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STRATEGY FOR THE
PROMOTION OF
SWEDEN ABROAD
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EVERYTHING WE
SAY AND DO

A COUNTRY’S REPUTATION
IS IMPORTANT

Countries are dependent on the esteem and confidence of the rest
of the world in their competition for tourists, investors, talent and
the attention of others. Sweden is a country with a good reputation,
but the world is changing rapidly and competition for attention is
growing.
A strong image of Sweden abroad is important for achieving political objectives, promoting trade, attracting investment, tourists
and talent, and encouraging cultural and scientific exchange. The
Council for the Promotion of Sweden works to ensure the coordinated and long-term promotion of Sweden abroad and has since
2013 taken its cue from the Strategy for the promotion of Sweden
abroad.
Along with others, Sweden has been affected in recent years
by negative rumours and in some cases outright disinformation,
particularly in the areas of migration and integration. At the
same time, there are other more positive trends. The digital
transformation continues to contribute to an increase in
cross-border communication and a culture of sharing
has emerged that often promotes cooperation
projects for mutual benefit.
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A large number of studies confirm
that Sweden has a good international
reputation. If you ask people around
the world, they place us among the
top countries for prosperity, innovation, openness, education, gender
equality, low corruption, competitiveness, corporate social responsibility
and sustainable development, for
example.
But that does not mean that this
will automatically remain the case.
There are places on the world map
where Sweden is completely unknown to most people, or where the
image of Sweden is outdated. Knowledge about Sweden is particularly
poor among young people in countries
far away.

This has an impact on organisations, companies and brands that
in turn benefit from the image of
Sweden as a component in their
own brand in their international
operations.
If we want the image of Sweden
to continue to develop in a positive
direction, all of us who represent the
country must continue to do good
things. Everything that Sweden and
Swedes say and do, and what others
say about us, affects the overall
image.
This is the only way we can contribute to an up-to-date and relevant
image of a modern, open and innovative Sweden.
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STRENGTHENING THE IMAGE
OF SWEDEN IS A JOINT
ENDEAVOUR
In 2016, the Council for the Promotion of Sweden Abroad carried out a
strategic analysis as a basis for the
further development of the Strategy
for the promotion of Sweden abroad.
The Council consists of the Ministry
for Foreign Affairs, the Ministry of
Enterprise and Innovation, the
Ministry of Culture, the Swedish
Institute, Business Sweden and Visit
Sweden.
The analysis shows that the conditions to promote Sweden abroad
have changed in a number of important areas compared with 2012. The
world has become increasingly polarised and confidence between states
has declined. In many countries, the

climate of public debate – in both
traditional and digital media – is
tougher, with elements of hatred and
threats, and less respect for facts and
nuanced messages.
The strategy for the promotion of
Sweden abroad is formulated in a
way that takes account of the challenges that emerge in the new strategic analysis. However, the conclusion
reached by the Council for the Promotion of Sweden Abroad is that the
building blocks already established
in the strategy are relevant and that
they form a sound basis for continued
Swedish relation-building and promotional work.

VISION

“In a world with major challenges, Sweden’s
free and open society functions as a hub for
innovation and co-creation.”

To give work on Sweden’s image an
inspirational direction, the strategy
contains the above vision for the
nation brand of Sweden. It shows
how Sweden can contribute to
developments in the world. And this
with something that the rest of the
world perceives as almost unique to
our country: our strong tradition of
freedom and openness.
The starting point is that the world
is in a position where everyone must
help to solve problems and advance
development. So there is a demand
for anything that can contribute to
this work. Two effective tools are
innovation and co-creation, phenomena that can easily flourish in
a free and open society. International studies do indeed also
show that these are the areas in
which Sweden is highly ranked.

The key term is ‘co-creation’. It
stands for a mutual and continuous
development process with all parties
as co-creators, and it therefore has
a more active meaning than simply
‘cooperation’. One example from the
commercial world is when a company invites its customers to suggest improvements, uses them actively as sounding boards during the
development process and then also
involves them in implementation.
In other words, the vision expresses a belief in Sweden’s free
and open society being an environment that encourages innovative co-creation. In this way, both
Sweden and Swedish organisations and companies are attractive
partners in efforts to tackle the major
challenges – as arenas, as initiators
and as inspiration.
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PROFILE AREAS
Concentrating on a few messages
gives the best communications effect.
Spreading measures across many different messages gives a fragmented
impression. If we try to say too much,
there is a risk that nothing sticks. This
is why the image of Sweden strategy
has defined four profile areas.
These are: Innovation, Creativity,
Society, and Sustainability. These are
areas where Sweden is strong. They
have been chosen to suit different
organisations and to be used in diffe-

rent types of promotional assignments.
We should take as our starting
point areas where there is scope for
Sweden to invest and where Sweden
has something to contribute, and
areas which are particularly timely and
relevant to the local situation and the
interests of the target groups.
Within each profile area, activities
and communication should be
designed with the four core values
as a basis.

The profile areas and core values
should be used in the following
way:

CORE VALUES

PLANNED
COMMUNICATION ACTIVITY

PROFILE AREAS
The activity to be conducted
can focus on one or several
profile areas, for maximum
clarity and impact.

SOCIETY

CREATIVITY

CORE VALUES

The Swedish social model inspires interest
around the world. The ‘Swedish model’
is built on a core of economic growth,
social responsibility and trust expressed
through a universal welfare system and
strong institutions. This profile area also
includes values such as gender equality,
respect for human rights, sustainable
development, low corruption, and use of
new technologies, and it can therefore
be used in different ways to create trust
in international contexts.

Swedish artists and creators successfully combine creativity and artistry
with entrepreneurship. This dimension
of the cultural and creative industries
functions as a tool for strengthening the
image of Sweden abroad. The creative
sectors account for a significant part of
the Swedish economy, and also contribute to creativity and innovation in other
parts of society.

The activity and associated
communication are then
designed such that both the
tone and the content are
compatible with all four core
values.

INNOVATION

SUSTAINABILITY

Sweden ranks as one of the most innovative countries in the world. One of the
starting points is Sweden’s open society,
with a high degree of individual freedom
that creates a good foundation for new
thinking. A shared and well-established
story about creative and innovative
Sweden has the potential to strengthen
the competitiveness of Swedish business
and our country’s ability to attract investments, talent, cooperation projects and
co-financing.

Sweden has a long history of international
commitment to pursuing cooperation on
sustainable development and is at the
forefront of developments in new environmental technologies and sustainable
system solutions. Swedish sustainability
thinking informs both private consumers’
attitudes and Swedish business, and has
in recent years become an important
competitive advantage for Swedish companies with global operations.

SOCIETY

INNOVATION

CREATIVITY

INNOVATIVE
OPEN
CARING
AUTHENTIC

So the profile areas are about
what you say and do, whereas the
core values are about how you
design activities and communication.

FINAL
COMMUNICATION
ACTIVITY

SUSTAINABILITY

The profile areas identify what we can
say about Sweden. But how we communicate is just as important.
The Strategy for the promotion of
Sweden abroad defines Sweden as a
development-oriented country characterised by the four core values:
Innovative, Open, Caring and
Authentic.
Of course, the idea is not to speak
explicitly about Sweden or your brand
as ‘innovative’, or about the other
core values. They are not intended as
a script to read from; they should be
seen more as an objective – what we
want others to think and feel when
they encounter Sweden and Swedish
representatives. Exactly what you say
and do to achieve the objective is a
practical challenge in each individual
activity.
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TARGET GROUPS –
WHO WE WANT TO REACH

EXPERTS

INTERMEDIARIES

To reach a broad and diverse end
target group in a cost-effective way,
we have chosen a multiplier strategy.
This means that measures are focused
on narrow target groups, which in turn
influence the broad end target group
– by communicating themselves or
by creating content in the same spirit
as the starting points for the image of
Sweden strategy.
It is a method that goes well with the
principles of communication in public
diplomacy. We call our two narrow
target groups:
1) connectors and 2) co-creators.
Connectors have two attributes that
are crucial in this respect:
• They have by far the largest network
of contacts, spanning a wide range of
social, cultural, economic and political
circles.
• They actively mediate contacts and
links within their network and with
others’ networks.

VISUAL IDENTITY

END TARGET GROUP

It is not their deep contacts that are
important, but rather their considerably larger number of superficial
contacts. One way to reach connectors is to utilise the experts who
have status among them – experts,
trend-spotters or opinion-formers,
such as fashion bloggers, top chefs,
human rights role models and technology experts. A connector could
be a journalist, expert, researcher or
opinion-former, etc.
Co-creators are people who are
already interested in Sweden and its
attributes and values. They are often
also professionally active in areas
related to Sweden. They use their
creativity and passion to create their
own content about Sweden which
they spread in their own channels
and, ideally, also to relevant connectors. It is important to continually
ensure good relations with cocreators.

More information about the
visual identity and how it
is used is available at:
sweden.identitytool.com.

Within the strategy is a common symbol and a uniform visual expression.
These should make a clear positive
association with Swedish phenomena
and values.
The identity is based on the
Swedish flag. It is not intended as an
actual logo; instead, it should function more as a symbol of geographical origin and a set of values that
have proved attractive around the
world.
The symbol is part of a modular
system of building blocks that combine
sender, symbols, colours, typefaces and graphic elements in a flexible manner that can work for most
communication needs. Moreover,
the name ‘Sweden’ is included in the

identity, both in Swedish and in the
local language.
Missions abroad should use the
visual identity in promotional activities, and organisations and companies wanting to benefit from and
demonstrate their Swedish origin
can also use the flag as a symbol. It
is charged with values that provide
positive associations to Sweden. A
lot of Swedish companies already do
this, and for example Switzerland has
been working successfully with this
concept for decades.
The goal is for this identity to
be used for all joint Team Sweden
projects, but also in communications
by other actors in the promotion of
Sweden where Sweden is the sender.
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THE STRATEGY
BUILDING BLOCKS

A visual identity that connects various
activities linked to brand Sweden and
clearly demonstrates Swedish origin
with the help of a joint sender.

This brochure provides a short presentation of the Strategy for the
promotion of Sweden abroad. It focuses on how Swedish missions
abroad, organisations and companies can use the image of Sweden
to strengthen their brands – and thus also how the image of Sweden
can be strengthened by what they do.
This last section summarises the most important building
blocks for achieving this.

A vision that inspires and offers
an arena for co-creation and
problem-solving.

Making use of the characteristics and
values that the rest of the world perceives as attractive about the Swedish
origins can give an extra dimension to
a brand, an activity and your communication. Things that you do that link
to Sweden also strengthen the nation
brand of Sweden, so that it gradually
becomes stronger.
Lessons learned from activities that
have made use of these mutual synergies show that effectiveness increases
if we listen and take our cue from the
situation in the market, country or

Four core values as the basis to ensure that
different actors and activities are able to
communicate Sweden in a similar way.
(How to design and communicate what
you do.)

region of operation. One tip is therefore
to find out what is on the agenda of the
target group in question. Are there any
ongoing discussions that may be relevant? What is Sweden’s position, and
what is people’s spontaneous opinion
about our country? What promotional
activities are worth focusing on in the
region, and how can they be strengthened using the image of Sweden?
What you do well benefits both your
brand and the image of Sweden by
making them stronger and more
attractive.

A target group strategy that multiplies
communication in a cost-effective way
through word of mouth.

Four profile areas where promotion of
Sweden activities can be brought
together to create synergies and
increase the overall impact.
(What you do.)

EVALUATION AND
FOLLOW-UP
All development builds on learning
from previous experiences. The
ambition is to follow up each Sweden
promotion activity on two levels:
• Direct effect of the activity: for example number of (the right) visitors at
an event, media coverage or concrete
effect on whatever was the objective
of the activity.
• Indirect effects of the activity:
enhanced knowledge, awareness,
interest in and/or knowledge about
Sweden among the target group.
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To achieve a systematic approach
over time, it is important to formulate
objectives that are possible to follow
up, create a plan for the promotion
initiative and document what is
ultimately done in the activity.

FOR MORE INFORMATION
‘Sharing Sweden’ contains promotion of Sweden materials,
tools and inspiration for promoters of Sweden. Material and
updates are uploaded to sharingsweden.se continuously:
• Information about the Strategy for the promotion of Sweden
abroad.
• Presentations of Sweden.
• Films and other materials for download.
• Toolboxes for promotion initiatives in the four profile areas.
• Templates for the different types of information material in
the visual identity.
• Guidelines for the visual identity are available at
sweden.identitytool.com.
Guidance document for follow-up and evaluation:
To provide guidance and advice on these issues,
the Council for the Promotion of Sweden Abroad
has produced a handbook for monitoring and
evaluation: sharingsweden.se/materials/
handbook-for-monitoring-and-evaluatingpromotion-activities/.
More on the core values and profile areas:
More information on the core values and
profile areas is available in ‘Strategy
for the promotion of Sweden abroad:
a guidance document’.
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