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The Pioneer’s 
Handbook

© Svenska Institutet 2021

How we attract trade, investment and talent by 
positioning Sweden as the transformation leader.
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For years, we've asked you to tell  
the world about what Sweden has 
achieved. Now we'd like you to tell 
the story of where Sweden is headed. 

You're the pioneer. And this is your 
handbook.
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“What matters is not what your 
country has done, but what it’s going 
to do – and what matters to the world 
is what that's got to do with them.” 

Simon Anholt, Good Country Index*

*The Good Country Index (GCI) is a yearly study that examines 
and measures how nations contribute to the common good of 
humanity. Of the 149 countries included in the 2020 GCI, 
Sweden ranks first. Sweden also reached first place in 2016.
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01 Introduction

Introduction
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Here you go –  
a communications concept  
that opens doors.
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This communications platform is designed for you in your job of promoting Swedish 
exports or attracting inward investment and talent. It's there to help you use Brand 
Sweden to strengthen your offer and make it more credible. So you can make more 
of a difference and be heard above the buzz.  

If we all communicate the same core messages in an engaging way, more of our 
audience will understand why Sweden and Swedish entities are of interest. 
Influencing people emotionally increases their receptiveness to rational arguments 
for choosing Sweden – today and tomorrow. 

This communications concept is there to help you open doors, forge new 
partnerships and maintain key relationships. Be inspired – and inspire others!

Introduction
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Who's our audience?
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We want to deepen our relationship with everyone who already holds a positive  
view of Sweden. Everyone who comes into contact with Sweden, who appreciates 
Swedish values, and who shares our desire to make the world a better place and 
achieve the 2030 Agenda for Sustainable Development. 

Introduction

1 

Decision makers 
• CEOs, managers, senior 

decision makers from 
foreign international 
companies 

• International investors 

Talents 
• Highly skilled workforce 
• Start-ups 
• Entrepreneurs 

Target groups 3 

Promotors 
• Team Sweden 
• Swedish regions 
• Swedish companies  

and innovation clusters 

2 

Influencers 
• Business advisors 
• Business media 
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Those who believe it's 
possible to crack the 
sustainability 
challenge should join 
forces with Sweden.

Introduction
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What's our aim?
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Sweden aspires to be the first fossil-free OECD country, an aim that is official 
government policy. Our mission is to raise interest in Sweden and Swedish actors 
among our international target group as a route to driving sustainable growth at 
national and international level. 

Introduction

What's our aim?

We want more businesses and organisations to choose Sweden for trade, business 
startups and job creation. We want more entities to choose Sweden because of our 
leadership in sustainable development. And we want progressive forces to join us 
in achieving the 2030 Agenda. 

What do we want our target 
group to do? 

Working closely with Swedish organisations offers a short-cut to sustainability and 
prosperity – for individuals, businesses and countries alike. Together we can pave 
new ways forward.

What do we offer?
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Sweden is the credible 
and inspiring leader 
of the sustainability 
transformation.

Introduction
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Our proofs

Why believe in Sweden?

11

Sweden is the credible and inspiring leader of the sustainability transformation. It 
is the country that has come farthest in this great shift.* As a pioneering and 
progressive country, we're already expected to lead.  

We have many ongoing initiatives that illustrate our direction of travel. Spanning 
the private and public sectors and multiple fields and segments, these projects are 
driven by committed and open partnerships. They have either already generated 
proven value or have great potential to do so. 

*Climate Change Performance Index ranks Sweden as the global leader in 
implementing the Paris Agreement (2021). 

Sweden stands out in international surveys on innovation, digitalisation and global 
significance.  

Sweden is a trustworthy, democratic partner and has gone more than 200 years 
without war.

Introduction
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Executive summary
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Swedish SMEs and regions need a stronger brand to underpin their 
competitiveness in key international contexts. Foreign businesses and 
organisations need an expert partner that understands how to achieve the win-win 
of profitable sustainability. 

Sweden aims to be the first OECD country to achieve carbon neutrality. This is our 
direction of travel. We want to share the steps we're taking to get there. We're 
ready to inspire and to lead by our example – to be the energetic catalyst leading 
the sustainable transformation. And we're inviting the world to join us for the ride.  

Together we can improve the quality of life for everyone everywhere. To do so, we 
need to stretch the boundaries of what's possible.  

Introduction
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Concept

Concept
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Manifesto
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Enhancing people's lives is a long-standing driver for Swedish innovation. 
Entrepreneurs, inventors, researchers and policymakers have a proud record of 
joining forces to develop bright ideas with life-changing power – from social 
reforms to nimble unicorns. 

Now we need to go again, and fast. We must shift gear to meet our global 
challenges. Some say it's already too late. But humanity has done it before – found 
solutions no one thought possible. We can do so again. 

Spurred on by the next generation, we need to convert words into actions. The 
world is brimming with creative solutions. It's time to unlock them. It's time to 
harness the science and implement sharp ideas at warp speed. It's time to roll up 
our sleeves and pave new ways forward together. 

From lab to boardroom, from factory floor to conference hall, from east to west. 
Let's work together across borders and boundaries and start changing today. 

A new era for us all starts now. 

Concept



15

Pioneer the possible.

The Pioneer’s Handbook 15Concept
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Pioneer the possible.

The Pioneer’s Handbook 16Concept

We're disruptive front-runners and 
leaders constantly looking to break new 
ground and challenge the status quo.

We're calling on everyone to join 
us and speed the sustainable 
transformation to 2030.

We're optimistic realists who see 
a world brimming with solutions. 
We just need to unlock them. 

We're natural born partners eager 
to work with peers to implement 
sharp ideas at warp speed. 

We're creative in mind, 
resourceful in body, committed 
in spirit – and ready to roll.
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Messages and content

Messages  
and content
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Join Sweden in finding 
new ways forward. Together 
let's pioneer the possible.

Messages and content

Key message
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Message themes

19

Our key message "Pioneer the possible" has three themes for you to draw on and 
be inspired by when developing your communications.  

• Making it happen 

• Celebrating co-creation 

• Highlighting the pioneers

Messages and content



The Pioneer's Handbook  20

Making it happen. We 
stretch the boundaries 
of the possible.

Messages and content

Theme #1

An extraordinary time calls for extraordinary solutions to achieve our mission: 
better lives for everyone, everywhere. We challenge the status quo, human 
ingenuity and the laws of science to achieve things considered impossible before. 
Tackling problems from new angles reveals new paths forward. And gives us the 
courage to take them. 
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Celebrating co-creation. 
Shared challenges are 
best solved together.

Messages and content

Theme #2

Sweden invites everyone who wants to improve life for the the next generation to 
co-create with us. We highlight existing collaborations, thank our partners for 
sharing our successes and look forward to new boundary-spanning projects.
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Highlighting the pioneers. 
The people and products 
showing we’re getting there.

Messages and content

Theme #3

Change is possible – and we have everything we need to hand. The proof is there 
and gets stronger all the time. We spotlight proven solutions and products that 
were once thought impossible. We show the people making it happen with 
innovations that can change the lives of many. And that inspire us all.
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Aspects to emphasise in your 
communication

23

The aspects of Sweden's image seen by foreign businesses as most relevant are 
our ability to offer interesting goods and services, and our status as a profitable 
market for these. These products may be innovative or creative, stand for high 
quality, or meet current challenges, for example in sustainability. 

For investment and market entry into Sweden, you can use your local resources 
and/or connect to knowledge environments that are a source of interesting goods 
and services. 

Messages and content
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Aspects for trade

24

Sweden offers much more than interesting goods and services. It's important we're 
also recognised for effective governance. And that Swedish businesses and 
organisations are seen as reliable partners, especially when it comes to large, 
complex agreements requiring close, trusting relationships. 

• High sustainability factor (environmental laws and labour conditions) 

• High levels of digitalisation 

• Strong innovation culture  

• Stable country with effective institutions  

• Relatively high automation levels at SMEs 

• Flat hierarchies

Messages and content
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Aspects for investment

25

Attracting investment means sharing awareness of knowledge clusters and 
innovative environments in all of Sweden. Effective institutions and robust rules 
and regulations are also vital.  

• A stable country with effective institutions   

• Strong knowledge clusters and innovative environments  

• Excellent education system 

• High sustainability factor   

• Strong innovation and intrapreneurship culture (business development) 

• What it's like to live in Sweden: taxes, costs, skills supply, infrastructure, 
transport, schools, housing, etc.

Messages and content
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Aspects for talent attraction

26

Moving abroad for your career is a big personal investment that should give 
validation today and offer good prospects tomorrow. The move should look good 
on the CV and elicit a "wow" from friends and colleagues, even if it's the workplace 
rather than the country as such that attracts them. Key assets and success factors: 

• Sweden is a stepping stone in the global arena thanks to its famous brands, 
sector excellence and industry icons. 

• Work-life balance and soft values like equality and diversity and proximity to 
nature. 

• Prestigious research environments and cluster knowledge.   

• Sweden is an exercise in forward thinking for people keen to break with 
established structures at home. 

• It's imperative to meet the incomer's needs. Retain! Make them stay longer.

Messages and content
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Brand communication 
Pioneer the possible

Sustainable growth

The Sweden brand

Quality           Innovation           Creativity           Efficiency           Sustainability           Equality

Trade Investment Talent

Life 
sciences

Smart 
transportation New materials Digital 

technologies
Smart 
energy

Smart 
industry

Creative 
industriesOffers

Purpose

Business & exchange 
opportunities

Communication driver

Brand strengths

Growth drivers

Target group  
information needs

Trade, investment and talent 
attraction are all connected. 

Cost                   Knowledge clusters                   Infrastructure                   Taxes                   Skills supply                   Work-life balance



The Pioneer's Handbook  28

04

Tone of voice

Tone of voice
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How to be a pioneer?

29

The tone of voice is not about what we say, but how we say it. A tone of voice brings 
the brand's personality to life, emphasises its character and thereby influences the 
target group's feelings for and perception of the sender. 

So what does it mean to be a pioneer? How does a disruptive front-runner who is 
both creative and committed act? How does a realistic optimist convey their 
message? What impression does a natural born partner give?

Tone of voice
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Be a breath of fresh air. 
The next generation 
doesn't do stuffy.

Tone of voice

Action #1
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Example tone of voice.

How to be a breath of fresh air. 

Be young at heart, upbeat, 
inspiring. Optimistic and 
enthusiastic about new 
innovations and eager to show 
how people can drive positive 
change. We’re in a new era!

31Tone of voice

A girl with a handwritten sign starts a worldwide 
movement. A hexagonal key leads a global home 
decor revolution. Many of the actions and inventions 
that have changed our lives for the better have started 
out as a small act, gesture or detail. So if you wake up 
feeling small, please explore. You may end up creating 
something big.

Think small.
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Be bold. Lagom is 
famous only in Sweden.

Tone of voice

Action #2
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Example tone of voice.

How to be bold. 

Be unafraid to lead. Tell it as it is 
and challenge yourself to be 
unconventional. Grab attention: 
impact creates memory and 
recognition.

33Tone of voice

Join the greatest  
co-lab in  
human history.
Shared challenges are best solved together. That’s why we decided to arrange the 
greatest co-lab ever. It’ll be a never-ending event, starting right now, taking place in 
labs, in workshops, in factories, in boardrooms all around this beautiful planet of ours. 
On madewithsweden.se you’ll find creative partners from business and academia, ready 
to give your ideas wings and heft. Don’t miss out!
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Be personal. A friendly 
voice from that country 
they’ve never heard of.

Tone of voice

Action #3
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Example tone of voice.

How to be personal. 

Be direct and informal. Address  
a person and use You, We, Our. 
Build relations. Talk like a team 
player and partner. We're all in 
this together.

35Tone of voice

Fighting CO2 emissions isn't a one-country show. Since we share the air we breathe, 
let’s share knowledge, ideas and resources to combat carbon, too. It’ll take some of 
the heat out of global warming, don’t you think?

Your emissions are  
our emissions.
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Don’t be dull. Fighting 
climate change is hard 
enough as it is.

Tone of voice

Action #4
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Example tone of voice.

How to avoid being dull. 

Be unboring – dull is for weather 
reports. Be likeable and fun. Self-
effacing humour opens doors and 
minds, so communicate with a 
glint in the eye.

37Tone of voice

Oops, we used our  
barbaric past again.
The Viking game Valheim has conquered the global gaming community, selling six 
million copies in its first six weeks. “Vikings never go out of style,” says developer 
Iron Gate. Want to join the Swedish gaming industry or bring your questionable 
history to market? Steer the ship this way.
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Visual guidelines

Visual guidelines
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Our sub-logo  

The sub-logo consists of a 
miniature flag beside the 
wordmark "Pioneer the possible." 
in Sweden Sans SemiBold 
typeface. 

A smaller scale version is 
available if required for size 
reasons. 

The flag size defines the smallest 
format for the sub-logo. Smallest 
width: 15 px, 5.3 mm, 0.2 in.

39Visual guidelines

Example of standard sub-logo plus smaller versions.

Pioneer the possible.

Pioneer the possible.

Pioneer the possible.

15 px/3,5 mm/0,2 in

15 px/3,5 mm/0,2 in
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Sub-logo colours 

Our sub-logo can be used in two 
colour variants: Sweden Blue 
Standard and white.

40Visual guidelines

Sub-logo comes in two colours: Sweden Blue Standard and white.

Pioneer the possible.

Pioneer the possible.
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Sub-logo with partners  

The sub-logo can be combined 
with up to four other flags. Their 
design must be in line with the 
Swedish flag. 

When partnering, we use the 
sub-logo on a pale winter grey 2 
background. 

Ask partners to provide their flag. 

41Visual guidelines

Flag format. Maximum five flags.

Pioneer the possible.

Pioneer the possible.

Pioneer the possible.
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Sweden Yellow Standard 
RGB — 254,203,0 
CMYK — 0,14,100,0 
HEX — #FECB00 
PMS — 116/109U

Sweden Blue Standard 
RGB —0, 82, 147 
CMYK — 100,54,4,19 
HEX — #005293 
PMS — 301C/301U

Colours 

For consistency, we always use 
Sweden Yellow Standard and 
Sweden Blue Standard in 
graphical contexts where this 
signalling is required.
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Typography 

Sweden Sans is the main 
typeface. It’s available in three 
weights – Book, Regular and 
Bold. 

In cases where Sweden Sans can’t 
be used Noto Sans acts as a 
replacement and/or supporting 
typeface.

Sweden Sans Bold

Sweden Sans Book
Sweden Sans Regular
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Sender and hierarchies

Sender and 
hierarchies
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Opportunities for you as 
sender. 

"Pioneer the possible" is our 
communication concept to 
promote exports, investments 
and talent recruitment. You 
can use this when developing 
your own communication in 
two main ways. 

45

1) "Pioneer the possible" as presented in this 
handbook using the Sweden identity. 

If you use the sub-logo Pioneer the possible, 
you should also use other instructions in this 
manual and the Sweden profile. This results in 
all Sweden promoters contributing to a strong 
and uniform visual expression in their 
communication. We may be different actors, but 
this gives us cohesion and provides mutual 
support. It’s our shared task to ensure "Pioneer 
the possible" reaches both national and 
international target groups. 

2) "Pioneer the possible" as a framework for 
finding content and a source of inspiration when 
communicating from another sender, using 
their visual identity. 

When you as an organisation want to 
communicate using your own visual identity, 
please do not use either the "Pioneer the 
possible" sub-logo or wording. That said, we're 
still happy to see that you are inspired by this 
concept when you produce content. For 
example, when you're explaining who we are 
who are pioneering the possible (p. 17–26), why 
we do it (p. 5–12) and what themes and stories 
we want to bring out (p. 27–37). These are 
messages, themes and values that everyone 
who communicates from Sweden can share 
without using the visual identity of Sweden. 

Sender and hierarchies

A toolkit for you to use freely is available at Sharing 
Sweden (available from June 2021). 

Feel free to contact us with questions about this concept 
and how to make the most of it. Contact information can 
be found on the last page.
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Sender system 

It's important that Sweden is 
shown as the overall 
communicator in all contexts. A 
special structure is therefore used 
to identify multiple 
communicators. It is based on 
making sure that the Sweden logo 
always appears superior to the 
individual organisations within 
NSU, and that any project logos or 
partner logos are subordinate to 
the logos of NSU organisations.  

For more information and 
inspiration see 
identity.sweden.se/en/design-
elements/brand-marks 

The Sweden logo must always appear first.

Pioneer the possible.

Pioneer the possible.

https://identity.sweden.se/en/design-elements/brand-marks
https://identity.sweden.se/en/design-elements/brand-marks
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Project and partner logos 

Logos can also appear with their 
original colours. In this case, we 
recommend the use of Pale 
Winter Grey 2 background to 
ensure legibility. 

For more information and 
inspiration see 
identity.sweden.se/en/design-
elements/brand-marks 

Sender system with coloured logos on pale grey background.

Pioneer the possible.

Pioneer the possible.

https://identity.sweden.se/en/design-elements/brand-marks
https://identity.sweden.se/en/design-elements/brand-marks
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Partnership without a NSU 
organisation 

Approval from the Swedish 
Institute is required for use of  
the communications concept in 
contexts not involving an NSU 
organisation. 

Sender system with coloured logos on pale grey background.

Pioneer the possible.

Pioneer the possible.
Logotype Logotype

Logotype Logotype
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Imagery

Imagery
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The use of photographic 
images

50Imagery

Sweden is an open society. Our graphic identity and imagery communicates this 
and other aspects of our ethos. 

Our visual appearance is modern and contemporary. When depicting innovations 
and excellence we do so with high-quality photography and an innovative touch. A 
cheap but smart steel spring is shown with the same elegance as an item of 
jewellery. We always think outside the box and are never traditional. 

The people in our images mirror the Swedish population. That's why it's important 
to show diversity in age, ethnic and social background, sexual preference, and so 
on. We avoid portraying men as active and women as passive. We choose people 
and environments from all parts of Sweden, not just the big cities. 

We avoid clichés and stock photos. We choose authenticity, credibility and 
relevance. If we portray a person we do so honestly and respectfully, for instance 
through our choice of background, environment or situation. When partnering with 
businesses we look for the same qualities to be reflected in their images.
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Be a breath of fresh air.

The Pioneer’s Handbook 51Imagery 51



The Pioneer's Handbook    52Imagery

How to be a breath of fresh 
air. 

Be young at heart, upbeat, 
inspiring. Optimistic and 
enthusiastic about new 
innovations and eager to show 
how people can drive positive 
change. We’re in a new era. Let 
it show!

No generic  
stock images

People: Depict them when up to something, with a 
youthful attitude.

Objects: Photograph when in use. Emphasise what’s 
special about the product. Find a new angle.

Business environment: Add atmosphere and magic. Try to 
show it in a never-seen-before kind of way.

No generic 
product images

No generic 
business images



Be bold.

53The Pioneer’s Handbook 53Imagery
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How to be bold. 

Be unafraid to lead. Tell it as it 
is and challenge yourself to be 
unconventional. Grab attention: 
impact creates memory and 
recognition.

People: Portray people as heroes and try to capture their 
special aura. Their intense appearance, their ability to 
touch people and their courage.

Object: Bring sensuality to grab attention. Details are 
everything. Depict low-cost yet important products as 
precious. 

Business environment: Don’t be afraid to make it grand and 
beautiful. It’s a destination for change.

No generic 
product images

No generic  
stock images

No generic 
business images



Be personal.

55The Pioneer’s Handbook 55Imagery
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How to be personal. 

Be direct and informal. Build 
relations. Let the viewer take 
part. We're all in this together.

People: Make eye contact. Share personal experiences.  
Show and bring emotions.

Object: Show things without polish and honestly. Let the 
viewer into the process. 

Business environment: Invite the audience to participate as 
part of the dedicated team.

LiU

No generic  
stock images

No generic 
product images

No generic 
business images



Don’t be dull.

57The Pioneer’s Handbook 57Imagery
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How to avoid being dull. 

Be unboring – dull is for 
weather reports. Be likeable 
and fun. Self-effacing humour 
opens doors and minds, so 
communicate with a glint in the 
eye.

People: Use your sense of humour. Try to bring out a smile, 
from the person in the picture or from the viewer.

Object: Use light to make objects more likeable.  
Tickle the imagination. Make us curious.

Business environment: Try to find unexpected views, 
unusual angles and quirky details.

No generic  
stock images

No generic 
product images

No generic 
business images
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You're not alone.
Co-working is a Swedish skill. Call us for advice, 
inspiration or just to have some company out there. 

+46 8-453 78 00 

sharingsweden@si.se

Contact
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