park 
Marylebone 

still 
london 



Covent Garden 
Brick Lane 
Portobello 
Borough Market 
Camden Town 
 

under 
threat 



southbank centre 

southbank centre 



phase 1: royal festival hall 



phase 2: festival wing 



southbank centre 



territory Iving culture? 







Ingolfstorg: site of  contestation 
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city planning 

tourism planning 
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Housing 
Education 

Urban 
Environment 

Citizens 
Everyday Icelandic life 

Visitors* 
 

Tourism 
Industry 

Business Objectives 
Profit 

Tax & Employment 
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Government 
Employment 

Housing 
Education 

Citizens 
Everyday life 

Visitors* 
Authentic Experiences 

not 
Tourist Environments 

Tourism 
Industry 

Business Objectives 
Profit 

Tax & Employment 

Urban 
Environment 



© Martin Parr keep it real (authenticity) 



symbiotic 
(wrasse) 



knowledge exchange:conference 



cultural exchange:music 



education 

nature 

Independents 
 

neighbourhood 
hotel 



Learn from mistakes of  others 
Capitalise on quality of  visitors to Iceland 
Build on external view of  Iceland as pristine environment 
Set sensible limits  
 
Become the world leader in sustainable tourism 
Make this the reason people come 
Be great hosts but let them pay for it 
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Learn from mistakes of  others 
Capitalise on quality of  visitors to Iceland 
Build on external view of  Iceland as pristine environment 
Set sensible limits 
 
Become the world leader in sustainable tourism 
Make this the reason people come 
Be great hosts but let them pay for it 
 
Make everything benefit Icelanders 
 

real opportunity 



parasitic 
(cymothoa-exigua) 



When greed overpowers conservation, 
tourism becomes destructive, 
consuming the sites upon which it depends 
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