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Foreword
A place brand is not a slogan or a logo. A brand, in
general, is the sum of the images, ideas and stories
associated with a product, service provider or even
place. Places have a reputation. We have an opinion
of them, first or second hand. This affects our decision
to visit, invest or live in a place.
The first edition of the Nordic Place Branding
Report in 2020 looks at how to work with the
holistic economic development of places, applying
a place branding logic, so that they can, among
other things, earn a better reputation and become
more known and attractive.
We believe this selection of case studies will
inspire you and help you to learn new things that
you can start implementing in your own work in
creating better places.
At a time when international competition for
investments and talent between cities and
countries is growing, working on a place brand is
increasingly important. People want – and deserve
– better cities to live and work in. People also
desire interesting places to visit and experience.
In this report, you will find ten short selected case
studies. These range from a small island near the
Arctic circle to Helsinki, and from Amsterdam to
Costa Rica. This is not an index or ranking. This
selection has been prepared to provide you with
practical inspiration, insights and lessons, based on
a variety place sizes, challenges, and innovative
and interesting achievements. The cases are based
on research, our own co-operations and
interviews with these destinations. The cases are
all about three-four pages in length.
Finally, among the many things COVID-19 has
caused, it has given us the opportunity to take
some time and learn new things. Let us make the
most of this sustained pause. This white paper will
help you to prepare for when the pandemic
recedes, so you can hit the ground running,
hopefully already in 2021.
Happy reading!
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A new context for place branding
1 Our definition of place branding
Place branding is a long-term strategic process
that creates political, reputational and physical
changes in a city, region or country, in order to
maintain or transform the way both local and
foreign citizens as well as companies experience
and perceive a place. It is about change leadership1
and improving places for both economic and
social aims, without harming the planet or future
generations.
2 Places can only earn a reputation
It is fundamental to understand that places can
only earn a reputation, as Simon Anholt has
written in many of his works. It no longer makes a
difference if a country, region, city or innovation
district claims to be innovative, sustainable,
friendly, cool, safe or anything else. People have
developed a certain literacy and can see through a
claim without substance.
According to Anholt, if a place does something
that matters to us, we take an interest. Consider
Copenhagen’s quest to be climate neutral by
2025. In the early 2010s, they were among the
first to start such a journey. We are interested
because it affects the planet and us, the city
provides an example to others – and it provides
business opportunities. Branding places is about
tangible economic development.
3 Branding vs Marketing
Marketing and communications play an important
role in spreading the word of a place to potential
new visitors, talent or investors. We have strived
to thoroughly explain and illustrate the concept of
branding places (in lack of a better word) in this

For a step by step guide on how to lead change in places,
explore our toolbox here:
https://futureplaceleadership.com/wpcontent/uploads/2018/10/The-Eight-steps-of-change-methodChange-Management-for-Place-Attractiveness.pdf
1

report. We urge you do make the distinction
between the two.
4 From competition to co-operation
Branding places has been about competition. The
international landscape is changing, however.
Countries and cities have and are competing for
talent, investors and tourists. The nature of
tourism was changing already before COVID-19.
However, this binary thinking belongs to the past.
For example, this we have observed in our work
with Talent Attraction Management: more cities
are opening up to co-operation in this sphere.2
More broadly speaking and looking into the
future, as Anholt has written, cooperation
between cities, regions and countries will be
increasingly the nature of the game.3 The global
challenges are common, and they are too great
for any country or city to face alone, be it the
climate crisis, technological changes in mobility,
the sharing economy, cybersecurity or others.
5 Sustainable cities and the climate crisis
The climate crisis is challenging our way of life,
putting immense stress on our ability to maintain
a good quality of life in urban areas. By 2050, the
world’s population is expected to reach 9,8 billion
people, among which 6,7 billion people will live in
cities. Combined with this urbanisation trend, the
effects of the built environment are already
perceivable: traffic pollution, heat islands effects,
and flooding are some examples of how urban
planning and development exacerbates and

For example, following an invitation from Future Place
Leadership eight leading European entities in regional talent
attraction and retention have formed an alliance dedicated to
go above and beyond in welcoming international talent and
increasing mobility between regions. Read more here:
https://futureplaceleadership.com/launch-of-european-talentmobility-forum/
2

For more, please read his book “The Good Country
Equation”.
https://www.amazon.com/Good-CountryEquation-Repair-Generation/dp/152308961X
3
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accelerates the effects of the climate crisis in
cities.
Cities have a role to play: urban areas account for
60% to 80% of global energy consumption and
around the same share of CO2 emissions. Cities,
therefore, need to grow responsibly, tourism
needs to be sustainable, and investments need a
decisive sustainable green shift. Places that manage
to turn the climate crisis into opportunities for
talent, business and investors will be tomorrow’s
frontrunners.
Against this background, place branding can no
longer serve only attractiveness purposes. Instead,
it needs to support sustainable urban
development and balance economic, social and
liveability imperatives.
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Place branding after COVID-19
A guest situation analysis by Dr Florian Kaefer from
The Place Brand Observer

consequences of the climate emergency are
becoming more visible and palpable.

What will the branding of cities and regions look
like after the COVID-19 pandemic? It is a onemillion-dollar question. And one which I recently
asked our panel of experts at The Place Brand
Observer. The answers of this group of over 50
place branding specialists around the world are as
intriguing as they might be challenging in terms of
making the required changes and adjustments to
your strategies.

Sustainability and resilience matter
If the pandemic has shown us one thing, then how
vulnerable economies, businesses or indeed
tourism destinations can become when a crisis
hits. The TPBO panel emphasizes that the current
situation is a golden opportunity to incorporate
messages of sustainability and resilience into your
brand communications. A key point if you want to
attract millennials: align your city brand with
global values of sustainability, then “walk the talk”
by addressing and emphasizing your local
environmental or community priorities.
From a strategy point of view, now is the time to
build up a strong brand (strategy) that can survive
future crises – pandemic or climate emergency.
Ideally, one which is not based on marketing
campaigns or image films, but on what a place and
community does.

Complementary to the many good bits of advice
offered in this white paper by Future Place
Leadership, it is my pleasure to follow the
invitation to briefly share some of the main
takeaways from the TPBO panel with you, on
what might be the priorities of place branding
after the pandemic. COVID-19 as a crisis may yet
provide an opportunity for cities and regions to
enhance their image and identity through smart
place branding, especially those not part of the
top 10 lists of this world (yet). This unique
situation is also a prime opportunity for internal
stakeholders to work together beyond crisis
management, which is a key prerequisite for
successful place branding.
Be (perceived as) a “safe” place, rebuild
trust
A track record of effective crisis management will
be important in terms of rebuilding trust –
whether in the eyes of visitors, talent, or
investors. City destinations in particular will have
to include reassurance about hygiene and public
health precautions in their marketing messages,
but very subtly, to not ‘scare the horses’. And link
it to your brand proposition. Clearly, for all
destinations or origins, the idea of having
“protected” environments will be essential. Or at
least having an environment that makes the
audience feel protected and cared for. This will
play a role during the current pandemic, but will
also be relevant for the near future when

Focus on strengthening your community
According to the panel, city branding, in
particular, will focus more on domestic audiences
and locals. During this time of reflection, as a
place brander (to my mind everyone engaged with
helping communities with economic development,
talent attraction, placemaking, destination
management or marketing) you can help your
community to set the future vision and strategic
direction, bringing stakeholders together. Focus
on strengthening your community through citizen
engagement and public development activities. So
that visitors and residents will enjoy positive,
memorable experiences.
Focus on talent attraction
It’s well known now that business investors in
future-relevant industries like to focus on
locations where highly skilled workers are
available. And with talent more mobile than ever
(and now even more as remote working has been
tried and tested by most organizations),
competition to attract the right persons with the
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right skills is fierce among regions and cities. Our
panel thinks talent attraction will thus become
even more important after the pandemic.
And: there will be more talent attraction
campaigns encouraging skilled workers and
entrepreneurs to move to peripheral cities and
regions which they may not have considered
before the pandemic.
It’s all about experiences
Future place branding activities will focus more on
human connections and on providing enjoyable
experiences, rather than assets like built
infrastructure. To achieve this, much closer
collaboration is needed at a municipal and regional
level. This is, of course, what place branding is all
about, making place branders uniquely positioned
to lead the way. Make your brand proposition and
communications (e.g. image films) about
experiences, rather than landmarks.
Massive opportunity
peripheral locations!

for

rural

and

COVID-19 presents an opportunity for rural hubs
and “new” destinations, as they’ll be perceived
safer to visit and offer new experiences in times
where access to international destinations is
limited. Off-the-beaten-path locations will benefit
from tourism if they can promise great amenities
with less perceived risk. If you represent a
regional hub or a second or third-tier city, this is
your moment to rise and shine as an attractive
and safe(r) place to visit!
Florian Kaefer, PhD
Founder and editor of The Place Brand Observer
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The practical value of branding places
Branding is about economic growth and societal
improvement. It is about jobs and quality of life,
i.e. both the 9-5 and 5-9 life, if you like. They go
hand in hand. This is what characterises place
branding; a high-level strategic process of
managing and leading a place, for the benefit of the
economy, local citizens, future generations – and
with the wholehearted realisation that in our
connected world, everything we do has an
international dimension and impact.
Place
branding
development tool

as

an

economic

There is a need for better, more inclusive cities
and places. Companies need talent. Cities and
countries need to fight the climate crisis. Place
branding provides a way to conceptualise and lead
better places. After years of working in this field,
we can only agree with Simon Anholt and a great
many others that place branding as a concept is
not only misunderstood, the term is also
misguiding. Branding a place hints to marketing and
falsely gives people the idea that a place only
needs to be marketed to build its brand – in
worst cases hyped or greenwashed, distorting the
truth and misleading talent, visitors and investors.
Instead, we think of place branding as an
economic development tool.
We would define place branding as:
Place branding is a long-term strategic process
that creates political, reputational and physical
changes in a city, region or country, in order to
maintain or transform the way both local and
foreign citizens and companies experience and
perceive a place. It is about creating, leading and
managing change and improving cities for both
economic and social aims, without harming the
planet or future generations.
This way, place branding becomes a tool for
development. If we claim that our place is the

most innovative, friendly or sustainable in a
certain category, we can get a strong, energising
motivator that helps us mobilise different
stakeholders to join forces in becoming precisely
what we want to be seen as.
But how does this differ from economic or place
development in general? Here’s how, in our view:
1) Importance of differentiation and uniqueness. By
applying a branding logic to economic and place
development, we can leverage a place’s existing
characteristics and features – or innovate them
further to differentiate. This is especially
important for smaller, lesser-known locations.
2) Importance of perception. We can leverage the
outside-in perspective. By trying to understand
how others see us and what needs our target
groups have, we can better understand how our
place can become relevant for a wider audience of
people, talent, investors and visitors. The
Copenhagen case in this white paper is a perfect
case in point of a place that has found a way to
both differentiate and become globally relevant, by
focusing its development (and communications)
efforts on becoming the first CO2 neutral capital
in the world.
Seen in this light, place branding shifts the focus of
economic development holistically on a place. It
can help us reinvent our entire economic thinking,
which currently is broadly speaking becoming
more aware of the fact that our planet is not a
mere “externality”. If we focus on making a place
good for people, planet and profit – the three Ps
of sustainable development – we increase a place’s
economic and societal value without harming
nature, other cities, countries or future
generations. This can be thought of as place-led
economics. This is best described in the recently
published excellent work from Kate Raworth
called the “doughnut economy”. We will explore
this in the case of Amsterdam later in this paper.
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Place Branding Framework

Illustration: Place Branding Framework by Place Leadership Academy. Places earn a reputation by deeds, innovation and change. Begin
by showing leadership, create actual change and innovation, create physical changes in the urban environment, while simultaneously
getting the story out there. The desired result is a good place, that is economically and socially sound, led and run in a sustainable
fashion that is relevant to its stakeholders and target groups – and contributes positively to the greater good of the planet in this
extremely connected, globalised world.

The framework we have developed over the years
at Future Place Leadership relies on four pillars:
Place Leadership, Innovation, Placemaking, and
Marketing and Communications. The aim is to
create a sustainable and attractive place. At the
very core lies Collaboration and Co-creation.

Collaboration with stakeholders is important
because they know their place best and a brand of
a place is public domain, it is everyone’s right
living there. Locals can push mountains to
transform a place. The public authorities, always
on the lookout for new ideas, need to listen and

Nordic Place Branding Report 2020
For the annual Nordic Place Branding Conference

11

involve stakeholders in a systematic and
continuous fashion – ensuring that the place and
its development is co-created. It is often the case
with models that their different components
merge or overlap. The place branding framework
is no exception. While each component, Place
leadership,
Innovation,
Placemaking,
and
Marketing and Communications have their own
field and means of action, practices, and
professions, there are many connections to be
made. Its power lies in the ability to coordinate
and make them resonate with one another. Bear
in mind the potential and much needed bridges
that can be built.
Place leadership
Leadership is often the missing link of place and
regional development. While we often have a
clear idea of what we want to do, we lack a clear
vision of how it can be done. Place leadership is
therefore about leading collaboration and
crossovers between and within organisations,
units, and projects. It is about moving from a silo
approach to an integrated one. Four main tools
are available: a sense of urgency to establish a
shared interest and get the project started; a
vision to draft an idea of the future and
orchestrate collaboration, management to carry
out the project and plan key moments for
iteration, evaluation, and integration, and
stakeholder engagement throughout each one of
these steps.
Innovation
Everyone talks about innovation today. We live in
an era where the need to differentiate calls for
the newest, craziest, and boldest ideas, while at
the same time the challenges we are facing
demand radical technical solutions. But what
makes a place innovative? It is its capacity to
enable new and creative thinking – and
transforming this into real and relevant solutions
and experiences. If your place has difficulties
standing out from the crowd, innovation is key to
build a unique experience, get noticed and
differentiate. This may be especially important for
smaller, lesser-known places far away from the
main urban centres. In this paper, the cases of
Træna, Faroe Island and Jämtland Calling are
inspiring cases in point. Dare to enact new
policies, start by asking “What if…” this idea or

approach works. Refrain from the usual inventory
of reasons why an idea wouldn’t work.
Participatory governance refers to working across
sectors, not only listening but actually taking on
board new ideas and advice. It can mean
participatory budgets or competitions, even. This
all points to the capacity to experiment and the
creation of synergies across industries and
sectors, all to the benefit of nurturing an
innovative ecosystem. Be it a platform, a series of
workshops, funds or brand managers – resources
need to be allocated if you want to see change.
Placemaking
The word is used in two senses here. The making
of a place in the physical sense of designing and
programming a city or rural location. More
specifically, the term placemaking focuses on
physical change and improving our living urban
environment to cater to the needs of both people
inhabiting them and commercial actors dependent
on them. Behind placemaking lies a strong
emphasis on social sustainability achieved through
human-centred planning and design, and issues of
inclusive cities. It is also a collaborative process
which borrows from leadership the goal to foster
long-term relationships between actors in order
to program, transform and activate public spaces.
It enables bottom-up initiatives, focuses on longand short-term experimentation in public spaces
which can be called tactical urbanism (e.g. a
specific placemaking tool), and arouses humancentered design principles.
Marketing and Communications
Marketing and communication activities are about
communicating the stories, assets and values of
your place or your project to citizens, talent,
investors, and visitors. Key activities include
analyzing the brand image in relation to agreed
positioning, establish and communicate targeted
messages to researched and relevant target
groups, and ideally, undertakes symbolic actions.
This term coined by Simon Anholt can refer to a
great many things, as long as it carries weight
(something is actually done), helps to
communicate the desired image of the place and
helps to differentiate it. In other words: create a
compelling, visible statement or win by showing,
not telling.
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Cases
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Cases overview
This report showcases short case studies, which
range from small and remote Nordic territories,
to European capitals like Helsinki and Amsterdam,
and further to nation branding examples such as
Costa Rica. In these case studies we will
investigate the four cornerstones described in the
Place Branding framework: Place leadership,
Marketing and Communication, Placemaking,
Innovation–- as well as a wide range of activities
closely linked to place branding such as talent
attraction, tourism destination development and
investment promotion.
All embedded in our current environmental,
economic, and social context, this selection
provides us with practical insights and lessons to
work with place branding today.
Place marketing and communication activities are
more meaningful and powerful when they are real.
Places have unique assets linked to their
geographies, culture, policies, demographics, or
economic landscape, and changing their image has
more to do with highlighting these and their
values rather than making up a new portrait.
Remote places like the Træna island, or the
Faroe Islands, perfectly exemplify how you can
turn characteristics that could be viewed as
obstacles into attractiveness policy and selling
points. The viral communication campaigns Faroe
Islands Translate (2017), Closed for Maintenance
(2019), and Remote Tourism (2020) launched by
Visit Faroe Islands, all play with these
characteristics, which makes them compelling and
innovative symbolic actions, and in addition,
contribute to the Faroes’ Preservolution
sustainability and environmental protection
strategy. These cases also illustrate that
creativeness and innovativeness are the keys to be
recognised in today’s congested communications
landscape. But this does not only apply to small
places. Helsinki’s City As a Service initiative shows
the benefits of living in a city which has at its heart
to serve its inhabitants – and which invites tech
talent from all over the world to help innovative
these services. Thinking about growth,
attractiveness
and
place-based
economic

development today means working to reconcile
internal and external factors. Forget any
(pseudo)conflict between locals and visitors,
businesses and investors, talent and inhabitants.
Today, practically speaking, place branding means
finding the right people and the right project,
which will complement your place. The French
city of Nantes, for instance, has changed its
business attraction approach from one being
reliant on place marketing to be more qualitative,
holistic and long-term. They ask themselves: to
what extent will this project, company or
investment fit with the local economic landscape?
And where can we find the companies and people
that can help us in this long-term quest to become
a better city? This means having a very targeted
approach by precisely defining the right priority
economic sectors and prospects: the Top 50
Strategy. Træna’s Artists, Business and Chefs in
Residence project is another example of how you
can concretely work to create synergies between
external actors and the local community. After an
open call, they selected and invited individuals
who had meaningful projects for Træna. This has
resulted in the refurbishment of old buildings, and
the creation of innovative and award-winning
seaweed business: all initiatives that have a
positive impact on the place.
Another way to achieve this is to work with
branding in a holistic and horizontal fashion. Like
we mentioned before, branding and changing the
image of a place is not only about communication.
On the one hand, branding finds its meaning only
if and when it is integrated and used to support
other policies. To that extent, the early
experiences of Copenhagen and Nantes where
place branding was disconnected from their
strategic frameworks provide valuable insights. On
the other hand, The Hague City Branding Office,
located directly under the Alderman’s office – the
highest official in the municipality – demonstrates
how place branding can contribute to broader
policy domains and help the municipality achieve
long-term goals. The case of Amsterdam
Metropolitan Area is another example of holistic
place branding thinking where the circular city
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vision is translated into different policy areas such
as urban development and sustainable tourism.
Branding Amsterdam as a circular economy city
has meant moving from destination marketing to
destination management where visitors and
growth is managed, and spread evenly across the
whole Metropolitan area.
What’s more, collaboration and stakeholder
engagement is key in each one of these cases.
Jämtland Calling is a private, community-led
initiative which demonstrates the willingness and
commitment of a group of entrepreneurs that are
passionate about promoting their place, but also
that a place discourse is more authentic and
genuine if it comes from the people who are
directly involved with it. They also reveal that
cooperation between places can bring much more
than competition. Take Visit Faroe Islands, for
instance, which has worked since 2012 to unite
the tourism industry under one banner, or
Greater Copenhagen where 85 municipalities in
two different countries cooperate under one
umbrella brand.

Conference 2015 and 2020. Oslo has been
undergoing a big transformation in how they think
and work with the city. This manifests in the
urban environment – we will discuss the almost
completely pedestrianised city centre initiative as
a case in point of how branding means creating
actual change on the ground (measured in, among
other things, no fatal traffic accidents in 2019), all
in line with its chosen brand value to be an open
city. Its efforts have been recognised by many,
these recognitions include the European Union
Green Capital 2019 award. Oslo has also done
some excellent marketing, as well as excellent
management of the brand since its conception,
making them professional custodians of their place
brand.
No-one can own a place brand – it is by its nature
in the public domain, in everybody’s interest and a
sum of a great many things. A brand, a reputation
or narrative can be influenced, however. Let’s
explore how some places manage their brand.

Finally, the current context also requires
ambitious vision and leadership, which must be
reflected in place branding actions. Costa Rica
was awarded the title of Champion of the Earth in
2019 by the United Nations for policy leadership
because of its pioneering role in nature protection
and fighting climate change, with a plan to
decarbonize its economy by 2050. This supports
the image of the country as a biodiversity and
sustainability leader. At the other end of the
globe, Copenhagen and Oslo are two Nordic
capitals which have taken bold commitments to
become carbon neutral. To achieve these goals,
both city administrations have taken their
leadership role seriously and used the tools at
hand such as public procurement: Oslo to create
a market change and support a sustainable
construction industry; Copenhagen by defining
and communicating its challenges and using it as a
starting point to attract businesses – in other
words, what we call “Challenge-driven business
attraction”.
The case studies begin with Oslo, Norway’s
capital and the host for the Nordic Place Branding
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Cases
The ten cases are:
1. OSLO, NORWAY
– Innovation, management and placemaking
2. THE HAGUE, THE NETHERLANDS
– Robust leadership and management, and
innovative marketing
3. TRÆNA ISLAND, NORWAY
– Reinventing an island of 456 people near
the Arctic circle
4. JÄMTLAND CALLING, SWEDEN
– An entrepreneurial initiative of marketing
with lifestyle assets
5. FAROE ISLANDS
– Innovative and viral marketing
campaigns to attract visitors and making
the most of COVID-19
6. HELSINKI, FINLAND
– Innovative marketing campaign with the
urban environment as a demo-site for tech
talent.
7. NANTES SAINT-NAZAIRE, FRANCE
– Balancing attractiveness, growth and
sustainability
8. AMSTERDAM, THE NETHERLANDS
– Towards a sustainable and circular
economy.
9. COSTA RICA, CENTRAL AMERICA
– A successful holistic approach and
strategic team effort
10. COPENHAGEN, DENMARK
– A unique case of 85 municipalities, two
countries, one brand and a clear path to
becoming a global frontrunner in talent
attraction and climate leadership
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OSLO, NORWAY
– Innovation, management and placemaking.

Illustration: Oslo has been prioritising opening the waterfront to people. Many have read about the city centre having
become virtually car-free. The Norwegian capital has become a successful example in an inspiring list of cities that show
how urban transformation in its variety of activities results in a safer, accessible, socially and financially valuable urban
environment. It makes the city come alive – and leads to others talking about it. Photo credit: VisitOSLO / Thomas
Johannessen

Introduction
This is a case of city with a strong record in
innovation, management, placemaking and
marketing, encompassing almost the entire place
branding framework. Oslo developed a branding
strategy in an inclusive way, creating real changes
on the ground that earned the city a new
reputation – as well as using marketing tools to
spread the word.
The Oslo Region Alliance was established in
2005 with the goal of “strengthening the Oslo
Region as a competitive and sustainable region

in Europe”. It is a member organisation,
consisting of 68 municipalities and two county
administrations in the greater Oslo area. The
Oslo Region Brand Management Strategy was
adopted in 2015 together with key partners
Oslo Business Region and VisitOSLO. Oslo
wants to differentiate by being the “world’s
favourite compact city”. They aim to achieve
this by doing things that register according to
their brand values: “pioneering, enriching and
real”.
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Illustration: the timeline of the stakeholder engagement process in preparing the Oslo brand management strategy in 2014
August – 2015 February. Photo credit: Oslo Brand Alliance

Strategy and management
The three organisations /Oslo Region
Alliance, Oslo Business Region and
VisitOSLO) make up the informal Oslo Brand
Alliance (OBA), it orchestrates the broad
collaboration needed between public and
private organisations in the region. The
highest
authority
overseeing
the
brandingstrategy is a board of mayors of the
Oslo region. The secretariat of the Oslo
Region Alliance, made of the three
organisations, carries out the work with
different projects and consults with
stakeholders via their established network. An
international Advisory Board composed of
global experts in branding and economic
development. The three brand values of the
city are “Pioneering, Enriching and Real”.
Marketing and communication
Their marketing approach is about real stories
and real people. The brand values of
“enriching, pioneering and real” should come
alive in marketing (as in other activities). An
example of a successful marketing initiative is
The Great Escape. Implemented in 2019, it
focused on rescuing people from a holiday
gone wrong and flying them to Oslo.
Overcrowded places such as London, Paris,
Barcelona, Rome and others were combed on
social media. A New Zealand couple was
found on Instagram who shared their surprise
at the overcrowded Louvre and inaccessible
Mona Lisa painting. Oslo invited them and
flew them over. It went viral and is an
example of creative and reactive marketing,

done with a limited budget, addressed a global
issue of over-tourism and resonated with the
brand values of Oslo (for example, an
undercurrent throughout the campaign was
the message and image of a walkable, compact
city.) As such, it functioned as a symbolic action
helping to manifest Oslo’s positioning. Result:
23 000 reactions, 1 800 comments, 3 000
shares on social media and approximately 6
million views and featured in countless articles
and blogs. There was a small sponsored boost
on Facebook. The shooting took 48 hours,
followed by the same time for production.
(see video here).
Collaboration
The branding process of Oslo was initiated in
2014 by the City council in Oslo and the
board of the Oslo Region Alliance. The
process took a regional approach and
involved approximately 1 000 people from
private business, the public sector, culture,
academia and organisations. (see illustration
above with the timeline). Stakeholders were
invited to give input at interviews (key opinion
leaders), workshops and a web-based survey.
The purpose was to gather information about
the assets and narrative of the Oslo Region,
information about international target groups
and the assumed perception gaps related to
the Oslo Region’s assets. The result was the
brand DNA and the strategy itself. This was a
critical and very important part of the work,
which laid a strong foundation.
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Illustration: Global interest in Oslo online, based on 10+ million searches and a comparison with Nordic capitals. Source:
Oslo State of the City report 2020 by Dr Tim Moonen, Prof Greg Clark CBE, Borane Gille and Jake Nunley at The
Business of Cities.

Leadership
Oslo displays strong leadership in many
aspects. Governance and management are
strong and an enabler of much of the success.
On a leadership note, managing a brand of a
place is about establishing a dialogue and
finding ways to work with all stakeholders. If
and the like), the city itself has taken the lead
to make all public construction sites
sustainable, create the market – and then
start demanding and helping the private sector
to follow. Another guiding principle has been
to try making yourself relevant to their cause,
see if you can help their agenda. Then zoom
out and look at the bigger picture: what is
being done, and help to bring that to life
according to the grand strategy. When the
time comes for marketing a place,
communicate this work and let results do the
marketing for you. For example, The Great
Escape campaign highlighted the physical
transformation and cultural development of
the city.
Sustainability
As outlined in the introduction to this paper,
innovation is an important factor for
differentiating a place. A case in point is how
The Oslo Region Alliance uses innovative
public procurement whereby companies first
compete for an idea or a new type of
solution, then a competition is held on
products or services to deliver on the vision.

the city wishes to be known for sustainability
and a good urban environment, for example,
that vision needs to be created. It needs to be
done in cooperation with many actors. For
example, where there has not been a market
for sustainable construction sites (as opposed
to diesel-powered motors on building sites
The emission-free construction site project is
an example whereby diesel machinery are
replaced with fossil-free alternatives on public
construction sites. This leadership and
innovation has created a new market, and as
the next step in 2020, private developers will
be required to follow the same process.
Placemaking
Showing instead of telling is important in
earning a reputation – and Oslo’s city centre
transformation is a notable case in point. It
has been made virtually car-free by removing
parking spaces for private cars and heavily
expanding space and rights for pedestrians
and cyclists. The car-free zone is a case in
point: Oslo wants to be a global city, an open
city. The car-free centre is a result of that
thinking coming to life. What’s more, Oslo is
constantly trying to enhance the collaboration
between the municipalities and the private
developers to strengthen the link between the
brand values and the physical development
even further. This change is bold, good for the
environment, local businesses and creates a
safer environment for eight and 80-year olds,
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harmonising with this central urban planning
principle. All in all, this has resulted in lots of
global media coverage.
Results
Oslo’s approach in measuring their branding
work has been about establishing a baseline
for their brand position to measure against
each year. To this end, external consultants
prepare an annual State of the City, where
they benchmark and measure Oslo’s
perception and progress. (See illustration for
the measured change in perception compared
to other Nordic capitals, above.)

one both for its inhabitants and for
the rest of the world. People living
there can enjoy an ingreasingly safer,
cleaner and more pleasant urban
environment. Others can learn: if
bringing more people to public spaces
and cyclists to the streets works in
the cold and dark north, why should it
not work elsewhere?

Lessons
1. Involve stakeholders in building
your brand and finding the DNA.
The input and the involvement itself
are key, they will lay a strong
foundation for creating a sound
strategy (content) and make it much
likelier that the strategy will be used
later on (generating stakeholder buyin).
2. Benchmark, monitor, learn and
adjust your course, if needed.
Learning is important, and if you
institutionalise it with, for example, an
annual report, it will allow you to
measure and improve your work.
3. Be realistic about what forms the
brand and the role of marketing.
You cannot change the brand through
marketing,
only
highlight
and
strengthen areas where there are
gaps between how the brand is
perceived and the actual realities.
Trying to do something else, will tend
to either be a waste of resources, or
even undermine the position of the
brand in the long run. That said,
compelling symbolic actions can help
create viral marketing effects.
4. Earn your reputation by doing
things. Create a better city.
Oslo’s journey towards becoming a
human centered city is an inspiring
Nordic Place Branding Report 2020
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THE HAGUE, THE NETHERLANDS
– Robust leadership and management, and innovative marketing.

Illustration: Scheveningen beach in The Hague. In recent years, the municipality has stepped up efforts to improve the
urban environment and connect the city to the sea. It has started to earn a better reputation for it. The Hague has done
some great marketing, too. Photo credit: The Hague Brand Book by Bureau Citybranding, an agency of the Municipality of
The Hague.

Introduction
This is a case of leadership, manifested through
robust city brand management, and marketing.
The Hague (Den Haag) hosts the government of
The Netherlands and is known as a city of peace
and justice, with altogether some 200 diplomatic
and international justice organisations working
there. A part of the success of the branding work
can be attributed to a clear structure and staff at
the municipality.
The main challenge for The Hague has been
to break out of the stereotype of being a
peace and diplomacy city (read: boring,
bureaucratic, even dusty place). Research
commissioned by the city has shown that
young professionals do not seem to have an
idea about what The Hague has to offer or
only tend to associate it with politics.
Moreover, the city learned from its work with
research and stakeholders that the “lack of a

long-term content strategy prevented
continuous media coverage and a presence on
social media.”
Strategy and management
In 2015, The Hague released a City Branding
Approach 2020 and The Hague Brand Book, a
strategy about economic development and
place promotion. A lot of effort went into cocreating the strategy in a democratic and
inclusive way. Experts, as well as the wider
public, were consulted during 2017-20194.

4

A City Branding Approach 2025 is available in Dutch
here.
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Illustration: the “Brand Compass” of The Hague. This sums up the positioning (top) and the brand DNA (red, in the
middle), with explanations to the left and brand values to the right. This was the outcome of the preparations of the
branding strategy, resulting in the City Branding Approach.

Collaboration
The brand book was built over the course of
1,5 years of large stakeholder involvement.
The stakeholder involvement process
featured focus groups, larger events and a
digital consultation. Events became as big as
300 people. As such, meetings can be
exhausting and overwhelming for participants
as well as organisers, a pivot was made during
the process. Instead of doing extra meetings
that could have been very large, they started
taking part in networks and meetings that
were already happening and where the
stakeholders could be found. Working with
stakeholders led to the co-creation of the
entire brand DNA (see illustration above).
Marketing and communication
According to their strategy, an important
principle in communication and marketing is
to reduce the number of offline and online
channels. The result is Be Hague, a single
marketing channel for marketing the city.

(Visit The Hague is a separate, parallel channel
owned by The Hague Marketing Bureau, for
attracting tourists) It is the most popular
channel for info on the city, having reached
that position in 2,5 years thanks to strategy
and content (e.g. a 72 Hrs The Hague Film
Contest). As a sign of leadership and
stakeholder empowerment, everyone could
participate: a toolkit has been developed for
everyone’s use who wishes to contribute to
strengthening the brand of the city. The core
marketing strategy is about elements such as
real people and stories.
An example: the innovative and creative
marketing campaign “30 days as a Hagenees”.
”. Participants could sign up and win an allpaid, housed and guided stay in The Hague. A
key characteristic was its humoristic tone of
voice, professionally designed and executed.
Importantly, it had a clear (and attractive)
value offer. The first phase of the campaign in
particular exceeded all expectations, with 4,8
million
people
having
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Illustration: BeHague.com This video went viral in the Netherlands. Here is a video in English that introduces the idea. See
also other video material that describes the case. Photo credit: 30 Days as a Hageneees website.

watched the film. The publicity value
exceeded six times their original goal. Some
450 young professionals from all over the
world registered, nine times more than
expected.
Leadership
Leadership paves the way for higher ambitions
and greater potential to achieve something
greater by joining forces. A part of the
success of the branding work at The Hague
can be attributed to a clear structure and staff
at the municipality, enabling a powerful
governance and management of the city's
branding efforts. The Citybranding Office
(Bureau Citybranding) has horizontal access to
other departments in the municipality and is
responsible for the strategic management of
the branding work in The Hague. They sit
close to the highest official, the alderman of
the city and as a bonus, enjoy his support. A
key success factor of The Hague (and many
other cases) lies in the political leadership’s
understanding of the need and essence of
place branding. Among other things, it allows
them to make difficult or long-term choices.
The Bureau Citybranding is in a key position to
contribute to a broad set of policy domains
beyond marketing, such as urban planning,
culture and others. Their mission is to have a
positive effect on six key aspects: economy
(1) (e.g. attracting more visitors or

businesses), liveability (2), reputation (3) (i.e.
local, national and international) and the pride
the people of The Hague take in their city (4),
the solidarity among them (5) and their feeling
of happiness in regard to living in The Hague
(6). They are a small team of 4-5 strategic
advisors working from within the central
department of the city governance. They can
monitor processes, get a big picture as well as
set things in motion. The municipality as an
organisation is more aware and onboard with
branding. It also allows the branding team to
collect and use the DNA of the city: of what
is already there, without needing to invent
something artificially or reinvent the wheel.
Sustainability
The branding strategy is paving the way
towards a sustainable future. The Hague aims
to be climate neutral by 2030 and has
received recognition for its climate policy,
having been featured in the ‘A List’ of cities in
2019 by environmental impact non-profit
CDP (it was one of nine European cities to
receive that.) Another example is a
programme called Impact City focuses on
strengthening the ecosystem for companies
that work with UN SDGs. This is done by
means of creating incubators, organizing
events and public competitions, offering
funding, investing in marketing and promotion,
etc.
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Illustration: Puike plannen, a placemaking project. It is very important from a public space and placemaking point of view to
understand that the public sector has a strong role and potential to lead change in shaping the physical aspect of the city.
Creating attractive, well-designed spaces that provide different functions and activities for various target groups contribute
strongly to a perception of an attractive city.

Placemaking
Placemaking is an important aspect to their
approach to branding the city. To begin with,
this is The Netherlands: a land with
exceptionally well-developed cities and public
spaces. Secondly, the urban environment is
directly linked to the quality of life of locals
and has thus been taken as a priority by the
municipality. Placemaking has a strong role as
a tool to develop and market the city. For
example, with young people as the main
target group, a placemaking project “Puike
plannen” (see illustration above) was carried
out in 2018. Universities, businesses,
international organisations were gathered by
the city and were asked what could be done
in co-operation to attract more young talent?
An open placemaking competition was held,
with a jury formed of citizens. The result: a
café between the centre and the shore-line,
along a canal. Sporting, boxing lessons,
kayaking, parties, a restaurant – this place was

given many functions. The budget was
€150 000, used for marketing promotion,
websites, video production, €15 000 winner’s
fee and construction of the café. This
generated generous local and national media
attention.
Results
The Hague is an increasingly known
destination for talent, young people and
companies, which is something they learn by
conducting their City Branding Annual
Review. They won Best Place Brand Strategy
in 2016 at City Nation Place in London and
were chosen as a speaker at the Nordic Place
Branding Conference in 2019 in Stockholm.
Budget

In The Hague, 1,5 million euros is the budget
for the Citybranding Office. The budget
covers staff, campaigns, video productions,
24
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social media, maintaining the branding toolkit,
research, travelling, organising stakeholder
meetings and a “stimulation fund” for projects
and events that people can apply for. The
budget for the campaign “30 days as a
Hagenees” was €300 000, it generated a
national PR value worth €450 000. The
budget included all aspects of social media,
PR, project management, content preparation,
videos, rent, etc.
Lessons
1. Don’t underestimate a clear
brand governance: City branding
benefits from a governance structure
mandating brand managers to
coordinate and influence the city
branding efforts with policy areas such
as planning and culture.

dull office clerk destination. If the
locals feel this to be the case, then it
is a part of the DNA of the city. It
provides a great way to work with
positioning the city and working with
sustainability.
4. In marketing, have a clear value
offer to a clearly defined target
group.
Offer
your
target
audiences
something tangible. Experience the
city in 30 days! - make materials fun
and inviting (vlogs, about living,
careers) and make it approachable,
about real life.

2. Place branding needs to be a
shared, horizontal theme. Urban
planning, smart city strategies, social
policies, etc., all need to take the
branding into account, if you are to
create something lasting - a holistic
place branding strategy (where
placemaking has a role to play.)
3. Embrace the citizen’s view and
put them at the heart
If the perception of a city can be dull
– a city of bureaucrats – then that
perception can be changed. The
question is what else can the city be
known for? What does the average
citizen cherish about their city? For
example, it could be about its parks,
that the city is a great place to live. If
that should be the case (a result of
workshops), then it is a part of the
city’s DNA. Formulate this brand
identity in an inclusive way and base
your actions on it. Put more focus on
making the urban environment better.
For example, The Hague wants to be
known as a great urban environment
– safe, friendly, inclusive, full of
activities and life. The locals see it like
that. The outsides still see a grey and
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TRÆNA ISLAND, NORWAY
– Reinventing an island of ca 450 people near the Arctic circle.

Illustration: Træna island, Norway. Photo credit: Hans Petter Sørensen, FarOutFocus

Introduction
This is a case of how innovation and collaboration,
based on a shared sense of urgency, has been
able to turn around the story of an entire
community, that of a small island of ca 450
people. It has allowed creative and remarkably
successful projects to surface. “Tenk Træna” is a
project of the municipality of Træna (“tenk”
means think in Norwegian). Started in 2015, it
has managed to bring new life, investments, PR
coverage as well as energy and hope to this
remote island group in Northern Norway. The
organisation’s overall mission is to develop the
place as a local community, a destination and a
functional municipality.
Træna is one of the smallest municipalities in
the whole of Norway, as well as one of the
most remote, located several hours from the
mainland in the north, right at the Arctic
Circle. Why should people choose a life in
places far away from urban centres? What are
the possibilities for future generations? In
2014 the island struggled with sudden changes
in the fishing industry and a sense of urgency
appeared. In 2015 they took the initiative to
recruit someone to revitalise the island. A
head of development was hired and the
project Tenk Træna was formed.

Strategy and management
Træna’s community had a shared sense of
urgency, was open to new approaches and a
willingness to contribute to change. Citizens’
involvement in this stage was prioritised,
alongside traditional SWOT analysis, and
vision-creation processes and ideations in
workshops and groups. It was important in
the strategy to work in parallel with longterm measures and short-term initiatives that
could spark some fires immediately.
During the crisis, the hashtag #reddtræna
(rescue Træna) had been spread. A more
proactive parole was chosen: Tenk Træna
(literally
“think
Træna”).
Stakeholder
involvement and a think tank process were
important steps to give new energy, create a
vision and align the municipality’s different
strategies with the process. They worked to
create
a
new
comprehensive
plan
(kommuneplan), asking citizens for their input,
all the while the think tank articulating focus
areas. Naturally, in a small municipality, it can
be easier to synchronize plans and projects
than it is in a bigger city organization.
Since the strategy was finished, several new
exciting, necessary, innovative and fun
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initiatives have been undertaken. These have
included everything from a pride parade,
festivals, an artist in residence programme
(expanded to businesses and families, see
more below), investment programmes, and
much more. Among other things, this has
given the head of development, Moa
Björnson, the additional task of travelling to
conferences and telling about Træna’s
experiences, which has inspired many in the
Nordics and beyond.
Marketing and communications
One project worth highlighting is the Artist,
Business and Chefs In Residence project, AIR
Træna. Since they get a lot of visitors coming,
especially in the summer for the music festival,
they saw a potential to market the destination
as not just a tourist-attraction-bucket-listkind-of place, but a place to come and stay for
a longer time, and to be part of the
community. At that time they had some
empty apartments and they knew that they
had a Træna “fanclub” out there. So they
simply made an Open Call and invited people
to come and test the island as a living and
working environment for a period of 1-3
months. The only condition was to apply with
a project idea and to be open to contribute to
the local community. They were not sure
what to expect from this open approach, but
the response was amazing.
To this date, around 450 applicants have
applied. That is just as many as there are
inhabitants. People come from all over the
world and with a widespread of
competencies. More than 50 residency
projects have been performed so far. Some of
them have resulted in long-lasting effects. For
example, an award-winning seaweed company
established here as a direct result of a
residency stay. A few people have moved
there. Architects have built saunas and huts,
and old buildings have been refurbished. A
business in residence project by the
multinational company Osram resulted in
making Træna a light design “Showroom”
spending NOK 1,5 million (€ 140 000) and
testing new techniques for placemaking with
lights. They also got the world champion in
Sushi to come and do a chef residency.

The overall aim has been to contribute to
vitalizing the local culture, and combining
competencies from outside with the local
resources and competencies represented on
the island. They have built a broad network of
Træna-Ambassadeurs, and they believe that
this open and welcoming approach makes
Træna an interesting and vibrant place.
Lately, they have initiated a side program
called Try an island or Families in Residence. In
this case, the aim is to get families to test the
island and eventually move there. It’s very
interesting to see the response, when creating
a simple framework people suddenly see the
potential a place like this can offer.
The aim is to open up the community and
show that the island is welcoming a diverse
range of people. By creating a very simple
structure where people are offered something
if they give their time and competencies in
return, it actually creates a sense of
attractiveness and triggers people to get their
best ideas on the table and contribute to
Træna.
The overall purpose is not solely to get
people to move to Træna, but create an open
atmosphere and a vibrant community. With
Artists in Residence, the aim is to create
culture, with Business the aim is to generate
some work opportunities or new businesses,
as is with Chefs in Residence. The Family in
Residence is indeed the only program
designed to attract people to move to Træna.
Collaboration

The islanders are very important, they
regularly do idea cafées and communicate a
lot about what is going on. The project Tenk
Træna also has an advisory board with
representatives from the region and locally.
The municipality organisation is of course a
core stakeholder, just as the businesses on
the island, and in the region are. Alongside
with that, collaboration projects with
surrounding islands, national research
projects, stakeholders in the county, in the
rest of Norway and in the Nordics also are
very important. Træna is now part of a larger
27
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North Atlantic project (Greenland, Iceland,
Faroe Islands and several Norwegian islands)
that explores tourism in smaller and remote
islands. Another project is about sustainable
tourism on the outskirts of places and Træna
is a testing ground. Træna strives to position
itself as open and interested in international
co-operation and gets proposals from many
interesting institutions around the world.
Leadership
Good process design and facilitation is key to
engage people and relevant stakeholders. One
needs to have a plan, but also be agile, flexible
and prioritise. Empower people: have them
help, contribute, and make them part of the
solution. Community building is not a oneman show, but in need of many striving in the
same direction.
Setting the agenda is another important
aspect. Articulating a clear and interesting
agenda that makes sense not only locally, but
also responds to general challenges that they
know many are struggling with, puts them in
the lead for raising important questions.
Topics could be anything from policy-making
and infrastructure to attractiveness, tourism
or fisheries.
Results
As an overarching result, the amount of
investments since 2015 has increased. The
fisheries industry has all in all increased NOK
90 mln (€ 8,23 mln) with new jobs and
companies. Tourism has increased. The
economic benefit has been clear. The project
has resulted in 450 applications since 2015, 54
projects with 15 countries.
Creating a new culture, habits, and attractions.
Some of the most successful projects have
been within architecture and the physical
environment. For example, a very appreciated
public sauna was built that now attracts
tourists and makes a great meeting place for
the locals.
Rebuilding an old community house.
This was a lighting project with the Business in
Residence project framework by OSRAM, a

large lamp producer. The multinational
company chose to make their showroom
project in Træna instead of Oslo, where they
first planned to invest. (It was simply much
easier to get in touch and collaborate with the
smaller municipality and to get a real user
testing experience in Træna than in a bigger
city. Read more here: www.tenktraena.no/lys
Other results:
A totally new business has been established:
an
award-winning
seaweed
business
established as the first residency-project in
2015. They have now researched, tested,
developed their firm and established their
presence on the island. One of the involved
drivers has moved there and seasonal jobs are
created within that business.
There are many examples of activities and
positive results from the program – some are
of course not easy to measure, but give soft
value.
Budget
The municipality does not invest considerable
amounts into marketing, for example. The In
Residence programmes are the only
noteworthy cost. Træna seeks funding for
approximately NOK 100 000 (€ 9 100) for a
year’s programme (from national funds,
Nordic Council Ministers). This would cover
housing and tickets. In the case of OSRAM
and the Business Residence programme, the
cost was in-kind: working hours. Osram in
turn paid for services they used onsite
(products, services). Later on, OSRAM has
invested into the island with lighting, too. All
in all, the benefit to the island is NOK 1 000
000 (€ 91 000) in taxes, products and
services consumed and investments.
Lessons
1. People’s
engagement
and
interest requires listening and
constant work.
Involvement needs to be kept fresh to
prevent fatigue. Keep the process
simple and add small variations to
format.
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2. Work with what you got.
The island’s size, population or distant
location has not become an
insurmountable obstacle. Træna has
not been able to change geography,
but they have changed local and
international perceptions of the island.
3. Imagine it instead “I can’t
imagine it” and test.
Dare to be creative - what if it works?
Would you imagine creating an
Artist/Chef/Business/etc., in Residence
programme somewhere near the
Arctic circle? Maybe most people
wouldn't. However, some people in
Træna did. Now that new possibility
has been made into reality, and the
rest of us can simply click Apply.
4. Give business opportunities a
public purpose.
Economic development is about just
that – the economy and creating a
transaction
between
partners.
However, with a bit of effort, there
can be win-win opportunities created
for all parties concerned. OSRAM got
to have a great showroom, and the
island’s streets and squares got a little
bit better, too.
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JÄMTLAND CALLING, SWEDEN
– An entrepreneurial initiative of marketing with lifestyle assets.

Illustration: Jämtland Calling invites people for a short holiday in Northern Sweden, to enjoy the lifestyle and perhaps
consider moving there. Photo credit: https://www.jamtlandcalling.se/

Introduction
Jämtland Calling is a case of innovation,
leadership and creative marketing, led by a
private actor in northern rural Sweden. Jämtland
Calling focuses on arranging job and lifestyle
safaris for a specific target group. It is all based
on lifestyle and profession and serves as an
example of how passionate people take the lead
in promoting their place and do it with the
credibility and authenticity their genuine lifestyle
offers.
As background, consider these post-truth
days of general distrust of government
communication. Private initiatives can have
greater reach with communication and
marketing, this is certainly true of places.
Then take urbanisation: cities and lifestyles
matter more in relocation than the job.
People may well start looking for a job after
having made the decision to move to a
location. According to CNN, roughly 68% of
millennial job seekers said that an option to
work remotely would sweeten any job deal,
according to a survey by networking site
AfterCollege. This
lifestyle trend is
compounded by technological possibilities

that, in turn, are increasingly turned into
services. As we have seen, COVID-19 has
accelerated the trend of remote working.
Jämtland Calling has its origins in a survey
about moving to Östersund, the capital of the
region Jämtland Härjedalen, that was done in
2018 and showed that only 1% of those who
move to the region do so due to jobs and
only 4% move secondarily because of work.
The absolute majority move due to the
lifestyle and the qualities of the place. As like
nearly any region in the Nordics, this place
needs talent. The initiative took off thanks to
a co-working space in Östersund called
Gomorron Östersund, where there were
already many companies run by people who
had moved to the region due to the lifestyle.
Few companies in the region or in Östersund
in general have moved there for strategic
reasons. In the absence of other attraction
factors, why not leverage what you have?
Strategy and management
By showing that there is an interesting
working life in the region in addition to the
employer you choose to work with when
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moving, Jämtland Calling tries to reduce the
risks when moving. Jämtland Calling also
offers services on an ad-hoc basis by, for
example, mediating contacts when someone
hears from them and shows interest in
moving to the region. It can be about guiding
someone on to the municipality's newcomer
service. Being able to provide a personal
service is crucial here, says Jämtland Calling,
as well as having good contact with the
municipality.

working life, the potential move is made
easier after creating a connection with firsthand lifestyle offers.

First and foremost, Jämtland calling has shown
how the creativity and drive of a few people
can create a whole new way of working.
Jämtland Calling is run by Jämtlandshubben
AB, entrepreneurs who also run the coworking locations Gomorron Östersund in
the centre of Östersund and the global
knowledge and development node The
Remote Lab.

Many chose to share the campaign, which
showed that many are eager to help attract
people to the region. During the first year,
2019, there was a lot of focus on PR to
promote the local anchoring of the initiative.
Call to action for those who are drawn to the
website is to either apply directly to a trip if
you are part of the direct target group or
make an expression of interest for more
information if you do not. All signups get ten
automated onboarding emails with all the
relevant information about visiting, living or
working in Östersund’s municipality.

On each trip, participants get to meet
relevant, selected employers who are looking
for staff, as well as see and participate in
various lifestyle-related experiences in the
region. A central part is about the travelers
being guided by different people and lifestyle
profiles who live in the region themselves.
Each trip lasts for two days and two nights.
Participants are also offered to bring their
partner to the last evening of the program to
make both in a couple feel welcome, and they
also offer contacts and relevant meetings with
fellow travelers. The selection takes place so
that everyone who participates in the trip has
key competencies for the participating
companies.
Marketing and communications
What makes the case stand apart is their
focus on their target group. Many place
marketing projects have too broad target
groups. Jämtland Calling is based on an
“extreme niche” based on lifestyle,
demographics, life situation and place of
residence, which is the strength of the
initiative, they believe. The target group is
people in the age range 25-55 years and
families with children, especially in university
cities. By showing that there are both exciting
opportunities linked to both lifestyle and

Marketing is mostly done on social media.
Instagram is the channel most used, where
marketing takes place all year round, and also
via Facebook. The focus is on disseminating a
lot of authentic, not staged and outdoor
content. Jämtland Calling has also tried
Linkedin, but with poorer results.

Another important aspect of the marketing
campaign success is that Jämtland Calling
doesn’t try to paint the optimal picture, but
instead communicate with a humoristic and
genuine tone of voice, showing things exactly
as they are.
Collaboration
Jämtland Calling is dependent on the
commitment of many different public and
private players who, for example, get a visit
on the recruitment trips. Another example is
that Östersund’s municipality's business and
newcomer service can take over issues that
connect to fellow migrants. Companies
finance marketing through participation fees in
Jämtland Calling and a small part of the first
reception (see more under budget).
Leadership

A clue to the uniqueness of the case is once
again the privately initiated approach. A
cornerstone of Jämtland Calling is a purposedriven goal to contribute to the development
of the region and city that they want to live in.
31
Nordic Place Branding Report 2020
For the annual Nordic Place Branding Conference

A private actor has the freedom to do things
differently. For example, they can offer what
few other regions can, like take travel
participants on a summit trip in the
mountains, which creates differentiation and
uniqueness. Thus, an entrepreneurial and agile
leadership style has been key to success here.
Results
So far, two trips have been made, with about
15 people per trip. The first trip in 2019 was
focused on Full Stack developers and the
second, in 2020, was focused on software,
cloud and mobile developers. The idea is to
involve other industries in the future. Each
trip has about 30 applicants. The selection
takes place so that everyone who participates
in the trip has key competencies for the
participating companies.
The initiative has given direct results and a
good response from those who participated:
more than half of them have moved, and the
founders believe that more will move. In
addition, about 200 people have in one way
or another shown interest but have not been
able to participate in the trip or who have a
different skill than the one sought. Only two
months after the 2020 trip they can see a
third of the participants that have already
moved or are planning to move within a short
period of time. All of them have a new job at
a participating company.

and housing solutions, around which it would
be possible to build business models.
Lessons
1. A private actor can be more
credible than a public actor in
marketing a place. That the
initiators of Jämtland Calling are
passionate about Östersund and the
region themselves and want to get
others to move here is emphasised as
a success factor. It gives a completely
different authenticity than what a
municipality can get in its location
marketing.
2. Choose
private
public
cooperation if not partnership. A
municipality should not see private
initiatives as competitive but can
contribute by building on what is
already
strong
and
support
organisations whose aims and
interests align with the public
mandate. Municipalities should work
proactively to identify and contact
enthusiasts and various networks for
a dialogue on how to support various
initiatives. As this example shows, a
co-working space is a good place to
start the dialogue.

Jämtland Calling was nominated for the
Swedish award “Placebrander of the year” in
2019.
Budget
The business model is commercial and is
based on charging a fixed cost of SEK 50,000
(ca 4 700 EUR) per trip for participating
companies. A total of six companies (four
potential employers and two real estate
developers or other interested partnerships)
have participated as financiers, along with the
municipality and the regional authority.
Participants pay for their own trip, but local
costs onsite are provided for. Jämtland Calling
also sees an interest in accompanying issues
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FAROE ISLANDS
– Innovative viral marketing and reacting to COVID-19

Illustration: During the early days of the COVID-19 pandemic, Faroe Islands reinvented themselves once more and became
a Remote tourism island. Via mobile, tablet or PC, virtual visitors could explore the Faroes’ nature. Read more in the case
study. Photo credit: Kirstin Vang / Visit Faroe Islands.

Introduction
The case about Faroe Islands is about how a
small island has managed to go viral and create
awareness among potential travelers about their
destination. They have done that with campaigns
that have been symbolic, creative, and inspiring
with sustainability at heart and “on brand” – and
have managed to catch the attention of global
media with hardly any advertising budget.
The Faroe Islands is an archipelago of 18
mountain islands located halfway between
Iceland and Scotland in the North Atlantic
Ocean. The total area of the islands is about 1
400 km2 with a population of 52 000. The
main industry is fishing which accounts for
about 90% of export and 20% of GDP.
Tourism is the 3rd industry of the Faroe
Islands in export after fishing and salmon
farming. Visit Faroe Islands is the national
tourist board with the task to market and
manage the destination. In late 2020, the team

is 10 employees strong. In 2012, a task was
set to double tourism by 2020. A new vision,
strategy, budget, people and a new brand was
put in place.
The government decided in 2012 to
reorganize the tourism board. The new vision
was to make tourism a core industry for the
Faroese economy, sustainable and compliant
with the needs of the Faroese people and the
environment. The goal was to double the
value of tourism and increase the revenue to
DKK 1 million (≈ € 135 000) by 2020. At the
time of writing this, they welcome over 100
000 travelers a year (before COVID-19).
Strategy and management
In 2012, Visit Faroe Islands started the
process of developing a national brand for the
tourism industry. The aim was to unite the
local tourism industry under one banner to
strengthen the business. In the process, the
brand was defined by 5000 guests in 2013
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who had already visited the islands. The result
was that most said that the islands were
Unspoiled, Unexplored and Unbelievable. Hence
that became the Faroese brand. At the same
time, they decided to do the best to keep the
islands that same way, despite increased
tourism. The brand is measured on a regular
basis, to learn if their guests still agree on the
brand promise and that is still the case. The
overall assignment is to put Faroe Islands on
the map, as a small, unique destination for
particular, well- off, green-minded travelers in
line with the brand.
Since 2013, Visit Faroe Islands have
implemented several marketing projects in
order to reach their goals and vision. One of
their first one was the Sheep View project in
2016. The next ones where: Faroe Islands
Translate in 2017, Closed for Maintenance in
2019 and Remote Tourism in 2020. Each one of
those marketing projects had their own
strength and objectives. They have been
organized as PR projects, where they have put
money into planning, production and PR and
no money into traditional advertising. Their
budget for each of these cases has been
around DKK 1-2 million each (≈ €135 000–
270 000) . The target audience has been
broad, as they have mainly focused on the
largest international press, combined PR and
digital projects.
Marketing and communications
One of the most memorable projects is the
Sheep View Project. As said, the Faroe
Islands is a small archipelago in the North
Atlantic Ocean. It is so small that they didn't
even exist on most world maps. As Google
today is synonymous with the world map, and
they were so small that they had not even
been visited by Google Street View. In 2016
Google Sheep View project was launched as
one of the marketing initiatives to be seen on
the world map. The DMO placed a 360degree camera, solar panels and mobile
phones on the back of sheep to create
Google Street View with sheep. The story
was soon covered by all major media in the
world. One year after launching the campaign,
they succeeded in reaching their aim with
Google announcing in November 2017 that

Google Street View would now feature the
Faroe Islands. With zero media budget, their
stories reached over 3,5 billion people, their
PR value was over 80 Million dollars, and they
had that year a record year with a 17%
increase in passenger growth.
The Closed for Maintenance project is also a
special project worth mentioning, as this small
project so highly resonated with the zeitgeist
and went totally viral with thousands of
applications from 95 countries to the 100 jobs
they offered over a weekend. The idea was to
draft projects with the local people, aimed at
delivering a touch of TLC (“Tender love and
care”) to these locations. This also resonated
well with their vision and keeping the tourism
industry sustainable and compliant with the
needs of the Faroese people and the
environment. The project started in 2019 the
DMO took one weekend in the spring where
they closed the islands to tourists in order to
make it ready for visitors. They decided to get
a helping hand to ensure their locations
remain pristine while also sustaining their
vision on sustainability. The idea was then to
repeat and expand this each year. The
volunteers, locals and the municipalities were
very pleased with the results and they were
planning to repeat in 2020 – well until COVID
-19 and they have therefore postponed this to
April 2021.
The campaigns are inspiring examples of how
compelling, innovative symbolic actions can
create viral effects, while at the same time
being “on-brand” and “on-strategy”, i.e.
helping to manifest the strategy, brand values
and vision of Visit Faroe Islands.
Leadership

Sometimes it is good to be small. Visit Faroe
Islands can take decisions quickly and they can
be very flexible both in their internal and
external process. Visit Faroe Islands is a 100%
public organization without any sales goals and
selected projects are financed in 50/50 public
private partnership. This approach has given
them the freedom and flexibility to do the
projects that they have wanted to do –
projects with warmth, humor and relevance.
The thinking goes: Marketing that is 100%
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“democratic”, where every partner gets the
same amount of exposure will end up being
very boring and limits all creativity. They are a
small destination with limited budget, and this
has forced them to be creative and think
outside the box, in order to reach out to the
market.
Sustainability
Visit Faroe Islands just recently took on the
task of developing tourism in the islands, not
only for “mere” marketing. In 2018 they
launched a new development strategy called
Join the Preservolution! which means
developing and preserving at the same time.
Visit Faroe Islands’ marketing initiatives also
have a focus on keeping the Faroe Islands
sustainable for the future as part of their
strategy and are all worked on in a close
relationship with their stakeholders.
Results
Visit Faroe Islands has focused on PR in all of
their marketing projects. The ROI of each PR
campaign has highly exceeded their
expectations. As mentioned earlier, most of
their campaigns have cost around DKK 1–2
million and resulted in worldwide coverage
(and of course you can´t expect that each
time).
It is important for them to measure the
success and they use a tool called
CoverageBook to measure the coverage in
the international press in connection with all
of their campaigns – that way they also get
comparable results over time.

campaign entirely. You need to listen
to your gut feeling – when the ideas
feel right and relevant you need to
execute it, while navigating your way
around the risks.
2. Having the right people in each
position is very important.
Especially in a very small team like at
Visit Faroe Islands, each person is
crucial for the process. The
organisation was created almost from
scratch and was able to form the
team
and
secure
the
right
competencies relevant for the future.
Most of them have worked together
for 6-7 years now and know each
other very well, both the internal
team and agencies, and that has a
positive impact on their work for
sure.
COVID-19 response
COVID-19 has had a huge impact on tourism
in the Faroe Islands, along the lines of the rest
of the world. The figures for 2020 are down
70-80% and it will certainly take some time
before they are back on track. Visit Faroe
Islands decided to take a different approach
than most other tourists boards during
COVID-19, where they have been very active
in terms of marketing and have run three
campaigns: 1) Remote Tourism (international
marketing, 2) #FærøerneFindesFaktisk (for the
Danish Market) and 3) Ferðist í egnum landi
(local Faroese Market).

1) Remote Tourism will be a very
memorable marketing project. Visit
Faroe Islands put it together in 10
Budget
days without any physical meetings in
April, at the beginning of the
Visit Faroe Islands’ total budget each year is
pandemic. They had at the time asked
visitors to refrain from visiting until
DKK 18,9 million (≈ € 2.5 mln), which is
further notice. The task was then to
divided into DKK 8 million for marketing and
find a solution to recreating a Faroe
DKK 6 million for local development. The
Island´s experience for people having
rest is for administration, salaries, etc.
had to cancel or postpone their trip.
They believed that people locked in
Lessons
their homes were bored and needed
amusement. A new remote tourism
1. Think outside the box, plan, plan,
tool was created, the first of its kind
plan and be willing to take some
via mobile, tablet or PC – the whole
risks. It is difficult to control a PR
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idea that you would experience Faroe
Islands with a local Faroese that
would act as your eyes and body on a
virtual exploratory tour. The Faroese
locals were equipped with a live video
camera, allowing virtual visitors not
only to see the views from an on-thespot perspective, but to also control
where and how they explored, by
using a joypad to turn, walk, run and
even jump. The result was an
experience just like a real-life
computer game– while exploring the
views and beautiful sceneries of the
destination.
The campaign went viral and resulted
in 544
news articles in all major
media in the world with a total online
readership of 5,6 billion. It also
resulted in 700.000 virtual visits, six
times the number of annual guests in
2019.
2) #FærøerneFindesFaktisk is a campaign
aimed at the Danish market. As said,
Faroe Islands have had a problem to
be recognised on the world map. This
problem became visible again when
the Danish Prime Minister announced
the few countries that Danes could
visit after 15 June 2020. The Minister
forgot to mention the Faroe Islands.
Therefore, they decided to send her a
kind greeting, in order to reach out to
potential Danish visitors.
3) Ferðist í egnum landi is a local tourism
campaign that Visit Faroe Islands did
to increase the number of Faroese to
visit
local
attractions
and
accommodations. A target group that
they have not been focusing on until
now.
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HELSINKI, FINLAND
– Innovative marketing campaign with the urban environment as a
demo-site for tech talent.

Illustration: Helsinki Marketing launched a talent attraction marketing campaign to attract new tech talent to the Finnish
capital. Winners of an online competition won a week-long trip in autumn 2019. The aim: talk with potential employers and
experience a world-class functioning city, always at your service. Photo credit: https://helsinkiasaservice.com/

Introduction
This is a case of creative marketing, innovation
and a harbinger of how cities will increasingly
leverage their urban environment and services as
factors to attract talent, and perhaps also
investors and visitors. This is a tight race and
innovation is needed to differentiate. How to
acquire a competitive advantage in the
international competition for talent? If place
brands are about uncovering what is there and
places can only earn a reputation for what they
have done, if marketing should be in harmony
with the “show, don’t tell” principle, then Helsinki
provides a good example of how this has all been
achieved. Helsinki has a world class urban
environment and quality of life. For example, in
2020 it was the happiest city to live in, according
to the World Happiness Report (Oxford
University, London School of Economics).

Helsinki needs talent. Finnish companies often
receive the helpful public sector hand from
municipalities as well as Business Finland and a
governmental programme to attract talent
called Talent Boost. After Nokia’s decline the
main problem in the tech ecosystem was
access to venture capital. Now Finland
attracts the most venture capital per capita.
Success stories in tech abound. Today the
bottleneck is the lack of talent. Companies
ask: how do we recruit and get the best
people to come? A municipality can play a
huge role to support tech companies in
recruiting.
Practically speaking then, how do you add the
emotional appeal of Helsinki to the marketing
brew? Enter CaaS, short for City as a Service,
which is an all-inclusive service bundle that
unlocks the entire city for international tech
talent, initiated and managed by Helsinki
Marketing (HM), the DMO (destination
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marketing organisation) of Helsinki. The
purpose has been to motivate, guide and help
the very specific target group of international
top tech talent to feel at home in Helsinki.
The tech talent is invited to come to Helsinki
and experience the city as demo users, which
is meant to add emotional appeal to more
rational arguments of why Helsinki is an
interesting place for tech talent. The
campaign, in turn, connects to the two
priorities focus areas and branding assets in
Helsinki’s marketing: digital innovation and
fighting climate change.
How did it start? The idea was triggered in a
discussion between Helsinki Marketing and a
fast growing company in the city, who said
that internationally, people have the wrong
idea about Helsinki. Finland is more than a
cold, distant, weird, dead serious all-work and
no play country – to make a shortcut here
with some usual stereotypes. As a
consequence, the living environment was
decided to be put forward in a future
marketing campaign.
Strategy and management
In short, the strategy has been to showcase
the urban environment. In other words, it can
also be described as showcasing digital
innovation and how a city fights the climate
crisis. Helsinki’s work rests on the conviction
that talent attraction benefits strongly from
general city branding. Companies use the city
in their own marketing, and a clear trend
shows how some major Finnish companies
align Helsinki’s brand with their own talent
attraction. Also, there is a natural link
between destination marketing and talent
attraction, whereby talent attraction can
benefit from the more emotional and social
type of marketing and branding used in the
destination marketing space.

international marketing (some DMOs also
have a mandate to develop the local or
regional tourism industry, which is not the
case for HM).
Marketing and communications
First, tone of voice has been an important
aspect. The CaaS term originates from the
tech world (cf. software as a service or SaaS)
and the language is light and targeted. It aligns
with Helsinki’s desire to be an edgy, creative
hotspot for tech and start-ups. For an
illustration, see a promotional video here. The
pitch focused on the world’s happiest people,
top education system and safest countries.
Words like demo, users instead of inhabitants,
early-adopters, etc., to talk about the city’s
offer.
Second, authenticity is a widely appreciated
character in tourism and marketing. In this
campaign, a key thing for Helsinki was the
desire to be “more Helsinki and not less”.
CaaS is an angle of showing the character of
the city: an authentic display of the world’s
most
functional
city,
as
Helsinki’s
development strategy and marketing messages
tell us (see also the national #FinlandWorks).
And if in tourism, people desire authenticity
and therefore increasingly to be part of all
things local – community, food, bars, shops,
parks, events, etc – then Helsinki took this a
step further. They asked people to come
experience the gray every day of the city. As
such, the initiative functions as a symbolic
action, in line with the “show, don’t tell”
maxim, that helps manifest the values and
characteristics of the Helsinki city brand.

The third focus has been on services and
people. A city as a service put simply is a city
for people. For residents, for current and
prospective international talent. Unpack the
services, the smartness of the city, the
functionality and you get a better user
Management and governance wise, Helsinki
experience. Seen this way, Helsinki is inclusive
Marketing is part of a project of the Helsinki
and welcoming, as its citizens can enjoy and
region talent hub, the so-called AIKO project,
build a community around values, a mindset
aimed at creating a coordinated ecosystem of
and an attitude. The city speaks to them.
talent services in the region. Helsinki
Overall, this hard work and creativity is in the
Marketing is active in attracting talent and
service of addressing a genuine challenge.
building a reputation for the region, in line
Helsinki lacks international awareness: they
with its main mandate that lies within
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are the “underdogs” among Scandinavian
neighbours. Helsinki Marketing says it gives
them a huge benefit: they can take more risks,
which sometime is a nice position to be in.
Regarding the marketing campaign, the chosen
geography has been quite diverse: the US,
Japan, Russia, Brazil, the UK, Latvia. The
professional profile was mainly engineering
like software architects, PHDs in CS, mobile
and production engineers. 300 talents were
shortlisted by and for the companies. One
moved to Helsinki in the beginning of 2020.
Due to COVID-19 this has also become more
complicated. Based on the first pilot, the idea
is to launch a bigger brand-building campaign
that will take inspiration from the CaaS
campaign. It was meant to be launched in
spring 2020, but was put on hold because of
the pandemic.
Collaboration
Marketing a city is a continuous dialogue with
stakeholders,
definitely
in
Helsinki’s
experience and especially from the past five
years when they have been focusing more on
it. It is important to have an accurate
understanding of what people are expecting.
One needs to listen and often convene
stakeholders. It is important to recognise
where a city can provide a platform and
environment for those meetings. All of these
practical steps amount to building the trust.
Trust, in turn, allows for new ideas and
concepts to flourish.
Being an active citizen is something HM
actively encourages. For example, the content
in MyHelsinki, a portal where a visitor (or
local) will find info for visiting, is all created by
locals. Citizens made possible for example a
Restaurant Day (a concept according to which
anyone could open a pop-up restaurant in
their home, office, etc. It is the world’s biggest
food carnival and happens worldwide four
times a year) and Helsinki’s Cleaning Day (a
flea market once a year, anyone can offer
their second-hand items up for sale on the
streets, yards and at home).

Leadership
HM took the bull by its horns when trying to
answer the challenge of finding talent for
companies in Helsinki. Since tech companies
were in focus the approach centered around
the words agility and flexibility, HM applied
this in their own work, too. Much planning
was done to make the CaaS campaign a
reality, but they were quick to let go of ideas
and rearrange their course when they saw
that something was not going to work. This is
not common with public sector organisations.
The first pilot campaign ran in 2019 and was
based on a tactical, practical and designthinking inspired approach to marketing. Six
local companies were part of the CaaS pilot.
A total of 16 individuals were invited to come
to Helsinki in November when the worldfamous Slush startup event was held. Some
came with their families, resulting in a total of
about 25 tech visitors. The selection was
made by the HR departments of the six
companies participating in the campaign.
Results
It was a very good campaign for Helsinki
Marketing, they did not need to boost or
promote posts much, as the concept was
quite creative and spread organically. The
campaign attracted widespread interest, with
almost 6 500 applications from 1 000 cities
and one has so far led to recruitment. 300
talents remain in the talent pool for the
companies to be contacted later. The total
media value of the campaign was € 950 000.
One explanation is probably that it had a very
unique angle and that it was considered fun
and humorous. Thus, the global tech
community began sharing it.
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Lessons
1. Don’t over-plan, but create
something real and tangible to meet
the needs of your target audience.
2. Agile leadership is key: Test and
learn fast, adapt, and scale-up, if it
works.

4. Some talent do not come alone:
Finally, don’t forget spouses and
families of the talent that come to
visit; you need to cater to their needs
too.

3. General city branding needs
tactical actions. General branding
campaigns benefit greatly from a more
tactical, concrete manifestation – a
symbolic action if you like – through
which you can create a direct
experience and interaction with
individual talent.
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NANTES SAINT-NAZAIRE, FRANCE
– Balancing attractiveness, growth and sustainability.

Illustration: Between industrial heritage and new developments, the Île de Nantes is a new central area which welcomes
creative industries. Photo credit: Elise Perrault, Future Place Leadership.

Introduction
This is a case about how to reconcile branding,
economic development, and sustainability
principles. From the first attempts of place
marketing with the initiative “Nantes, Just
Imagin”, to its current brand architecture under
the umbrella of Nantes Saint-Nazaire economic
development agency, this case gives an account of
transformations in place branding and business
attraction, and how working with strategy and
management can help sustain a place’s balance.
As a result of the economic dynamism of its
territory, the strategy of Nantes Saint-Nazaire has
slowly shifted from qualitative objectives rather
than quantitative, and very targeted branding.
This strategy called the top 50 strategy allows
them to rethink the balance between growth and
wellbeing.

The metropolitan area of Nantes SaintNazaire has a population of 867 000
inhabitants (among which 646 000 live in the
Nantes urban area). Nantes and Saint-Nazaire
collaborate under a territorial cooperation
scheme covering the territories of 61
municipalities, and five municipal associations
located in the Loire estuary. In addition to
economic development and place marketing,
they collaborate on matters of land use
planning, as well as issues of metropolitan
interest in the realms of services, transport
infrastructures, strategic urban projects, and
environmental protection.
Leadership
The two cities began working with place
promotion at the beginning of the 2000s.
While the place was experiencing a cultural
and economic revival, it lacked visibility
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internationally. The mayors of Nantes and
Saint-Nazaire agreed to work on place
promotion together in order to give account
of the interconnections between their two
cities (two cities, one living area), but also in
order to reach the threshold of 1 million
inhabitants and enter the stage of global cities.
Against this background, the regional
promotion agency and the branding platform
“Nantes, Just Imagin´” was created in 2011.
But the initiative didn’t last long and the
agency was dismantled four years later.
Actors estimated that the project failed as it
was lacking of especially:
1. A clear definition of objectives, and a
link with the development strategy of
the whole territory.
2. Coordination with other actors,
especially the economic development
agency in charge of business
attraction, as well as the tourism
sector.
Against this background, the two local
authorities decided in 2015 to merge
international promotion, place branding and
economic development activities into one
entity: Nantes Saint-Nazaire Développement.
The goal was to strengthen the cooperation
between these policies, as well as the link
with the strategic plan of the territory.
Strategy and management
The business attraction and branding activities
realised
by
Nantes
Saint-Nazaire
Development are meant as a tool to
implement
the
broader
economic
development strategies of these places. This
results in a business attraction that aims to
complement the local economic landscape.
Nantes Saint-Nazaire Développement has
worked to refine its goals, and target more
relevant groups or businesses. With the local
authorities, six priority areas were defined
and declined into priority targets for the
economic prospect. These are Health
(Biotechnology, E-health, Nutrition); Digital
(Proptech, Foodtech, Tech for Good (societal
purposes)); Creative and cultural industries

(Design, Image industry); Bluetech & Sailing
industries; New energies; Aeronautics.
For each sector, the 50 top prospects are
shortlisted, and every year an objective of
attracting some of these best companies per
sector is set, with a target of 20-25% of
companies with foreign capital. Each prospect
is analysed in order to assess how the
company can benefit the place based on
criteria such as the potential to integrate with
the local economic ecosystem, job creation,
and sometimes the reputation of the
company.
The agency is also shaping new criteria
depending on the environmental and societal
impact and commitment of the targeted
companies.
This results in different levels of services
offered by the agency to prospects, depending
on how strategic the enterprise is. This
approach is characterised by a much longerterm and slower strategy, as targets can be
approached before they actively look for a
new site.5

5

Traditional (if not to say out-dated) investment
promotion has had a tendency to focus mostly on the
main actors involved in a transaction, i.e. investment
promotion agency, the investor and the target business
opportunity. Competitive investment promotion is
increasingly more holistic. For more information on how
to innovate investment promotion, please
explore the Business Attraction
Management (BAM) handbook here. This is a
place-based approach, drawing on the assets, resources
and networks of a specific location. Investment
promotion as a discipline plays an integral role in
Business Attraction Management. However, Business
Attraction Management is a broader concept, not only
focusing on attracting an investment and giving the
investing firm due aftercare, but also drawing on local
and regional strategies and policies for making the place
attractive to investment-led growth and innovation. As
such, policies and strategies for innovation and growth,
cluster development and talent attraction play an
important role as enablers for business attraction.
Read more here:
https://futureplaceleadership.com/toolboxes/businessattraction-management-for-cities-regions/
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Marketing and communications
Regarding marketing activities, this approach
translates into very targeted marketing by
type of actor and industry. Rather than big
promotion campaigns, it is more about
communicating relevant information to the
relevant person.
Examples of activities include doing market
research on digital graduates, creating a
brochure on the health sector, promoting the
economic ecosystem online, and coordination by the economic agency. Their
approach to promoting the territory has also
changed. From promoting the 1 million
inhabitant agglomeration as a whole, the
agency tries to promote the different places
within Nantes Saint-Nazaire and their specific
identities. The issue of “size” is not as
relevant as it used to be, according to the
agency.
Collaboration
The main partners include the public sector
with the two local authorities of Nantes and
Saint-Nazaire urban areas, the Chamber of
commerce and industry, Solution &co (the
regional development agency), and the
economic ecosystem (local companies,
clusters, research labs, etc.). Nantes Saint
Nazaire Development is financed by the
Chamber of Commerce, Nantes Metropolis,
and Saint-Nazaire agglomeration.
Besides these formal relations with the three
bodies, partnerships are rather informal and
rely on day-to-day relationships. Similarly,
each project manager specialised in one
priority sector is integrated in its ecosystem.
In addition, the agency manages a network of
400 ambassadors which is also targeted.
Communities of ambassadors are facilitated in
two strategic cities: Montreal and London. As
a result of these relationships, 50% of
companies’ attraction takes place through
recommendations.
Results

industries, expertise, and specialisation of the
place. Every year, Nantes Saint-Nazaire
Development conducts a global evaluation
which combines the number of Top50
prospects engaged or achieved, and a share of
completed projects per industry.
In 2020, Nantes Saint-Nazaire managed to
secure one of its key prospects: the
healthtech startup Doctolib, which exemplifies
how the Top50 strategy is implemented.
The Doctolib case
In May 2020, a healthtech start-up called
Doctolib chose Nantes to open its new
offices. A part of this success story was that
the health sector specialist developed a close
professional relationship with members of the
board of Doctolib at relevant industry fairs
and events, and introduced Nantes and its
assets. Regarding Doctolib’s own activities,
they launched a competition for their new
offices where both Nantes and Lyon, the
second largest city in France, were shortlisted.
A site visit followed where the agency
mobilised politicians, real-estate companies,
and local start-ups to meet the staff of
Doctolib. Assets like local human resources
were highlighted. In the end, Doctolib chose
Nantes as an investment destination, given the
region’s profile in sustainable economy, and its
ability to attract and retain talent.
This exemplifies Nantes Saint-Nazaire longterm and targeted approach, where prospects
are selected and approached long before they
have even have a project, and where specific
messages allow them to highlight relevant
assets for targeting.
Lessons
1. A long-term approach to attract
the right companies: Thanks to
Nantes Saint-Nazaire’s long-term
approach, Doctolib had mapped
Nantes out before it had even
planned an investment project.

2. Qualitative
target
strategy:
Thanks to the targeted business
The top 50 strategy is a unique and efficient
attraction and marketing strategy,
strategy which allows a deep reflection on the
Nantes already had the right message
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to show they were a competitive
region for companies, e.g. their
universities delivering tech talent.
3. Investment promotion is about
cross-sector
partnerships:
Relationships with the start-up
ecosystem, politicians, and real-estate
actors to provide information on
offices made it possible to mobilise
them during the visit and demonstrate
this
partnership
spirit
which
characterizes Nantes and can be
helpful for the company.
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AMSTERDAM, THE NETHERLANDS
– Towards a sustainable and circular economy.

Illustration: Amsterdam is a picturesque city. The postcard views, not to mention citizens’ hometown, will lose its quality if
it is not enjoyed responsively. Here is a rather self-explanatory example of how some of the everyday work the city needs
to do. From the Enjoy & respect campaign, Photo credit: amsterdam&partners

Introduction

management
and
amsterdam&partners.

This is a case of leadership and how sustainable
urban development strategy can be aligned with
destination management and place marketing.
Amsterdam is on its way to becoming a circular
city in 2050. Deriving from the need to tackle the
climate crisis and reduce its CO2 emissions, the
city has made a decisive shift towards a greener
future which entails improving the management
of production and consumption of goods. This also
includes rethinking how demographic, economic,
and visitor growth is managed. This means
shifting from place marketing to a destination
management perspective, and guiding residents
and visitors to lesser-known areas. In this case
study we explore Amsterdam’s circular approach
and the actions taken by its destination

marketing

agency

Amsterdam has grown immensely since 1990
and has to take bold actions in order to limit
its global impact. The goal set by the
Amsterdam Metropolitan Area is to be
climate neutral by 2050.
By ensuring that everything that is produced
and consumed is reusable it can help drive this
transition. “People are fed-up with the
disposable society we created” adds deputy
mayor Marieke Van Doorninck in an interview
with Freakonomics, a podcast. Amsterdam
city has the goal to preserve raw materials
and therefore achieve a halving of the use of
new raw materials by 2030 and become
economically a fully circular city by 2050.
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Illustration: Creating a thriving city portrait. This work is the result of Kate Raworth’s concept called the doughnut
economy. The actors behind this model are Doughnut Economics Action Lab, together with Biomimicry 3.8, Circle
Economy, and C40. Photo Credit: Doughnut Economics Action Lab.

For Amsterdam being a circular city means
mapping various material flows from entry to
processing, and reorganising the supply chains
to change processes of manufacturing and
maintenance. This vision led Amsterdam
Metropolitan Area to adopt the Amsterdam
City Doughnut, an approach developed
together with Kate Raworth, an economist at
Oxford University and Cambridge University.
This model is a compass to balance the local
and global scales, as well as individual
wellbeing (derived from the UN sustainable
goals), and planetary boundaries set by
scientists.
The Amsterdam City Portrait (illustrated
above) realised by the scientists together with
the municipality staff combines four lenses:
local social, local ecological, global ecological,
global social. Each perspective allows
Amsterdam to evaluate its social and
ecological impacts – and set the right
objectives.

Strategy and management
The key player in addition to the municipality
in this field is amsterdam&partners, a not-forprofit, public-private partnership organisation,
dedicated to creating connections and sharing
knowledge that contributes to a thriving and
prosperous Amsterdam Metropolis. It was
founded in 2013 as a merger of Amsterdam
Uitburo, Amsterdam Partners, Amsterdam
Tourist Office, and the Amsterdam
Conference Office.
What is key to the green economy shift and
creating a more sustainable future, is not only
the strategy, but also their visitor economy
approach.
Over
the
years,
amsterdam&partner’s approach has evolved
from place marketing to improving the city’s
reputation
and
influencing
people’s
behaviours. This is achieved by guiding
different visitors to places that are less wellknown: maintaining the right balance between
liveability and prosperity, sustainability and
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social responsibility, focusing on residents
while offering a warm welcome to visitors.

embodied by Amsterdam, and respect for its
inhabitants.

Within this framework, amsterdam&partners
works with what they call “sustainable visitor
economy”. Sustainability is a starting point for
all activities which integrates ecological,
economical,
and
social
perspectives.
Amsterdam is still growing with more and
more people wanting to live, work, and study
there and the local authorities have to plan
for a continuing increase of visitors. This
means that there is a need to manage this
growth. The organisation is working with its
partners to define what a sustainable visitor
economy means for Amsterdam. This will be
presented to the Alderman – highest city
official – of Economic Affairs by the end of
November 2020.

Amsterdam has learned that a city’s
reputation is a major consideration for
businesses who are choosing a location, and
the same goes for their employees. In
partnership with universities and industry,
amsterdam&partners is building a sustainable
reputation for Amsterdam and the region as a
location for business and investment.

This strategy is also shared by the national
Dutch tourism authorities in its Perspective
2030, where they are pushing for a shift from
destination
marketing
to
destination
management.
Marketing
To manage the growth of the city and
destination, amsterdam&partners is putting a
greater emphasis on guiding both national and
international visitors to the city’s hidden gems
and lesser-known areas, and the wider
metropolitan area. In the messaging, they are
making Amsterdam bigger: expanding the
focus away from the city centre to the
metropolis as a whole. This is done by
communicating through digital channels as
well as the I Amsterdam magazine, and
producing new neighborhood guides and
maps. The main message is that Amsterdam is
a city to live and to work in, and where
visitors are welcomed with hospitality. As
part of the focus on liveability, the Enjoy &
Respect campaign was created 2018 in
cooperation with the municipality, the
transport providers, and partners in the
leisure sector. It gave information on the
city’s regulations regarding negative public
behaviours like littering and increased
awareness on the balance between freedom

Collaboration
amsterdam&partners is made of a network of
1 050 private, public, and cultural partners,
varying
from
cultural
institutions,
corporations, universities, local authorities,
companies in the tourist and leisure industry,
congress
organisations
as
well
as
representatives of residents’ organisations. In
addition,
they
co-operate
with
32
municipalities in the Amsterdam Metropolitan
Area, two provinces, plus other cities such as
The Hague and Leiden.
Collaboration takes place through taskforces,
regular network meetings, personal contacts
and via monthly newsletters to inform
partners.
In the process of defining the sustainable
visitor economy as described above,
amsterdam&partners consulted the wider
audience/residents
via
sessions
with
representatives of residents and surveys on
their website. About 100 representatives of
their partners participated. The results will be
published at the end of November.
Leadership

Many stakeholders are already involved and
organised in sustainable initiatives. There is,
for example, a group of hotels in Amsterdam
working on sustainable initiatives and sharing
best practices. The Untourist guide raises
awareness on over-tourism in Amsterdam and
also helps communication about different
destinations and attractions within the city.
The role of amsterdam&partners in that
respect is to enhance existing initiatives
through communication and marketing
47
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Illustration: De Ceuvel space, Credit: De Ceuvel

.
activities, and by being a multi-stakeholder
organisation
being
a
platform
for
collaboration.
Placemaking
According to our Place Branding Framework,
good places work with their urban or rural
environment to create better places and earn
a better reputation in the eyes of the outside
world. This can be seen in Amsterdam as well.
Urban development is in the competence of
the Amsterdam Metropolitan area. The
Amsterdam City Doughnut as described
above shows the paradox between building
more housing units to accommodate the need
of a growing city, and the footprint of new
constructions. This led Amsterdam to
reconsider the way they build new housing,
and focus on a socially sustainable housing
market as many young Amsterdam citizens
can’t afford living in the city anymore.
Consequently, it was established that 40% of
new developments need to be affordable
houses and 30% targets middle income
households.6

6

https://freakonomics.com/podcast/doughnuteconomics/

Another example of how the circular
economy, urban innovation, and urban
development come alive in Amsterdam is the
De Ceuvel experimentation. De Ceuvel is an
alternative co-working space developed in the
North of Amsterdam on a former shipyard by
the Johan Van Hasselt kanaal.
Following a municipal call to occupy this
industrial brownfield site, a consortium of
young architects conceived an urban space
based on sustainability and circularity.
Houseboats were renovated to host
workspaces for artists whereas the land was
covered with phytoremediation vegetation
allowing the soil to be cleansed of pollution.
Over the years, de Ceuvel has built
collaboration with Amsterdam Smart City
actors and local volunteers allowing it to
transform the place into a real-life circular
technologies test-site and innovative public
and creative space.
For instance, heat exchangers capture and
recycle 60% of the warm air leaving offices,
aquaponics greenhouses are used to produce
vegetables, etc. This has been a great place for
urban experimentation, where the private
actors were able to test and try out new
methods in the circular economy, digital tools
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- and explore how unused spaces in
Amsterdam can be put into use in a new way.
Lessons
1. Make ambitious commitments
and
work
systematically
The circular and green strategies are
not only ambitious, they have been
developed inclusively to empower all
actors. What does the circular city
mean for tourism, for innovation, and
urban development? Discussing these
questions allow Amsterdam to turn
the strategy into reality. It is about
stakeholders:
identifying
and
supporting existing networks and
initiatives.
2. Sustainability means thinking
local
and
global
In the 21st century cities are no
longer isolated islands. Global cities
like Amsterdam have an impact on life
and the habitats of populations on the
other side of the globe. Taking actions
to counter the environmental crises
are meaningless without these
perspectives.
3. Marketing a place can be about
developing it.
Observe how Amstedsam has
reoriented from marketing to
development, manifested through, for
example, how they get tourists to go
to the whole region, not just the
heart of Amsterdam. This is about
development and co-operation, not
only asking someone to go to another
place.
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COSTA RICA, CENTRAL AMERICA
– A successful holistic approach and strategic team effort

Illustration: Río Celeste in Costa Rica is a popular tourist attraction and quite the natural wonder. Photo credit: Essential
Costa Rica.

Introduction
The case of Costa Rica is about how the country
has organised its place branding strategy and
cooperation with various stakeholders and
reached its objectives. Being a small country, the
main challenge is to create awareness and
increase export revenues. The country has grown
in recent years to be one of the most recognised
countries in terms of sustainability thanks to their
focused national policies and place branding
efforts.
Costa Rica is located in the heart of the
Americas. Although it is relatively small, some
51 100 square kilometres, it contains 5% of
the world's biodiversity. Its population is
about 5 million. The country is known for its
natural beauty. The most important export
products are medical instruments, bananas,
tropical fruits, integrated circuits and
orthopaedic appliances. Ecotourism is another
important focus area. Essential Costa Rica is
the country branding platform. Through the

brand platform, tourism, exports, and foreign
direct investments (FDI) are promoted, hand
in hand with the unique culture. The branding
effort is composed of two criteria: 1) Country
positioning: which highlights the charismatic
"Pure Vida" culture in addition to the
specialized and talented professionals 2)
Country competitiveness: it is guaranteed that
the companies represented under the country
branding platform hold the same values of
excellence, sustainability, innovation, social
progress and Costa Rican bond. The country
brand mission is divided into an international
and national vision with a focus on promoting
tourism,
FDI,
exports,
talent
and
theworkforce, protecting its reputation and
boosting competitiveness by increasing
company standards.
Getting started
For several decades, the Ministry of Tourism
in Costa Rica did an excellent job positioning
Costa Rica as an ecotourism destination.
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What was lacking, however, was promotion
of the country's strong agriculture,
manufacturing, and talent capacities. Thanks
to public policies implemented in the mid-20th
century, the country was able to lay the
foundations for a robust international
commerce sector and attract companies
interested in the FDI and exports.
Government and industry leaders came
together and decided that the best strategy
would be to develop a comprehensive
country narrative and position Costa Rica
under a single country branding strategy and
platform. Thus, the Essential Costa Rica
governance strategy was formed by
Presidential decree. Today, it comprises six
institutions:
The
Exterior
Commerce
Promoter (PROCOMER), the Costa Rican
Tourism Board, the Costa Rican Coalition of
Development Initiatives (CINDE), and the
Ministries of Foreign Trade, and Foreign
Relations and Worship. The Ministry of
Culture and Youth was most recently
incorporated.
Strategy and management

●

●

Marketing and communication
The Essential Costa Rica marketing strategy
has two primary targets: tourism and
commerce.
●

The Costa Rica branding platform was
developed based on its policies of peace,
education, health and sustainability.
All of the work relies on research. To manage
the country branding, the following is done: 1)
Compilation of research and data sources that
provide concrete data. For example: the
current country branding is the result of an
in-depth investigation of 79 markets. The
study enabled the understanding of the
comprehensive brand image of Costa Rica,
both nationally and globally 2) Visualization of
the public perception/narrative aspiring for
and take the steps needed to align perception
with the brand identity 3) Development of
long term Key Performance Indicators that
are reviewed/revised annually.
As stated, the country's brand was born by
presidential decree. Its governance is
executed through six institutions, and in this
respect, there are three important teams:
●

An inter-institutional committee meets
three times a year, overseeing the

country's brand strategic plan and
alignment. The committee is a team that is
composed of the leaders of each of the
six institutions.
A technical unit is a team composed of
representatives of each institution. They
meet monthly and oversee tactical
coordination, interagency alignment, and
the review and approval of licensing
events
Then there is the country brand
management. That is an interdisciplinary
team of publicists, public relations
specialists, marketers, and trade experts.
They oversee the brand administration,
protection, and operational management,
as well as campaign development.

●

Tourism: the B2C campaign, Only
Essential, was launched in 2019. Its aim is
to target tourists from strategic markets
such as Europe and North America. In
keeping with the nation's pledge to
promote conservation and sustainability,
the extraordinary campaign incorporates
steps to mitigate the environmental
impact of tourism and has resulted in over
three million visitors.
Commerce: B2B campaign efforts that
include
harnessing
international
commercial interest by highlighting the
added value and opportunities Costa Rica
offers. Besides regular promotional
missions and participation in international
fairs, digital marketing campaigns are
developed that identify buyer and investor
prospect leads in foreign markets.

Leadership and Collaboration
Essential Costa Rica works with three types
of stakeholders and all are aligned with the
development of the strategic plan of the
country's tourism, trade, industrial, private
and public sector to be successful on the
international markets:
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●

Private
sector:
Thanks
to
the
development of a licensing protocol and
its recognition within the Sustainability
Map platform of the International Trade
Center, the project is increasingly
engaging a growing community of
companies in the goods and services
sectors.
These
companies
have
committed to aligning their value-added
reputation with Costa Rican standards of
sustainability,
social
progress
and
innovation. The understanding among the
companies is of value, as they see this
beyond the logo, more as a commitment
to the added value that Costa Rica seeks
to reflect internationally.

Rica is recognized as a sustainable territory
containing close to six percent of the world's
biodiversity, with 99 percent of its electrical
energy generated from renewable sources.
The country's educational system promotes
social progress as well as the responsible use
of resources. These attributes are reflected in
the DNA of its companies. One of the
projects linked to this is the sustainability map
platform, mentioned earlier. Costa Rica is also
a country of peace, whose abolition of the
army in 1948 permitted the government "to
exchange
weapons
for
books."
Costa Rica has been heralded as the happiest
country in the world for several years,
according to the Happy Planet Index.

●

Citizen engagement: is achieved through
Event Licensing and Country Brand
Ambassador programs. The program
aligns key messages (slogans) with local
and international celebrities from different
disciplines. The focus has also been on: 1)
Constant education of citizens about the
key message of the country and position
at the international level, also 2) citizen
involvement by means of telling their
stories of talent, entrepreneurship and
innovation.

In sum, there is an alignment and fit between
how Costa Rica wants to be perceived and
policies and efforts to develop precisely those
areas, values and resources.

●

Government: Through inter-institutional
work, central government authorities are
engaged by aligning key messages (slogans)
with the Presidency of the Republic and
national ambassadors located abroad.

Costa Rica's country vision has been
cultivated for decades and incorporates core
values into the national decision-making
process. These include protecting the
wellbeing
of
inhabitants,
pursuing
environmental stability, counteracting the
global threats of climate change, protecting
the environment, and achieving sustainable
economic development. Because of these
efforts, Costa Rica is becoming a world
benchmark for sustainability. The branding
platform, in turn, is based on policies such as
peace, education, health and sustainability.
For example, there are several public policies
(that transcend government administrations)
to support and protect national values. Costa

Results
Costa Rica has built up a strong reputation for
sustainability by using symbolic actions and
smart branding strategies. Costa Rica was, for
example, chosen as the Champion of the
Earth in 2019 by the United Nations for policy
leadership because of its pioneering role in
protection of nature and its commitment to
ambitious policies to combat climate change,
but the country has put forward a detailed
plan to decarbonize its economy by 2050. In
the lead up to sustainability one of the KPI’s is
how many companies are in the licensee
community or the Sustainability Map platform,
today there are over 565 companies.
Costa
Rican
exports
have
grown
exponentially over the last few years. In 1980,
goods sent to the United States averaged $1.2
billion, and by 2019, had reached US $21
billion. Several important factors are
attributed to driving this growth: creation of
the FDI promotion agency CINDE (1982),
creation of PROCOMER and COMEX (1996),
and the signing of various FTAs (USA, China,
CA-EU, Korea). Today, exports represent
34% of the national GDP, surpassing the
OECD country average of 29%. This is due in
part
to
the
country's
remarkable
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diversification of exports from primarily
agricultural to varied products.
Other recognition and the result of the work
can be seen, for example, in the image
perception survey from Bloom Consulting
2017 where the value of Costa Rica's country
brand is the fastest growing in the Americas.
Also, improvements in the country's
positioning in new markets, including Spain,
France, Germany, and England, have been
recorded. Finally, the Country Brand world
ranking value rose 12 places for tourism and
five places for investment and trade.

areas need to be made. But as said by country
brand
director
of
PROCOMER's Essential Costa
Rica, Daniel
Valverde "if there is one thing the citizens
of Latin America know, it's how to navigate
crises. This region has faced it all—from wars
to political uprisings and environmental
calamities. It is in our DNA to persevere,".

Lessons
1. Learn from others: Sharing
information between countries is
essential to achieving a solid and
unified strategy.
2. More collaboration in Latin
America has potential: The region
has lots of development potential. By
working together, place marketers
and
placemakers
can
ensure
promising results for the region.
3. From destination branding to
holistic nation branding: Many
country brands are strongly inclined
towards being destination brands
only, rather than applying a
comprehensive approach that includes
commerce. Hence, the challenge
remains to incorporate commercial
elements in an innovative way that
balances the country brand's integral
strategy. Just as there needs to be a
balance between
tourism
and
commerce, there must also exist a
balance between the private and
public sectors.
COVID-19
At the onset of 2020, the Country Brand
Committee defined the key strategic messages
to be projected locally and internationally. As
a result of the COVID- 19 pandemic, Essential
Costa Rica remains, however, some changes
to the country's brand approach and focus
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GREATER COPENHAGEN, DENMARK

– A unique case of 85 municipalities, two countries, one brand and
a clear path to becoming a global frontrunner in talent attraction
and climate leadership.

Illustration: Greater Copenhagen is the regional branding strategy, co-operation and marketing platform to attract
investments and talents to a region of 4,3 million people, two countries and 85 municipalities. Photo credit:
www.greatercph.com.

Introduction
Have you ever been to Copenhagen? What about
Greater Copenhagen? Greater Copenhagen is a
best practise example of place branding nearly
across the entire spectre of it. It boasts 85
municipalities in two different countries with two
investment promotion organisations as clear
managers of the branding work: Copenhagen
Capacity (CopCap) and Invest in Skåne.
Innovation to the region and to place branding
has come in many ways. We can distinguish three
things: talent attraction, CO2 neutrality 2025 and
the Greater Copenhagen platform.
CopCap is the Winner of the Financial Times'
"Best FDI Strategy 2019" amongst Europe's
mid-sized regions (and a previous recipient),
as well the winner of multiple awards from
the World Bank, United Nations, New York

Times and others. It was also ranked best in
2016/17 among regions with 1,5 and 4 million
inhabitants. Greater Copenhagen won the
Place Brand of the Year in 2017 at City
Nation Place, a place marketing conference in
London.
Strategy and management
In the early 2010s, Copenhagen tried to
launch a branding platform for the city in
order to pull ahead in the international
competition for investments and talent, eyeing
competitors like Amsterdam, Hamburg,
Stockholm and others. OPEN Copenhagen
was established by Wonderful Copenhagen
and Copenhagen Capacity and 22 member
companies such as CPH Airport, Microsoft,
etc. Even if it sounded right – the
COPENhagen is “open” for business, talent,
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etc – instead of anchoring it in a wide
stakeholder
consultation,
it
was
commissioned from a design agency and with

very little anchoring with those who were
expected to use it. Consequently, after a few
years it was turned down by stakeholders.

Illustration: Greater Copenhagen deploys this central message of a better life. It calls these statements Emotional Selling Points that
help to address people. Once people click (figuratively and literally), they move on to audience specific Unique Selling Points. The very
idea behind the campaign concept ‘There is more to our happiness...’ is to redefine the perception of the soft values happiness,
freedom and quality of life, so that they are also perceived a s competitive factors that make an attractive place for doing business
and building a career. Photo credit: www.greatercph.com

Fast forward a few years and Greater
Copenhagen sees daylight in the middle of the
decade. Greater Copenhagen is a strategy and
platform for co-operation and marketing the
entire cross-border region involving both
Denmark and Sweden, and altogether over 80
municipalities from both sides of the Öresund
strait. Why? Because in international
competition, it makes sense to team up and
form a bigger value proposition to talent and
investors. For example, Copenhagen started
with carving out a thorough strategy for
attracting,
receiving
and
integrating
international talent. This included the entire
journey of an international talent in
Copenhagen and consequently, what services
they would need to be provided (in English).
The brand is managed by Copenhagen
Capacity and Invest in Skåne, respectively the
Danish capital’s investment promotion agency
and it Swedish counterpart responsible for
the region of Skåne in southern Sweden.
Marketing and communications

Take the example of talent attraction, where
Copenhagen is perceived as a global market
leader by its peers. Utilizing Emotional Selling
Points and highlighting the story of the
lifestyle, high living quality, generous parental
leave, a horizontal Nordic management
culture and so on. Once that story starts
registering, move closer in on the target
group and start talking about the more
Unique Selling Points. To differentiate the
metropolis as a business hub, they decided to
use the Nordic positive brand image and soft
values to their advantage. Danes (and Swedes)
have an exceptional work-life balance with
time for both children and exciting careers
(for both mothers and fathers), all the while
being some of the most efficient and
hardworking employees in OECD.
At the heart of it lies a quite generic landing
page and career portal. Here the general
opportunities of the lifestyle and career
opportunities are highlighted. This is what
CopCap calls Emotion Selling Points, inviting
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visitors to consider the life quality in Greater
Copenhagen. The campaign site is also used
for a very segmented target campaign of a
certain industry or cluster seeking specific
skills. This essentially becomes a tailored
landing page where actual leads that explore
and click further are fed into the talent
database, which then matches candidates with
relevant job openings based on a high degree
of automatisation by leveraging artificial
intelligence. By tracking online behaviour in
the campaign universe of the lead, the system
will send relevant future jobs and
opportunities to the prospective talent. Lastly,
the entire campaign and career portal needs
visibility: accompanying online and offline
promotion activities are made on social media
and on websites that target groups use. What
may surprise regions entering this space is the
actual funnel from awareness to interest to
lead to call to action and ultimately a job hire.
One simple example from a leading region in
this field had a campaign exposure of 23
million, but going through the marketing
funnel “only” 23 jobs were ultimately created.
However, the actual marketing spend
compared to the net economic gain to the
region was still a net gain.
Collaboration
Copenhagen Capacity needed to fulfill its
investment promotion role and help
companies to establish and grow in the
region. They learned very early, compared
with many other cities worldwide, that talent
is needed in order to do either of that. In
addition to the international talent services
they had started to provide, marketing
campaigns were launched, too. CopCap took
the lead, promised to partially finance a
campaign and then asked the private sector if
they wanted to take part, i.e. to contribute.
That model has proven a success , with 13
separate digital talent attraction campaigns
done so far. With this core in place, a digital
media
strategy
was
developed
and
implemented through close partnerships with
companies and organisations in select
industries. Important questions to cover when
setting up a campaign include which exact
profiles are needed, where should they look
for them and what are the detailed winning

arguments in sector X. In return, CopCap
provides companies with exposure to attract
international talent and investment when
doing its marketing.
The talent ecosystem has been in the good
hands of Copenhagen Capacity, International
House Copenhagen and The Confederation of
Danish Industries, among other players, for
the better half of this decade. They have
world-class Talent Reception and Integration
services thanks to the International House
Copenhagen and Copenhagen Capacity does
award-winning digital marketing campaigns.
The ecosystem co-operates and is not
fragmented. We see here that branding is
both about marketing and not the least
providing the target group with an experience
of a positive welcoming and settling-in, which
in turn will help build the brand (talent
reputation).
While the story of Greater Copenhagen and a
promise of a better life may sound good, if
not too broad, it has proven its worth. Even
more practically, that has been a key enabler
allowing to unite smaller municipalities in the
vicinity of Copenhagen. The whole becomes
greater than the sum of parts and marketing
achieves greater international impact.
Leadership
What really sets Copenhagen apart from
other cities, is climate leadership. Copenhagen
does things to earn a better reputation. The
vision, embodied in the Carbon Neutral Plan
– the ‘CPH 2025 Climate Plan’ – was adopted
by the city council in 2012. The declaration to
become the world’s first carbon-neutral
capital by 2025 was followed by a clear roadmap and action. By 2020, many cities have
adopted a similar vision, but when they
started at the beginning of the decade, it was
innovative. More importantly, articulating and
following through such a vision will require
and enable innovation in any city.

One aspect that made the first-mover
advantage
possible
was
innovation
procurement: Copenhagen knew what the
challenge and aim was – CO2 neutrality by
2025 – but it did not know how to get there.
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So they invited companies to help out. This is
what we call a ”Challenge-driven business
attraction”. It is about defining and
communicating challenges that the location
faces – and which businesses can help solve
them – can form a starting point for targeting.
Copenhagen used its smart city development
as a starting point for business attraction. In
addition, through initiatives such as the
Copenhagen Solutions Lab, corporations, the
public sector, SMEs and start-ups, students
and researchers are invited to co-create the
future solutions that will help the city reach
its ambitious goals.
The ambitious plan has received worldwide
attention and praise in international media and
government circles – and has become a driver
for local innovative initiatives that aim to
reach the goals. The vision has also been very
useful for storytelling about Copenhagen; for
example, when talking to international
investors. Indeed, over the last few years,
several global tech firms such as Cisco and
Hitachi have established themselves in
Copenhagen, enticed by the opportunity to
help the city tackle the challenges associated
with the transition to carbon neutrality.
Achieving such a win-win situation requires a
lot of work to convince any public sector
organisation to take a risk.
It is also highly likely that Copenhagen’s
sustainability credentials help attract talent
that either identify with the ambitions or that
want to tap into the transition through work,
studies or research linked to sustainability and
climate action.
Budget
Speaking of the marketing campaigns,
municipalities and companies all have the
option to co-finance and be a part of
individual campaigns. These are always
extremely targeted with the selection and
balance of the messages about the region (e.g.
young coders do not receive messages about
daycare and work-life balance, but about
career prospects and nightlife). Campaigns
cost a five-figure sum (such as social media
costs), while the talent department at
CopCap handles the incoming talent. On the

matter of international talent, a Danish think
tank DEA and the Confederation of Danish
Industry have calculated the value of a foreign
highly skilled worker moving to Denmark: a
single highly skilled talent contributes ca € 96
000 to public finances annually and one with a
family contributes 293 000 EUR.
Lessons
1. Place branding is a larger than
place marketing. Strategy and
services
make
a
strong
foundation
for
marketing.
Place branding is often mistaken for
marketing a place. Place marketing
campaigns work well if the ground is
prepared with services, experiences
and value offers that have been
matched with exact target audiences,
executed in a stylish and precise way.
If and when wanting to create a
marketing campaign for a city, it will
be a big and visible initiative that will
boost – or undermine – your future
credibility.
2. Take a risk and remember: CO2
neutrality is good business – and
for the brand.
With each passing year, CO2
neutrality is becoming a key factor for
cities
and
companies
alike.
Copenhagen was the first capital to
announce its vision of CO2 neutrality.
They started in the early 2010s with a
bold vision – and no concrete answer
how to get there. What they did was
ask for companies to come and create
something new together. Achieving
such a win-win situation requires a lot
of work to convince any public sector
organisation to take a risk,
experiment and daring to fail and
learn from the failures. Copenhagen is
an example of what benefits taking a
risk can bring and provides an
example of how a city can create a
market for business who in turn can
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make a profit out of the provided
innovation
labs,
testbeds,
procurements and so forth. Create
the market and the innovation
opportunities, and invite investors and
talent, and help local companies
flourish. What’s more, the first-mover
advantage of being one the true
pioneers in tackling the climate
emergency is not only good for
business – it’s also good for getting
noticed, earning a reputation and
building a brand.
3. Create tailored campaigns when
you are ready and be precise.
Often places would like to go straight
to marketing themselves. Wait until
your offer is in place. Once you are
there, be meticulous about how you
organize your campaigns. A landing
page or machinery for a campaign can
be outsourced or a temporary thing.
Or it can be grow bigger and bigger
over time. Such a long-term approach
allows for many things, including
building a bank of potential talents
that are very, very interested in your
region. In such a case, owning the
data becomes very important.
Otherwise you can neither create nor
measure value.
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Conclusion
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Remember, people everywhere have the right to
be proud of their places. However, do not
mistake that for a reason for others to be
interested in your place. All too often we hear
people claiming that their city is a “well-kept
secret”, sometimes even that people are ignorant
for not realizing how great their place is. It may or
may not be true. Some places have uniqueness
that stands out, right or wrong. Maybe they are a
capital, maybe their nation has a great reputation
already and everything they do is seen only as a
validation of why you thought positively about
them in the first place. Some places have more
resources, more understanding politicians or a
better climate for co-operation. This list of things
that are difficult to influence is long.
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That said, all places – countries, cities, towns,
rural villages, regions – have the power to
undergo positive transformation.
Places that do not have a uniqueness that is to
their satisfaction –- they do not attract enough
investments, talent or visitors – can take action.
The primary reason is that it is necessary and the
right thing to do: provide services and a safe, good
environment for living and for the economy that
does not come at the expense of future
generations and the planet.
Some places do it innovatively and inspire – and
earn a better reputation and ultimately become
relevant to those they want to attract.
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