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TROLLTUNGA

Introduction
Coming from Norway, Trolltunga has always been a hike that I would do one day. It is
one of the many hikes that you grow up hearing about, but you have to plan it well
since it takes 10-12 hours. Every Norwegian who has been there has said it is well
worth it. The hike ends out on the tip of a massive rock that resembles a tongue.
Norwegians love their trolls and decided to call the hike and rock Trolltunga, meaning
the trolls tongue.
All it took were a few unique photos that went viral on social media, and Trolltunga
suddenly became world famous for its epic hike that made it to the bucket list of
many outdoor enthusiasts.
The first time I heard about the hype was in the summer of 2014. I was working for
Fjord Norway, the official tourist board for western Norway. I remember it was one of
the hottest and nicest summers in many years. The hype must have been built up for
some time. But to me, it felt like the boom happened overnight.

- Trolltunga
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Suddenly Trolltunga was everywhere. You would see amazing photos of Trolltunga in
newspapers, on Instagram, Facebook, Twitter and even the Norwegian television
news. No matter where you looked or whom you talked to, people mentioned
Trolltunga. It was like an explosion and suddenly everyone wanted to go there. At one
point the news reported that Odda, a small, unknown town in Hardanger, was fully
booked and people were struggling to find a place to spend the night. And yet,
people kept on coming.
It wasn’t just the international tourists who went crazy for Trolltunga. Even the
Norwegians went nuts. It became the most popular hike during the spring/summer/
early autumn for many Norwegians and it still is.
You can say that Trolltunga experienced a massive social media boom. It went from
being an unknown and barely talked about hike to becoming famous all over the
world. Social media booms happen when photos of a specific, new and unique place
or activity goes viral on one or more social media channels. Trolltunga is not the only
destination that has become popular through social media. For example, Iceland has
also become a major hit after visitors began posting their photos and writing about
their travel experiences on social media.
Tour operators from across the world can experience sudden growth through social
media booms like the one in Trolltunga. When this happens, you want to make sure
your tour or activity company adapts to this trend quickly. The sooner you react to a
sudden increase in arrivals, the more advantages you have over competitors. If you
wait too long, you’ll suddenly find yourself drowning in a pool of competitors.
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How it all started
In 2009, the Hardanger region decided to change their marketing focus from fruit
trees to something unique and extraordinary. Hotels in Odda, a small town in
Hardanger, were struggling and on the verge of bankruptcy. Something drastic
needed to be done. They decided to draw attention to the region in a new way that
would make people stop and go “WOW”. That is why they chose to feature the
spectacular Trolltunga in their marketing strategy.
Hardanger distributed tens of millions of photos of Trolltunga on front pages of
magazines, top stories in newspapers, arranged for press events and flooded their
social media too. Fjord Norway and Innovation Norway also started using it as one of
the main icons to promote the west coast of Norway and Norway in general. They
never thought that the long and exhausting hike that drew in around 500 visitors
annually could ever become one of the main tourist attractions in Norway.
Hardanger spent a lot of resources on their new marketing strategy nationally and
internationally. This paid off and in 2012, TripAdvisor named Trolltunga one of the
most spectacular places on earth. Thus began the start of a massive boom in
Trolltunga where it went from 10,000 visitors in 2012 to 20,000 visitors in 2013. After
this Trolltunga experienced an exponential growth in the number of visitors because
of social media, especially Instagram. Visitors started posting photos from their hike
to Trolltunga and the number of visitors grew to 40,000 in 2014. With another 60%
growth in the number of visitors at approximately 65,000 visitors in 2015, it doesn’t
look like this trend is going to decline anytime soon. In 2016, the iconic rock is
expected to have about 100,000 visitors.
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The effect of the
Trolltunga boom
It is important to work as a destination and not separate attractions. When the boom
happened with Trolltunga, it changed Odda and the Hardanger region. Suddenly
there was a shortage of accommodation in Odda. Everything was fully booked. Even
people who wanted to camp in tents had problems finding space. The good thing is
that Hardanger has many beautiful hotels and camping places, so when they all
started to cooperate and use Trolltunga as an icon for the region, and not just Odda,
they all shared the positive growth.
It’s a win-win for all involved. Collaborating as a destination has benefited the entire
tourism industry and even contributed to the overall economy of the region. Because
when people travel to Hardanger for the sole purpose of hiking Trolltunga, they are
likely to stay and also explore the surrounding places and activities.
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A good example of how attractions can work together is the Trolltunga-Preikestolen
express coach operating in Fjord Norway. It transfers you through the beautiful fjord
landscape between Hardangerfjorden and Lysefjorden, connecting two different
regions in Fjord Norway and two of the most iconic hikes in Norway. Instead of
fighting for the same visitors this leads to more visitors and an increase in the
demand for accommodation in both destinations. If attractions work together the
effect will be greater. The economic impact from tourists coming to visit Trolltunga is
significant – adding at least NOK 100 million (approx. 10.8 million EUR) to the annual
tourism spending in the region.
The huge influx of visitors to Trolltunga has led local DMOs like Fjord Norway and
Hardangerfjord to change their marketing campaign strategies. In the beginning,
daring photos of people sitting, jumping or doing acrobatic stunts at the tip of the
rock were splashed across campaign materials. Now, these have been stopped to
avoid potential accidents. Of course previous daredevil-like photos can still be found
on the internet but that is no longer how local DMOs intend to present Trolltunga to
the world.
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Change in travel trends
Travel trends are strongly affected by social media and especially Instagram. Everyone
wants a photo that is unique and a bit daring to impress their friends. Because of
social media, word spreads faster than ever before and new, hype places appear
almost every day. A good example would be Iceland, which is gaining a lot of social
media attention at the moment. I have never really had a desire to spend my holiday
on Iceland before, but after seeing heaps of breathtaking photos on Instagram, I’ve
decided to head over at some point in my life. All it takes is that one great photo to
make people want to get up and book the first flight to wherever the next
“Trolltunga” is.
My recommendation is to make people dream of your destination. Touch on their
feelings with a good photo and writing and make them realize that there is no other
place they would rather spend their next holiday. Find what makes your destination
unique and push it out in all the channels possible international and national. Have
journalist come visit, and use social media for what it’s worth. Trolltunga got known
after they pushed photos of the spectacular rock in different campaigns nationally
and internationally, through press, PR and especially social media. It took one good
review from TripAdvisor and people came flowing. After that a lot of the work was
done for them. Visitors promoted Trolltunga and Hardanger through social media and
it went viral.
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Video trend
Follow the live-streaming and video trend that has started. Apps like Periscope and
Meerkat, along with Snapchat and Instagram are becoming important visual content
platforms to attract new and old visitors. With freshly added video content on
Facebook and Twitter it can provide opportunities for destinations to grow new
strategies moving forward. Potential customers can follow the destination they desire
or is curious about as if they were there themselves.
Marriott Hotels, is a really good example on how Snapchat can be a smart marketing
tool. They collaborated with four different travelling, social media influencers in its
first campaign on the platform. These four travelers would go to key Marriott
properties worldwide while taking trip suggestions from followers and then reporting
about it on Snapchat. The result was epic. The Marriott campaign had about 24
million total views.
I personally love the video trend that is going on now. With a creative and fun video
you can capture the mood, feeling and beauty of a place or activity even better than
in a photo. Make sure you focus on the choice of music. If you do not have the right
song in the video, it might kill it and have the opposite effect of what you intended.
Also, remember to use songs legally.
One activity that is on its way to have a “Trolltunga” effect is the Mountain Coaster
near Kandersteg, Switzerland. Because of a great video that went viral on YouTube
and the rest of social media, it is now one of the most sought after summer activities
in Switzerland. The video takes you down the Mountain Coaster and it is very clear
that the two boys in the video are having the time of their lives. The sun is shining,
the grass is green, and the view while sliding down the Swiss Alps is absolutely
breathtaking. Who would not want to put this on their holiday list and social media? I
definitely want to try the Mountain Coaster and cannot wait to scream and laugh at
the same time as I go flying down the beautiful mountain side.
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Learning points
• Work together as a destination – You are not the only one in the region who wants
more visitors. Help each other to promote your destination. If people come to a
place for one sole purpose, find a way to make them want to stay longer.
• Find a way to be unique - What does your activity or destination have that is
different from others?
• High quality photos are key - Photos speak for themselves. If you don’t focus on the
quality of your photos, it can lead to an equal but negative effect.
• Bring out the emotions in people - A beautiful photo also deserves a good
description. The photo itself can bring out emotions in people, but a text can make
those emotions stronger and get people to relate even more.
• Avoid photos that encourage people to do something dangerous - Many people
want to do what they see in the photo or surpass it. This can be very dangerous
because people seem to think they are immortal when on a holiday..
• Creative videos – Make a fun and creative video with a good story to promote your
attraction. Include locals, customers or employees. This will make it more personal
and evoke more emotions. Make sure the music in the video is good. The song you
choose has a huge effect on how the video will turn out. Do you want people to feel
the rush of an activity or the calm vibes of a place? Music can trigger feelings in
both a negative and positive way so make sure the song you choose is right for your
type of video.

Practical tips
• Have a group of people or one person in the photos - Photos of people in in a
beautiful place or doing a fun activity will trigger the travel bug even more than a
simple destination photo. It makes the destination/activity look more inviting and
achievable for everyone.
• Live streaming – Use apps like Periscope, Meerkat and Snapchat to give users a new
virtual way to check their next holiday destination before booking.
• Make your own hashtag for visitors to use – This way people can follow you through
your own and visitors photos.
• Use the appropriate and trending hashtags – This is how people can find your
destination/activity before they know about it.
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Afterword
I finally got to walk out to the tip of Trolltunga last summer (actually, I crawled to be
honest) , and it was even more breathtaking than I had ever imagined. When visitors
begin to notice your destination and finally visit it, let’s make sure not to let them
down. Exceed their expectations and they will tell the world how amazing it actually
is.
Today Trolltunga is living its own life on social media. It keeps attracting new and old
visitors every year. As for me, it is definitely not the last time I intend to hike up
Trolltunga. I hope to see you there!

Iselin Odemark
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Recommended
TrekkSoft Vlog
Subscribe to our YouTube channel and
enjoy our weekly how-to videos for tour
and activity providers on industry trends
and ways to adopt them!

TrekkSoft Webinars
We regularly host webinars with industry
experts to help tour and activity companies
build their business, develop their
marketing strategy, and drive bookings. Our
webinars are always free to attend, join us
for the next one!

Tourism Success Hub
Join our community on LinkedIn to connect
with other successful tourism businesses,
share your experiences and develop
partnerships. This is also your go-to place to
receive our team's
expert advice for
growing your business.
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