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SNÆFELLSNES PENINSULA

Population

1.479km2
Municipalities

Fishing industry, administrative
services, agriculture and tourism

Main industry

Stykkishólmur/Helgafellssveit
Grundarfjörður
Snæfellsbær
Eyja- og Miklaholtshreppur

2,5 
per km2



2021

A report on the benefits of 
Snæfellsnes becoming 

Iceland's first MaB area was 
published and sent to all 

stakeholders involved.

2024

TAKING THE FIRST STEPS
Joining UNESCO Man and Biosphere Programme

Preliminary work

Team established, funded by 
the Icelandic government, to 
investigate the pros and cons  
of becoming a MaB area, map 

out an action plan and 
provide necessary 

documents for next steps.

Moving forward

All municipalities are willing 
to take the project further 
and accepted the report. 

Conversation with 
stakeholders continues.

Send application

When all data have been 
gathered we send in 

application for the MAB 
Programme.

2022-2023

2025

Become UNESCO 
MAB area?



A region with a strong 
identity

Globally recognised for:

• biodiversity / environment

• commitment of wide range of 
stakeholders 

• to work together towards a 
sustainable future

Neither restrictive nor 
exclusive

– apart from already legally 
designated core area(s) 
under national legislation





PEOPLE OF SNÆFELLSNES IN THE 21ST CENTURY

Since 2016 more younger adults have been moving to rural areas in

Iceland. Especially in smaller municipalities close to the capital area.

The private and public efforts to increase job opportunities, whether 

they are location based or remote, have had great impact on how 

people see places in rural areas.

Snæfellsnes has not left this change unnoticed and in every

municipality in the peninsula there is an option for people to work

remotely.

We would love more people to come and live in Snæfellsnes. It might 

be a luxurious subject, but here is plenty of space and the 

opportunities are endless.

Yes there is a lot of work still do be done.. We need  more houses etc!



21ST CENTURY CHALLENGES

Self image of areas and residents in rural arears has 

shifted since population started to decline in the middle 

of the 20th century. Gap between the rural community 

and the city becomes more visible. During times of 

population decline in the rural areas, the community‘s 

self image can be sharpened, where the uniqueness, 

accessible quality and different individual’s synergy 

grows to strengthen the local industry and residence. It is 

one way to coordinate the community,  to create 

opportunities for collaboration and unity.



SNÆFELLSNES REGIONAL PARK

Fishing
industry

Agri-
culture

Tourism Industry Arts & crafts
Research & 
education

Admin-
istration

Natural
resources

Cultural
resources

Knowledge

Andi Snæfellsness: Auðlind til sóknar, Svæðisáætlun 2014-2016



MAIN PROJECTS 2024 - 2025

I. Snæfellsnes place branding and visibility

II. Exemplary paths

III. Food in Snæfellsnes

IV. UNESCO Man and Biosphere

V. Snæfellsnes Visitor center; also for inhabitants

VI. Nordic regenerative tourism 3

VII. Nordic UNESCO trail

VIII. Choosing other ongoing key projects

IX. Approved continual projects

X. Approved inner projects

THEMES

QUALITY OF LIFE Living conditions Schools Cultural life Public health

LANDSCAPE National Park Biodiversity Geodiversity Farms and 
towns

FOOD Food culture Agricultural products Seafood Other 
ingredients

INDUSTRY Information 
technology

Production Creative field Construction

TRAVEL Spirit, quality Travelling paths Key themes Infrastructure

INFRASTRUCTURE Roads, paths Telecommunication, 
facilities

Harbours, 
airports

Management

SNÆFELLSNES REGIONAL PARK 

REPRESENTATIVE BODY 2025

Snæfellsnes 4 municipalities, several local 

agricultural societies and Snæfellsnes 

tourism society



VOLUNTEERS

PART TIME 
EMPLOYEES

EMPLOYEES

Withold image

Educate and train Develop ideas

Inspire

Connect

Gather and share 
information

Organize events

Attract funding
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The main purpose of founding the Snæfellsnes Regional

Park was to be a common path for collaboration following

locals criteria. The main advantage is the cooperating 

forum the Regional Park has created as well as being 

motive power to do good for the community

Emphasis & collaboration Meetings Trainings Consultation Networking Marketing
Project 

management

Tourism

Agriculture

Nature & environmental 
issues

Creativity

School and athletics

International collaboration

Information sharing
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Mapping and planning.. Doing our homework





Around Snæfellsnes

Conversation and collaboration



THE BRAND OPPORTUNITY

The environments we live in shape who we are and our sense of 

belonging. 

Snæfellsnes has an abundance of space framed by imposing 

landscapes and ink blue seas that load us with energy.  

It has a tactility that soothes the burnout that many people are 

experiencing, creates new possibilities for our younger generations, 

and offers an experience for guests pursuing something remote and 

real. 

We’re moving into an era where we are seeking to forge deeper 

connections with our roots, with the places we visit and with each 

other; 

We will use air travel for less frequent and more meaningful trips; 

and take advantage of working anywhere. This region is the very 

epitome of a homeland that’s suited to this new age, and a 

destination that requires a stay longer than a weekend to fully 

appreciate the unique culture, food and landscape. 

Now’s the right time to bring the unseen gifts of your region into 

view.



‘Branding’ at its heart is just storytelling, and food is a 
big part of the Snaefellsnes story.

We want your food stories to add some flavour to the 
Snaefellsnes brand.

The brand is all about building connections with this 
place and with each other, and as we all know, food is 
always great way to bring people together.



Matarmenning og upplifun 



Brand





Snæfellsnes  Inhabitants and Visitor center







Spirit of place



Storys and place names



SNÆFELLSNES SUSTAINABILITY 
POLICY

• Sustainability outcomes

• Local goals of achievement

• Socially
• Culturally
• Economically
• Environmentally

• Share with stakeholders

• Renew each year



KEY PERFORMANCE AREAS

• Direct and support for sustainable 

outcomes.

• Measure performance.

• Measure resource use.

• Determine goals.

1. Energy efficiency, conservation and 
management 

2. Greenhouse gas emissions 
3. Air quality protection, noise control, & 

light pollution 
4. Management of freshwater resources 
5. Waste water management, drainage 

and streams 
6. Ecosystem conservation and 

management 
7. Land use planning and development 
8. Transport 
9. Solid waste management 
10. Management of environmentally 

harmful substances 
11. Cultural and Social Management 
12. Economic Management 



Connecting our projekt with the sustainability goals of the UN





https://www.norreg.is/



You can read more about this  and also feel free to take 
contact with questions: ragnhildur@snaefellsnes.is

• Doing It Betrer: Snæfellsnes 
Peninsula, Iceland – Destination 
Stewardship CenterDestination 
Stewardship Center 
(destinationcenter.org)

• Destination Stewardship 
Report.https://destinationcenter.org/.../DSR-
Winter-2022Template...

• www.svaedisgardur.is

• www.snaefellsnes.is

• www.nesvottun.is

• https://www.ust.is/english/visiting-
iceland/snaefellsjokull-national-park/

Conference , in English,

about Unesco MAB 

areas/the work in 

Snæfellsnes from

12. april 2023 is available 

here: 

https://www.youtube.com/w

atch?v=r-r7HsgiRhw&t=3s

and short interviews with 

key speakers

https://destinationcenter.org/2022/02/doing-it-better-snaefellsnes-peninsula-iceland/?utm_source=Destination%20Stewardship%20Report%20(DSR)&utm_campaign=7ad2fe3cb4-DSR-2022-Q1&utm_medium=email&utm_term=0_11ba6039b3-7ad2fe3cb4-1205015588&fbclid=IwAR1LH32pCEIi3iVuSylhaIJfwTk6Mun_AVpHt5VWIMZoFUbXYF9ZDLThFtI
https://destinationcenter.org/2022/02/doing-it-better-snaefellsnes-peninsula-iceland/?utm_source=Destination%20Stewardship%20Report%20(DSR)&utm_campaign=7ad2fe3cb4-DSR-2022-Q1&utm_medium=email&utm_term=0_11ba6039b3-7ad2fe3cb4-1205015588&fbclid=IwAR1LH32pCEIi3iVuSylhaIJfwTk6Mun_AVpHt5VWIMZoFUbXYF9ZDLThFtI
https://destinationcenter.org/2022/02/doing-it-better-snaefellsnes-peninsula-iceland/?utm_source=Destination%20Stewardship%20Report%20(DSR)&utm_campaign=7ad2fe3cb4-DSR-2022-Q1&utm_medium=email&utm_term=0_11ba6039b3-7ad2fe3cb4-1205015588&fbclid=IwAR1LH32pCEIi3iVuSylhaIJfwTk6Mun_AVpHt5VWIMZoFUbXYF9ZDLThFtI
https://destinationcenter.org/2022/02/doing-it-better-snaefellsnes-peninsula-iceland/?utm_source=Destination%20Stewardship%20Report%20(DSR)&utm_campaign=7ad2fe3cb4-DSR-2022-Q1&utm_medium=email&utm_term=0_11ba6039b3-7ad2fe3cb4-1205015588&fbclid=IwAR1LH32pCEIi3iVuSylhaIJfwTk6Mun_AVpHt5VWIMZoFUbXYF9ZDLThFtI
https://destinationcenter.org/2022/02/doing-it-better-snaefellsnes-peninsula-iceland/?utm_source=Destination%20Stewardship%20Report%20(DSR)&utm_campaign=7ad2fe3cb4-DSR-2022-Q1&utm_medium=email&utm_term=0_11ba6039b3-7ad2fe3cb4-1205015588&fbclid=IwAR1LH32pCEIi3iVuSylhaIJfwTk6Mun_AVpHt5VWIMZoFUbXYF9ZDLThFtI
https://destinationcenter.org/wp-content/uploads/2022/02/DSR-Winter-2022Template.html?fbclid=IwAR2TDqjNrSxqmpejU7j_K8tNVMvKg4VhJxhxkbAtowUDz4hTHUmruQgxvAU
https://destinationcenter.org/wp-content/uploads/2022/02/DSR-Winter-2022Template.html?fbclid=IwAR2TDqjNrSxqmpejU7j_K8tNVMvKg4VhJxhxkbAtowUDz4hTHUmruQgxvAU
http://www.svaedisgardur.is/
https://www.youtube.com/watch?v=r-r7HsgiRhw&t=3s
https://www.youtube.com/watch?v=r-r7HsgiRhw&t=3s
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