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TORSHAVNAR
About port of Torshavn HAVN

-

provisiot



Cargo

3500

3000

2500

2000

Aksetitel

1500

1000

500

0

@ TOrshavn
e Klaksvik
e | Fuglafirdi

s | RUNaVik

2010

2332
768
855
919

2011

2603
889
783
762

2012

2574
927
766
804

Tal av skipum

2013
2285
2128
836
735

2014
2280
2009
854
822

2015

2538
1665
854
679

2016

2726
1505
771
935

2017
2924
1793
1051
1127

2018
2722
1845
1006
935

TORSHAVNAR
HAVN
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e TOrshavn 6143 5884 5945 6175 6479 6672 7251 7990 8027
| Klaksvik 494 484 693 953 888 803 658 697 582
e | FUglafirdi 658 559 755 756 795 833 678 1064 1093
e | RUnavik 365 372 606 561 710 742 952 1221 1438




TORSHAVNAR
Passengers FIAVIN

Passagerer
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2010 2011 2012 2013 2014 2015 2016 2017 2018
e=\/3ga Floghavn 195.388 @ 201.102 219.835 @ 234.088 @ 245.807 @273.426 288.562 336.858 @377.813
e TOrshavnar havn 361.100 358.637 403.416 386.809 394.702 422302 428646 455.189 @ 475.105
e===Transitferdandi Th  31.262 26.233 36.384 47.477 50.717 61.235 41.559 53.213 50.982
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TORSHAVNAR o
The objective FIAVIN X /g

» To strengthen the market reach and customer base for SME in
remote communities

» develop an exclusive product package to attract high end
customers

 develop a joint marketing strategy and ICT solution
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Camino del Santiago HAVN
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TORSHAVNAR o,
What did we do HAVN AT

- Traffic study report - what is the source market in each Cool
Route area

* A survey regarding the cruising preferences
» Facilities design study

« Economic Impact studies

» Safety report

 Cool Route Marketing Strategy
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Advantages - challenges FIAVIN

* Nice add-on to existing business e.g. Favourite things to do and see %
« Restaurants
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« Small repair
 Food I

 Create a nice ambience — sailors are génerallyﬁblly peé@lé‘"‘ﬂfﬁlism“‘“ﬂ“

Figure 14: Preference for On-Shore Activities
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