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1 Reykjavik Film Festival – Teaching Note 

________________________________________________________________________________________________ 

Conor Vibert developed this teaching note to guide the use of the multimedia case entitled Reykjavik Film Festival for 

instructional purposes.  It is not the purpose of this material to serve as an illustration of how to effectively or ineffectively 

address a managerial situation.   

 
Copyright @ 2014, Acadia International Executive Insight Series  

______________________________________________________________________ 
 

SUMMARY  
 
In this case Hronn Marinsdottir Director of the Reykjavik International Film Festival explores how her 
organization deal with the impact of the 2008 financial crisis in Iceland. After many successful years,   the 
festival needed to deal with the challenge of losing its three biggest sponsors, an occurrence that could 
cripple the festival into the future.  Advice is being sought as to how to proceed in resolving this real life 
issue. Students are offered access to a set of transcribed video clips that outline the issue and its cause 
along with providing context for the issue.  In order to arrive at alternative solutions and justify their 
choice of a solution, students are expected to use sources of information not found in the case. 
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CASENET VIDEOS 
 

Each video in this multimedia case features a segment of an interview with one of the organization’s key 
decision makers. The videos describe: 

1. the Issue facing the individual or organization 
2. the Cause of the issue 
3. Background information for the individual, organization and industry 
4. Alternatives for addressing the issue 
5. A suggested Solution and justification 

 
Transcriptions for each video are also available.  Students may not access the Alternatives and Solution 
videos or transcripts. 
 
 
OBJECTIVES FOR TEACHING 

 
There are a number of instructional objectives for this case.  
 

• To enhance the decision making skills of students by having them address a real life issue faced 
by managers of Canadian or international companies.       

• To provide students with a brief introduction to the film festival industry. 

 
1 The Author wishes to thank Hronn Marinnsdottir for his/her support of this project. At Acadia University, thanks are in order 

for Dave Sheehan.   
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• To offer students an opportunity to analyze a situation using concepts that illustrate the 
management of a crisis. 

 
 

 

POSSIBLE TEACHING STRATEGY 

 

This case is ideal for in-class case analysis or as an assignment. Assuming an 80 minute class, here is an 
approximate class schedule: 
 

Time 

(minutes) 

Task 

5 Introduce case and divide students into groups. 
15 Students view Background case videos and make notes. 

5 Instructor plays the Issue and Cause clip(s). 
25 Students identify alternatives, a solution and rationale. 

20 Instructor guides a discussion around alternatives, solution and rationale. 
10 Instructor plays the Alternatives and Solution clips.  

 
If the case is used as an assignment, the instructor may want to focus assessment on: 

1) Decision-making process. The instructor would evaluate writing style, appropriateness of 
information sources, alternatives, solution and rationale. This approach recognizes that the 
alternatives and solutions offered in the case are not necessarily optimal, and other choices may 
be equally effective. Students can be rewarded for their selection of decision making approaches, 
analytical frameworks and cited reference material. 

2) Outcomes. The instructor would evaluate how closely student responses match those offered in 
the Alternatives and Solution video clips. Or, the instructor could use the insight of an existing 
research paper or analytical framework as the basis for judging outcomes. 

3) A combination of process and outcome. The instructor may apportion the grade between 
process and outcomes.       

  

 

POSSIBLE QUESTIONS FOR ASSIGNMENTS 

 

Students can be asked to identify a set of alternatives to address the issue outlined in the case, a solution 
and rationale. Other questions that will help students prepare for their case analysis include:   
 

• What marketing strategies could increase sponsorship? 

• How could partnering with another event help or hinder ticket sales and sponsorships? 

• How can the festival improve on important factors determined by their clients? 
 
CASE ANALYSIS 

Issue:   The Issue and Cause video clips outline the problem or challenge of the case.  

• My name is Hronn Marinsdottir and I am the director of the Reykjavik International Film 
Festival. In 2008 the financial crisis in Iceland started for real. We had a big issue 
because one of the three biggest sponsors of the festival also had a major place in the 
financial crisis and they stopped sponsoring the festival. So we had to figure out what to 
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do. This was important for us because those three sponsors had been giving us 
approximately 30 percent of our revenues, so at that point in our life, we had to figure out 

what to do and there was sort of like a black cloud hanging over us. At that point, we had 
just finished the festival; the festival always takes place at the end of September. The day 

after the festival had finished, and it is an eleven day event, the President of Iceland, 
Prime Minister Ragnar, went on television and said to the nation 'god bless the nation.' 
You can just imagine how we felt because this of course had been in the newspaper some 

time before but then suddenly just after the festival we realized that this country had a 
serious problem. Apparently we were just about to lose our sponsors. Lands Bank is 

actually one of the biggest banks in Iceland but it was bankrupt so we had to face that 
situation and try to work something out. 

 

Analysis: 

To start their analysis of the case, students should view the Background video clips.  These clips should 
help students grasp the following points or case facts.   

• The film festivals has distinct features such as a swim in and caves as locations for events.  

• The film festival is a privately owned non-profit corporation. 

• Ticket sales are the main sources of income for the festival 

• About eight percent of the population of Iceland attends the festival. 

• The major sponsors ended their relationship with the festival later in 2008. 

Researching information sources other than the content of the cases should enable students to garner the 
following insights: 

• In 2014, American corporate sponsorship spending reached $21.4 billion, while Europe’s 
spending was $15.3 billion (U.S), and Asia Pacific reached $14 billion (U.S.) (Statistica, 2015). 

• “Sponsorship can often generate media coverage that might otherwise not have been available ” 
(Susan Friedman, 2015). 

• “Arts organizations rarely turn to one another to find ways to achieve their mu tual goals, yet 
many collaborative opportunities exist for building audiences and cutting costs ,” (Scheff, J., 
Kotler, P., 1996). 

• Strategies for festivals that American event professionals used during the 2007-2009 recession 
included increased marketing efforts, expense reduction, and increased use of technology (Lee, 
S., Goldblatt, J., 2012).  

• Comfort and hygiene are top priorities for festival goers, with 63% of attendees saying they 
would not return to an event that didn’t prioritize those factors (Keeble, E., 2013).  

Effort focused on research coupled with analysis should enable students to present a series  of options.  
These can be compared to the options offered by the interviewee which are also summarized below and 
found in the Alternatives video clip. 

• The alternatives were to stop the festival and quit and say to ourselves, this is fine and we 
are not going to do this anymore. One thing that that we were seriously thinking about 

was raising the ticket price enormously. The third option would be to go completely into 
volunteering. The fourth option was to look into other sources of revenues. 
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The Solutions video clip offers the interviewees’ solution to the issue along with a rationale.  Highlighted 
below, this can be compared to the student response and explanation. 
 

• So what happened was that we decided to look into other ways of financing for the 
festival to get revenues from other sources. We decided to do that because we did not 

want to quit. We thought the work we had been doing was too precious. We had been 
using a lot of volunteers but to use more volunteers would be very difficult for us. When 
this became clear with the sponsors we decided to talk to other Icelandic companies and 

find different ways of working together. It is a more difficult way and we are still dealing 
with this in a way. That way to receive services rather than cash. We get service from 

those companies. For example we work with an airline and we get a discount tickets. We 
work with a hotel chain and they give us cheaper prices and so on. We decided not to 
raise ticket prices because in our mind, the Festival is for the people of Iceland, for the 

public. They had difficulties at that time. They had less money. So we did not think it was 
a good idea to raise the ticket prices enormously. This would not be a festival for the 

public as they would not be able afford to attend the event. The reason we are doing this 
is to get people to the cinema. The idea of making it more of a volunteer event would be 
too complicated. You can ask people to volunteer but if you ask them to do it with an 

event like this more than they are already doing would not work. In our minds when we 
looked at it we did not think it would work because we always have a lot of volunteers. 

Indeed we have two hundred who come from all over the world to work with the festival. 
The salary that people get for working here is considerably less than they would get for 
working at a bank or some other organizations in Iceland. So what happened was also a 

big surprise. The Icelanders has less money to go abroad. This is a small country in the 
North. Many people spend their extra money to take trips abroad. But when all of this 

happened they did not do this. They decided to stay at home and spend their money on 
cultural events. Going to the cinema is one of the cheapest forms of entertainment that 
you can get in Iceland. That was also crucial for us when we realized that tickets sale 

would increase because people were not going abroad to the same extent that they used to 
before. 

 

SUGGESTED COURSES 

 

We suggest that this case would be suitable for a number of courses. These courses include: 
 

• Entrepreneurship 

• Management 

• Organization Theory 
 
ADDITIONAL RESEARCH 

 

The case offers students opportunities to undertake interesting additional research.  
 
Students may want to delve deeper into how managers make decisions. Classic approaches to decision 
making include works by Cyert and March (1963) and Tversky and Kahnemann (1974).     
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Students interested in learning more about the industry in general might make use of numerous online 
information sources some of which are noted below.  
 

• Derrett, Ross http://epubs.scu.edu.au/cgi/viewcontent.cgi?article=1221&context=tourism_pubs 
Why do regional community cultural festivals survive? 

• Guardian http://www.theguardian.com/culture-professionals-network/culture-professionals-
blog/2013/feb/13/arts-festivals-funding-local-authorities. Smaller arts festivals: what is the most 
sustainable business model? 

• Iceland Chamber of Commerce 
http://www.vi.is/files/1350175258Icelandic%20Financial%20Crisis.pdf  Iceland’s Financial 
Crisis 

• Kredall, Brendan http://www.necsus-ejms.org/the-business-of-audience-festivals-calgary-

international-film-festival-2012/  The business of audience festivals: Calgary International 
Film Festival 2012 NECSUS.  European Journal of Media Studies 

• Landes, W., Kim, P. and B. Christianson, (2009) Ten non-profit funding models. Stanford Social 
Innovation Review, Spring, Available  
http://www.ssireview.org/articles/entry/ten_nonprofit_funding_models/1 79 – 85 

• Norden http://www.norden.org/en/fakta-om-norden-1/the-nordic-countries-the-faroe-islands-
greenland-and-aaland/facts-about-iceland  Facts about Iceland 

• Olafson, Stefan, Social Research Center, University of Iceland 
http://thjodmalastofnun.hi.is/sites/thjodmalastofnun.hi.is/files/skrar/icelands_financial_crisis_and
_level_of_living.pdf Iceland’s Financial Crisis and Level of Living Consequences 

• Oxfam Case Study https://www.oxfam.org/sites/www.oxfam.org/files/cs-true-cost-austerity-
inequality-iceland-120913-en.pdf Iceland: The true cost of austerity and inequality 

• Script http://www.scriptmag.com/resources/film-festivals/film-festivals-101 Film Festivals 101 
The Essentials to Film Festival Success 

• Stephen Follows  http://stephenfollows.com/the-economics-of-film-festivals/  The economics of 
film festivals 

• The Economist http://www.economist.com/node/12762027 Iceland: Cracks in Crust 

• Iceland Trade Directory 
http://www.icelandexport.is/icelandexport2/english/industry_sectors_in_iceland/ Industry Sectors 
in Iceland 

• Passport to Trade http://businessculture.org/northern-europe/iceland/ Icelandic Business Culture 

• World Bank Group  http://www.doingbusiness.org/data/exploreeconomies/iceland/ Ease of Doing 
Business in Iceland 

 
 

REFERENCES 

A number of articles, referenced below, offer insight that might help instructors effectively explore this 
case with students. 

• Cyert, R. and J.G. March (1963), A Behavioral Theory of the Firm, Second edition, (1992), 
Oxford: Blackwell. 

• Friedman, S. (2015). Sponsorship: a key to powerful marketing. Retrieved from About’s 
website:http://marketing.about.com/od/eventandseminarmarketing/a/sponsorship_2.htm 

http://epubs.scu.edu.au/cgi/viewcontent.cgi?article=1221&context=tourism_pubs
http://www.vi.is/files/1350175258Icelandic%20Financial%20Crisis.pdf
http://www.necsus-ejms.org/the-business-of-audience-festivals-calgary-international-film-festival-2012/
http://www.necsus-ejms.org/the-business-of-audience-festivals-calgary-international-film-festival-2012/
http://www.ssireview.org/articles/entry/ten_nonprofit_funding_models/1%2079%20–%2085
http://www.norden.org/en/fakta-om-norden-1/the-nordic-countries-the-faroe-islands-greenland-and-aaland/facts-about-iceland
http://www.norden.org/en/fakta-om-norden-1/the-nordic-countries-the-faroe-islands-greenland-and-aaland/facts-about-iceland
http://thjodmalastofnun.hi.is/sites/thjodmalastofnun.hi.is/files/skrar/icelands_financial_crisis_and_level_of_living.pdf
http://thjodmalastofnun.hi.is/sites/thjodmalastofnun.hi.is/files/skrar/icelands_financial_crisis_and_level_of_living.pdf
https://www.oxfam.org/sites/www.oxfam.org/files/cs-true-cost-austerity-inequality-iceland-120913-en.pdf
https://www.oxfam.org/sites/www.oxfam.org/files/cs-true-cost-austerity-inequality-iceland-120913-en.pdf
http://www.scriptmag.com/resources/film-festivals/film-festivals-101
http://stephenfollows.com/the-economics-of-film-festivals/
http://www.economist.com/node/12762027
http://www.icelandexport.is/icelandexport2/english/industry_sectors_in_iceland/
http://businessculture.org/northern-europe/iceland/
http://www.doingbusiness.org/data/exploreeconomies/iceland/


Reykjavik Film Festival 
 

6 

 

• Lee, S., Goldblatt, J. (2012). The current and future impacts of the 2007-2009 economic recession 
on the festival and event industry. International Journal of Event and Festival Management, vol. 
3(2), 167-148. doi: http://dx.doi.org/10.1108/17582951211229690 

• Scheff, J., Kotler, P. (1996). How the arts can prosper through strategic collaborations. 
Retrieved from the Harvard Business Review website: https://hbr.org/1996/01/how-the-arts-can-
prosper-through-strategic-collaborations 

• Statistica. (2015). Global sponsorship spending by region from 2009 to 2015 (in billion 
U.S.dollars)*. Retrieved from Statistica’s website: 
http://www.statista.com/statistics/196898/global-sponsorship-spending-by-region-since-2009/ 

• Tversky, A.; Kahneman, D. (1974), "Judgment under uncertainty: Heuristics and biases". Science 
185 (4157): 1124–1131. 

 
 
 
 
 
 

http://dx.doi.org/10.1108/17582951211229690
http://www.sciencemag.org/cgi/content/abstract/185/4157/1124?maxtoshow=&HITS=10&hits=10&RESULTFORMAT=&fulltext=Judgment+Under+Uncertainty%3A+Heuristics+and+Biases&searchid=1&FIRSTINDEX=0&resourcetype=HWCIT



