
Pages: 119  Characters: 270,971 

Date of Submission: 15.05.2018               Thesis Supervisor: Charlotte Forsberg  

 

Denmark, My Mother Country. What Is All The Fuss About The 

Danish Nation-Brand?  

 
Master Thesis in MA International Business Communication  

(Intercultural Marketing)  

 

Copenhagen Business School 2018  

 

 
Emilie Krogh Hallin         69177 

Julie Hollensen              81630 

  

 

 

 
 



 1 

Executive Summary ....................................................................................................................... 3 
Chapter 1: Introduction ............................................................................................................... 5 

1.1. Problem formulation .................................................................................................................... 6 
1.2. Company Outline ........................................................................................................................... 7 

1.2.1. Wonderful Copenhagen ......................................................................................................................... 7 
1.2.2. Carlsberg Campaign - “The Danish Way” ................................................................................... 8 

1.3. Demarcations and limitations ................................................................................................... 9 

1.4. Reading guideline ………………………………...…………………………………...... 11 

Chapter 2: Methodology .............................................................................................................12 
2.1. Research Process ......................................................................................................................... 12 
2.2. Research Philosophy & Paradigms ..................................................................................... 14 

2.2.1 Social Constructivism ........................................................................................................................... 16 
2.2.2. Hermeneutics ........................................................................................................................................... 17 

2.3. Research Method ......................................................................................................................... 19 
2.4. Research Strategy ....................................................................................................................... 20 
2.5. Choice of Method ........................................................................................................................ 23 
2.6. Time Horizon ................................................................................................................................ 25 
2.7. Techniques and Procedures .................................................................................................... 25 

2.7.1. Data Collection & Analysis .......................................................................................................... 25 
2.7.2. Primary Data ...................................................................................................................................... 26 
2.7.3. Secondary Data ................................................................................................................................. 27 

2.8. Interview Design ........................................................................................................................................ 28 
2.8.1. Sampling of Interviews .................................................................................................................. 28 

2.8.1.1. Sampling of experts ………………………………….……………………... 29 

2.8.1.2. Sampling of foreingers ……………………………………………………... 20 

2.8.2. Conduction of Interviews ............................................................................................................. 31 
2.8.3. Interview Settings ............................................................................................................................. 31 
2.8.4. Interview Technique ....................................................................................................................... 32 
2.8.5. Transcription ..................................................................................................................................... 34 

Chapter 3: Theoretical Framework .........................................................................................35 
3.1. Extensive Theoretical Approach Regarding Sub-question 1 .................................... 36 

3.1.1. Brand and Brand Image ..................................................................................................................... 36 
3.1.2. Nation Branding, Nation-Brand Identity and Image ............................................................ 38 

3.1.2.1. Conceptual Model of Nation-brand Identity and Image .................................................... 40 
3.1.3. Similar Concepts to Nation Branding .......................................................................................... 41 
3.1.4. South Africa Example ......................................................................................................................... 42 
3.1.5. Why Use Nation Branding? .............................................................................................................. 44 
3.1.6. Criticism of Nation Branding........................................................................................................... 45 

3.2. Extensive Theoretical Approach Regarding Sub-question 2 .................................... 46 
3.2.1. Gap Analysis ............................................................................................................................................ 46 
3.2.2. Destination Choice ................................................................................................................................ 47 

3.3. Extensive Theoretical Approach Regarding Sub-question 3 .................................... 48 
3.3.1. Critical Discourse Analysis ............................................................................................................... 48 

3.3.1.1. Textual Analysis ............................................................................................................................ 50 
3.3.1.2. Discourse Practice ........................................................................................................................ 50 
3.3.1.3. Social Analysis ............................................................................................................................... 51 

3.3.2. Criticism of Fairclough’s CDA ........................................................................................................ 51 
3.4. Extensive Theoretical Approach Regarding Sub-question 4 .................................... 52 

3.4.1. Category flow model of nation branding .................................................................................... 52 

Table of Contents 



 2 

3.4.1.1. Antecedents ..................................................................................................................................... 53 
3.4.1.2. Properties ......................................................................................................................................... 54 
3.4.1.3. Consequences ................................................................................................................................. 56 

3.4.2. Relation to South Africa Example ................................................................................................. 57 
Chapter 4: Analysis .....................................................................................................................57 

4.1. Sub-question 1 .............................................................................................................................. 57 
4.1.1. Analysis of Expert Interview: Sofie Nyholm ............................................................................. 58 
4.1.2. Analysis of Expert Interview: Meik Wiking ............................................................................. 61 
4.1.3. Summary of Expert Findings ........................................................................................................... 63 
4.1.4. Communicators of Nation Identity ................................................................................................ 66 

4.2. Sub-question 2 .............................................................................................................................. 67 
4.2.1. Interview Theme 2 - Preconceived ideas ..................................................................................... 69 

4.2.1.1. Work-life balance ......................................................................................................................... 69 
4.2.1.2. Scandinavia or Denmark? ........................................................................................................ 70 
4.2.1.3. Are Danes Reserved? .................................................................................................................. 71 
4.2.1.4. Denmark As The Happiest Country .................................................................................... 72 

4.2.2. Interview Theme 3 - Personal Experiences ................................................................................ 73 
4.2.2.1. Exclusion and Inclusion ............................................................................................................. 74 
4.2.2.2. Adapting to Danish Culture .................................................................................................... 75 
4.2.2.3. Transferring Hygge to Objects............................................................................................... 77 

4.2.3. Interview Theme 4 - Sociocultural Issues ................................................................................... 78 
4.2.3.1. Penetrating the Social Circle ................................................................................................... 78 
4.2.3.2. Language Challenges .................................................................................................................. 79 
4.2.3.3. Not Attractive For Tourists ..................................................................................................... 80 

4.2.4. Interview Theme 5 - Image of Denmark ..................................................................................... 81 
4.2.4.1. Portrayal of Denmark ................................................................................................................ 81 
4.2.4.2. Modern Or Traditional Appeal ............................................................................................. 83 

4.3. Sub-question 3 .............................................................................................................................. 84 
4.3.1. Textual Analysis ..................................................................................................................................... 85 
4.3.2. Analyzing Discourse In Practice ..................................................................................................... 88 
4.3.3. Social Analysis......................................................................................................................................... 92 
4.3.4. Implications of CDA ............................................................................................................................. 94 

Chapter 5 Sub-question 4: Discussion and Recommendations ........................................ 96 
5.1. Discussion ...................................................................................................................................................... 96 

5.1.1. Distinguishing Between The Foreigners ................................................................................ 97 
5.1.2. Brand Architecture ......................................................................................................................... 99 
5.1.3. Including The Locals .................................................................................................................... 100 
5.1.4. Challenges of Using “Happiness” and “Hygge” ............................................................... 101 

5.2. Recommendations ................................................................................................................................... 103 
5.2.1. Antecedents ....................................................................................................................................... 104 
5.2.2. Properties ........................................................................................................................................... 104 
5.2.3. Consequences ................................................................................................................................... 108 

5.2.3.1. Tourism Initiatives ……..………………………………………………...…... 108 

5.2.3.2. Expat Initiatives ……..……………………………………………………….. 110 

Chapter 6: Conclusion …………………………………………………..………………..………..... 113 

6.1. Future Research ..………..…………………………………………………………….. 115 

Bibliography ……………………………………………………………………………..... 116 

Appendices ………………………………………………………………...………….………….... 126 



 3 

Executive Summary 

The central focus of the thesis relates to nation branding and the alignment between the 

communicated Danish nation-brand and the foreigners’ perceptions of Denmark and the 

nation-brand. 

Organizations as Wonderful Copenhagen has implemented strategies for how to brand 

Denmark in the eyes of tourists, expats and investors. The motivation for implementing 

such strategies derive from increased international attention to Denmark, because of the 

high rankings as the world’s happiest country, which have been tied to the concept of 

hygge - the art of creating a nice atmosphere. The elements of happiness and hygge have 

been incorporated into the Danish nation-brand, but competitiveness from other nations 

now results in a need for modifications. Additionally, it becomes relevant to investigate 

whether the brand assets of the nation-brand represent the reality experienced by the 

foreigners mainly from outside of Europe. 

Based on the above, the researchers find it relevant to investigate the following research 

question: Is the Danish nation-brand aligned with the foreigners’ expectations and 

experiences of the nation? If not, how can it be modified? 

 

To present a thorough answer to the research question, the following reflections have 

been considered: What is Denmark’s current nation-brand approach? How do the 

foreigners experience Denmark in comparison to the communicated image of the nation? 

Are the significant tendencies brought up by the foreigners aligned with the nation-brand 

image presented in Carlsberg’s advertisement “The Danish Way”? How can Denmark 

modify its branding strategy to accommodate the tendencies among the foreigners? 

 

The empirical data which involved semi-structured interviews with two experts and 11 

foreigners, defined as expats and tourists, overall generated useable data that illustrated 

and reflected the foreigners’ perceptions of Denmark. The findings revealed that the 

current nation-brand is built on a romanticization of the Danish life, comparing it to a 

traditional fairy tale that is based on happiness and hygge. Moreover, it presents Danes as 

happy people, who value a simple lifestyle characterized by intimacy and relaxation. 

Through a Critical Discourse Analysis of Carlsberg’s advertisement, “The Danish Way”, 

it was discovered that the company communicates discourses that draw on the core 
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nation-brand assets: the cultural fairy tale discourse and the social (group) discourse, 

which both are influenced by roman nationalism and accentuate Denmark as one unified 

nation. Although the nation-brand image is deemed as accurate by the foreigners, they 

consider it a representation of how Danes live, as opposed to their own experiences in 

Denmark. Therefore, the nation-brand is overall not aligned with their experiences. 

Additionally, the lack of knowledge about the nation prior to arrival indicates that the 

nation-brand has not been successfully communicated to the target group. 

 

While many initiatives can be deployed to increase alignment, the researchers have 

reached two prominent modifications that can improve the Danish nation-brand. First, it 

is necessary to establish a clearer alignment between various sub-brands in order to 

create a strong and coherent nation branding strategy. This is linked to the second 

modification, which focuses on increasing the efforts to brand the entire nation of 

Denmark, not just Copenhagen, in a way that includes the experiences and perceptions of 

the foreigners. 

 

Due to the methodological and theoretical approaches to the thesis, the findings serve as 

“guidelines” rather than a tangible strategy for Danish nation-brand organizaitons and the 

government. These “guidelines” should present a truthful version of Denmark that 

incorporates perspectives from both internal and external stakeholders. Lastly, this 

investigation sets to highlight the importance of developing a unique and differentiated 

nation-brand that does not rely on generic brand assets such as happiness. The brand 

assets have impacts on the perceptions and associations of Denmark and is found to play 

a vital role when market Denmark as an expat and tourist destination. 
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Chapter 1: Introduction 

The concept of nation branding has gained attention amongst various countries as a 

coordinated government effort to manage the image of a nation in the minds of citizens 

and visitors (Risen, 2005). The creation of a nation-brand enables a country to market 

itself as a desirable tourist destination, an investment opportunity and a possibly future 

home base for expats. 

In line with Denmark’s prestigious titles as the world’s happiest country in 2012, 2013 

and 2016 (Wiking, 2016; VisitDenmark, 2016), the country has been in the media 

spotlight through the past years. Its reputation as the (former) happiest nation in the 

world has been linked to the concept of hygge by authors such as Meik Wiking (MW), 

who describes it as “(...) the art of creating a nice atmosphere, but it is about 

togetherness, it is about relaxation, it is about savoring simple pleasures but if you 

wanted something that fits into a dictionary then it is the art of creating a nice 

atmosphere.” (Interview MW, l. 13-16). The feelings towards Danish heritage and the 

cultural symbols and products that represent it, have intensified concurrently with the 

increased hype around Denmark. Hence, the two above-mentioned concepts have been 

the focus in multiple branding campaigns, including Carlsberg, Copenhagen Airport and 

BoConcept. Along with the increasing interest for Danish lifestyle, some countries, e.g. 

Sweden and Scotland, have attempted to adopt hygge as a part of their own national 

identity and nation-brand - thereby buying into the zeitgeist (Orange, 2017; Ward, 2017). 

To differentiate the Danish nation-brand, nation-brand organizations like Wonderful 

Copenhagen (WoCo) has been looking for opportunities to tie hygge and happiness 

together with Danish DNA. The “Localhood” strategy by WoCo, which is influenced by 

romantic nationalism, has been established to include foreigners in the Danish society 

and let them experience hygge and happiness through interactions with Danes 

(Wonderful Copenhagen, 2017a; Interview SN, l 157-158). Hence the emphasis is on 

letting the foreigners experience the Danish way together with Danes. 

A brand’s image has to resonate with perceptions of its target group in order to present a 

compelling nation-brand (Aaker, 2014). This indicates a need for understanding exactly 

what drives foreigners to visit or live in Denmark and if they experience what is 

“promised” by the Danish nation-brand. It is implied that the foreigners are influenced by 

their preconceived ideas and personal experiences when evaluating the Danish nation-
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brand. The experts, who add value to the Danish nation-brand, are believed to have 

expedient knowledge of what Denmark has to offer foreigners and how and why 

particular brand “assets” are utilized to brand Denmark. Therefore, one would think that 

the “Localhood” strategy, which attempts to accentuates inclusion, is a reflection of 

reality. However, a report conducted by InterNations about expats’ experiences, 

highlights multiple discrepancies between the communicated image of Denmark and 

foreigners’ experiences (InterNations, 2017). As a result of these dissimilar statements of 

fact, the researchers find it important to explore this further in-depth. 

1.1. Problem formulation 

The scope of the thesis is to examine whether the current Danish nation-brand, described 

by the two experts and media, communicates a compelling image that accurately portrays 

the nation as experienced by the foreigners. The objective is to improve the Danish 

nation-brand in a way that reflects and aligns with the experiences and expectations by 

domestic stakeholders and foreigners. The communicated image of Denmark will be 

explored through expert interviews from the field; the CEO of the Happiness Research 

Institute and author of “The Little Book of Hygge” and “The Little Book of Lykke” 

Meik Wiking, and Sofie Nyholm (SN), Head of Market Relations at WoCo. 

Additionally, the nation-brand will be investigated through semi-structured interviews 

with the foreigners, with an emphasis on their personal experiences in Denmark and 

Danish lifestyle. The experts- and target group interviews will further be applied in a 

Critical Discourse Analysis (CDA) of the Carlsberg campaign, “The Danish Way” to 

highlight whether sociocultural tendencies are included in the nation branding 

approaches. Lastly, the researchers will utilize the category flow model by Dinnie (2008) 

to propose modifications that may be relevant to accommodate the presented tendencies 

among the foreigners. This leads to the research question, which seeks to address the 

issue at hand: 

Research Question: Is the Danish nation-brand aligned with the foreigners’ expectations 

and experiences of the nation? If not, how can it be modified? 

 Sub-question 1: What is Denmark’s current nation-brand approach? 

 Sub-question 2: How do the foreigners experience Denmark in comparison 

to the communicated image of the nation? 
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 Sub-question 3: Are the significant tendencies brought up by the foreigners 

aligned with the nation-brand image presented in Carlsberg’s advertisement 

“The Danish Way”? 

 Sub-question 4: How can Denmark modify its branding strategy to 

accommodate the tendencies among the foreigners? 

The researchers will first look into the overall current Danish nation-brand, with basis in 

the branding strategy of WoCo and the image that is communicated to the foreigners. 

Secondly, the researchers will examine if there is a connecting link between the 

communicated image and the foreigners’ expectations and personal experiences of 

Denmark and Danish culture, after living in or visiting Denmark. Afterwards, through a 

CDA, it will be examined whether the examined tendencies by the foreigners are 

reflected in the “The Danish Way”, which is perceived as an example of nation-branding. 

Thereby, the foundation for future modifications of the overall nation-brand will be 

established. In addition, the researchers will give their recommendations on how to 

accommodate the gaps that might occur between the communicated nation-brand and the 

foreigners’ perceptions, by altering the nation-brand through various initiatives and 

strategic changes. 

1.2. Company Outline 

1.2.1. Wonderful Copenhagen 

WoCo is the main tourist organization in the Greater Copenhagen Region, and was 

established by a group of public and private organizations in 1992 to promote 

Copenhagen. The work of the organization is especially benefitting its commercial 

collaboration with over 300 companies within the tourism- and entertainment industry. 

Hence, it is financed by donations from the business world, organizations and the public 

government (Wonderful Copenhagen, 2018). 

 

WoCo focuses on developing tourism for work and holiday purposes in the Copenhagen 

region and is part of the Greater Copenhagen Collaboration; a political platform that 

promotes regional collaboration, economic growth, and attraction and retaining of 

international investments, tourism and talent (Greater Copenhagen, 2018). 
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In 2017, WoCo launched its new tourist strategy, “Localhood”, which is described as 

the “End of tourism as we know it” (Wonderful Copenhagen, 2017a). The strategy 

centers around human relations; bringing locals and visitors together around shared 

senses of localhood and aiming to generate more value from visitors who already find 

Denmark to be an attractive destination (Wonderful Copenhagen, 2017a). Moreover, it 

highlights the main focus for the company: the core attraction of the destination is locals. 

However, an earlier study from 2014, conducted by WoCo and Københavns Kommune, 

showed that only 23 % of visitors were motivated to go to Copenhagen to get in touch 

with locals (Wonderful Copenhagen, 2014). This can be linked with that Denmark ranks 

no. 61 out of 65 in foreigners “feeling welcome” when coming to the country 

(InterNations, 2017). Meanwhile, 53 % of tourists claimed to be motivated by visiting 

historical sights or experiencing cultural life in Copenhagen. Hence, the strategy aims to 

change the motivational factors, from the traditional tourist approach, to a more modern 

approach. 

 

Additionally, they strive to create what they define as “people-based growth”, because 

over-tourism is not desirable as the benefits of tourism outweighs the cons for the locals.  

Lastly, the organization utilizes five core brand stories in its storytelling to capture the 

brand essence and unique cultural features of Copenhagen: Design and Architecture; 

Sustainability; Gastronomy; A Pocket-sized Fairytale; and Tolerance and Diversity 

(Wonderful Copenhagen, 2017a). 

1.2.2. Carlsberg Campaign - “The Danish Way” 

Carlsberg Group is a Danish brewery firm and is listed as the third-biggest brewery in 

the world, with global presence in more than 150 countries (Carlsberg, 2018). 

 

The launch of the integrated marketing campaign, “The Danish Way” emanated from a 

broad interest in revitalizing the Carlsberg and Carlsberg Export brands in the UK, after 

having experienced a long-term decline in the lager category (Carlsberg, 2017). The 

campaign is particularly targeting young millennials, as the company is losing relevance 

among this segment because of the decline in standard and premium pilsner (Damsgaard, 

2017). The objective of the campaign is to obtain a premium positioning in the UK 

market through the reflection of the brand’s history and Danish provenance. To put 

emphasize on this, Carlsberg chose to accentuate and celebrate the Danish philosophy on 
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life; the secrets behind the nation’s happiness and how to live life the Danish way. Prior 

to the launch of the first campaign video, “The Danish Way” in the UK in April 2017, 

Carlsberg released ad teasers from the full campaign video, which contained some of the 

main elements from the ad that represent “the Danish way”: hygge, nature, work-life 

balance and craft (Carlsberg, 2018). 

 

After the successful launch of the first campaign video, the company released short 

campaign ads that entail “elements” of how to live life the Danish way, e.g. how Danes 

greet and how they communicate, all including the hashtag #TheDanishWay (Carlsberg, 

2018). The front figure and brand ambassador of the £15 million campaign is the world-

known Danish actor Mads Mikkelsen, who plays the role as a modern Danish 

philosopher. He was chosen as the face of the campaign because he knows the history 

behind Carlsberg and Danish traditions (Carlsberg, 2018). 

The researchers have chosen to focus only on the first campaign video “The Danish 

Way” (YouTube, 2017a) as it contains the most relevant elements in regards to the 

research.  

1.3. Demarcations and limitations 

The researchers have limited the thesis in regards to several factors which will influence 

the results of the study. 

First, the focus is on developing a compelling nation-brand for Denmark that will appeal 

to the foreigners and reflect their experience while being in the country. The researchers 

define the foreigners to consist of two subgroups, tourists and expats, and do not consider 

additional subgroups that may exist within the two groups. The motivation for defining 

foreigners, not tourist or expats, as the target group, is based on an overall examination 

of the nation-brand of Denmark, and not just the potential sub-brand of Denmark as a 

tourist or expat destination. The expats and tourists may have similar experiences and 

observations that can add value to the overall modification of the nation-brand and are 

therefore included in the term “foreigners”. However, the researchers are aware that 

different perceptions may exist between tourists and expats, which could be essential to 

include in nation branding strategies created by sub-brands. As an example, if a sampling 

group had consisted of only tourists, it would make the empirical data more industry 

specific, and hence make it a more valid foundation for strategic modifications for tourist 
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organizations such as WoCo, and vice versa in the case of expats. With this in mind, the 

researchers strive to develop an overall nation-brand that can be utilized and 

implemented in the strategy of various sub-brands, while allowing sub-brands to include 

their own initiatives and existing strategies. 

Additionally, WoCo’s current brand strategy “Localhood” is blurring the lines between 

expats and traditional tourism, as it centers around inclusion of visitors in Danish society. 

Therefore, it is naturally an essential part of the research process and findings. 

 

Secondly, due to the limited time period of creating the interview guides for the 

participants and gather the empirical data, Grounded Theory was chosen as the research 

strategy. If the researchers would have had a series of specific theories in mind when 

conducting the interviews, the sub-questions could possibly have generated more specific 

data for each sub-question. Moreover, the coding process would have been easier to 

carry out if the study was shaped entirely by the researchers’ preconceptions of the 

research area. 

Lastly, as a limitation, the researchers are aware that a nation’s image and brand cannot 

be controlled in the same manner as a company. Therefore, the findings might have been 

improved if the point of departure was based on data from a specific company’s nation 

branding strategy such as WoCo or VistiDenmark. The researchers thereby acknowledge 

that this study can serve as the foundation for further research that specifically targets 

and applies to industries related to nation branding, e.g. the tourist industry. 
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1.4. Reading Guideline  
 

The following reading guideline presents an overview of the thesis structure.  

 

 
  

Figure 1.4: Reading Guideline 
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Chapter 2: Methodology 

In this chapter the researchers will elaborate on the methodology for the study. The 

methodology takes departure in the research onion by Saunders et al. (2009), which 

explains the methodological choices made in the research process.  

The study has been conducted with a basis in interpretivism, specifically taking departure 

in social constructivism and hermeneutics in order to gain insight into the perspectives of 

the participants – defined as the foreigners and the experts. While the researchers have 

had an idea of the research area but not of the concrete findings, the production of 

knowledge has taken place through the inductive approach, which is linked to an 

explorative research approach. Based on this, Grounded Theory has been applied as the 

research strategy to link theoretical concepts about specific subjects to the qualitative 

data, without having any clear theoretical framework in mind. However, mixed method 

has been used in the processing and analysis of data, as the researchers have applied 

several different qualitative analysis procedures. Additionally, coding is a central part of 

the method for Grounded Theory as it moves the analysis from a descriptive to a 

theoretical level. 

  

With departure in the presented research question, primary data acquired with qualitative 

semi-structured interviews will shape the analysis and discussion of the Danish nation-

brand as well as the recommendations for further modifications. The semi-structured 

interviews with participants, which further can be divided into expats and tourists, are 

used in order to understand the construction and perception of the Danish nation-brand. 

Secondary data, in the shape of quantitative reports by WoCo (2014;2017a;2017b) and 

InterNations (2017) will be used for comparison of the findings and implementation of 

recommendations. Additionally, secondary data includes academic journals, newspaper 

articles and theories that establish the framework for the analysis as well as the 

theoretical concepts of the study. 

2.1. Research Process 

The point of departure in this section is the research onion by Saunders et al. (2009). This 

approach is chosen because it describes the issues that create the foundation for the 

choice of data collection, methods and techniques. Before reaching the central point, – 

“techniques and procedures” – which uncovers the finer details of the data collection and 
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analysis, Saunders et al. (2009) argue that it is crucial to “peel away” outer layers of the 

“onion” first. Each layer depicts a detailed stage of the research process and the choices 

behind each research decision will be motivated thoroughly. Moreover, this type of 

approach gives a detailed description of how and why the different research objectives 

can be reached. 

  

The researchers will start by going through the outermost layer, philosophies, where it 

will be clarified which perspectives and paradigms are relevant for the specific research 

area. The choice of paradigms is influenced by the scope of the research, which is to 

discover how Denmark can modify its nation-brand to create consistency between the 

pre-existing image of the nation and the foreigners’ personal experiences of the country. 

Subsequently, the researchers outline and specify reasons for adopting either an inductive 

or deductive research approach when analyzing the qualitative data, based on the use of 

theories (Saunders et al., 2009). The third “layer” comprises the choice of which research 

strategy is employed in the thesis; the most suitable strategy that enables the researchers 

to answer the research- and sub-questions and meet the objectives. Accordingly, the 

researchers will account for the research choice by applying either a multi-method, 

mixed method or mono-method. The second-to-last “layer” presents an outline of the 

planning process in regards to the research, namely time horizons. Lastly, the center of 

the research onion entails data collection and analysis that is categorized as primary and 

secondary data. The researchers will uncover the significant themes, patterns and 

relationships with collection data and outline selected techniques and procedures, which 

serve to contribute to the overall validity and credibility of the qualitative findings. 
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Figure 2.1.: “The research onion” by Saunders et al. (2009: 138) 

2.2. Research Philosophy & Paradigms 

As the research question examines the foreigners’ personal experienced of Denmark and 

the Danish nation-brand, it takes departure in subjectivist ontology. Ontology refers to 

the perception of the world and the nature of reality (Nygaard, 2012; Saunders et al., 

2009). The ontology of a philosophy determines how a person perceives the world and 

its social phenomena as either existing in a reality independent of individuals, called 

objectivism, or as originating from the constantly changing perception and actions of 

individuals who experience the phenomena (Saunders et al., 2009). The latter is the 

subjectivist ontology, which relates to nation branding, as brands exist through 

communication and negotiation with stakeholders (Heding et al., 2016), who have their 

own perceptions of the world. 

  

While ontology is the perception of the world, epistemology is concerned with the 

acceptable knowledge within that world and how it is acquired in the research field 

(Nygaard, 2012). According to Saunders et al. (2009), a research concerning feelings and 

attitudes adapts to an interpretivist philosophy, as these phenomena exist in relation to 

individuals. On the other hand, a research with a positivist philosophy emphasizes data 

gathered from objects and entities independent of individuals’ attitudes. However, 

according to Tashakkori & Teddlie (1998), the researcher should not think of 
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interpretivism and positivism as polar opposites but instead look at them as a continuum, 

suggesting that a pragmatic approach may be highly appropriate within a certain field of 

study depending on the research question (Saunders et al., 2009). 

  

As this thesis centers around the perceptions, associations and feelings foreigners 

experience in relation to nation branding of Denmark, it applies an interpretivist 

philosophy departing in a subjectivist ontology. Interpretivism highlights the necessity to 

understand differences between humans, who are viewed as social actors (Saunders et 

al., 2009). However, researchers can interpret actors’ experiences of a phenomena 

differently depending on the paradigm they take departure in, defined as “(…)a way of 

examining a social phenomena from which particular understandings of these 

phenomena can be gained and explanations attempted.”(Saunders et al., 2009: 118). 

Within brand management, interpretivism highlights the nature and value of a brand as 

something that is created in the relation between marketer and consumers (Heding et al., 

2016). In the 1990’s, the brand management research shifted focus from positivism, 

where the brand is perceived as something that only the marketer controls and sends to 

the consumers, to interpretivism (Heding et al., 2016), especially constructionism, which 

evolved from phenomenology. 

  

The previous statement by Saunders et al. (2009) corresponds with the research 

philosophy of phenomenology, which perceives social phenomena as socially 

constructed, where the objective is to create meaning and understand the phenomena 

(Saunders et al., 2009). It is a central tendency within research philosophy and is closely 

tied with interpretivist paradigms, as it has a subjective ontology and strives to interpret 

and understand social actors and phenomena through qualitative methods (Nygaard, 

2012). Giorgi (1985) describes the empirical phenomenology as divided into two levels, 

where the first level revolves around obtaining data through e.g. interviews with social 

actors to understand their experiences, and the second level involves a reflective analysis 

and interpretation of social actors’ experiences to put it into perspective. It is important 

that researchers strive to be open and without prejudice to understand the social actors’ 

reality, called “native-view”, while maintaining a distance so he does not “go 

native”(Nygaard, 2012). The researchers should be receptive of the accounts of social 

actors by not projecting their own reality onto the actors and gain insight into the actors’ 

reality to reflect and obtain new knowledge about the researched phenomena (Nygaard, 
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2012). Hence for this study, understanding the accounts of the foreigners is key to 

modifying a nation-brand, which should not be influenced by the researchers’ own 

perceptions of Denmark. Therefore, the researchers have to practice epoche, described as 

a conscious reflection that encaptures their ability to challenge prejudice and 

preconception, in order to achieve their objectives and avoid projecting their own reality 

onto the actors’ reality (Nygaard, 2012). 

 

However, the researchers’ limited preconceived ideas may influence the conduction of 

the research. Therefore, their subjective perceptions of the nation-brand of Denmark are 

also necessary to initiate research within the field. The research philosophies discussed 

above create the foundation for two paradigms, which play a central role in the 

methodology of this study and will be explained below: social constructivism and 

hermeneutics. 

2.2.1 Social Constructivism 

As a brand consists of the firm’s input and consumers’ perceptions (De Chernatony & 

Dall’Olmo Riley, 1998), nation branding, which relies on both creating a brand of the 

nation to appeal to the internal and external stakeholders, can be linked to social 

constructivism. This paradigm regards reality and knowledge as constructed by society 

and negotiated through social interactions over time (Nygaard, 2012). 

  

Collin (2003) presents four main types of social constructivism, where each depends on 

its perspective on the world and on knowledge about the world. Among these, two 

revolve around the notion that the physical and social reality is constructed, (i.e. does not 

exist independently of our experiences) while the last two argues that knowledge about 

the physical and social reality is constructed. Nation branding centers around nations as a 

physical destination, where the knowledge and image of a nation can be altered. 

Therefore, this thesis takes departure in the epistemologically constructivist paradigm 

(Collin, 2003), where the knowledge about the social reality is constructed through 

interactions and negotiations with other social actors. 

  

Because everyone has different social environments, social actors across cultural 

societies have different interpretations of the situations they find themselves in (Saunders 

et al., 2009). Their behaviors, perceptions and knowledge of the world are results of 
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negotiations in their specific social interactions, i.e. their cultural and historical 

background (Dehlholm-Lambertsen & Maunsbach, 1998). The purpose for the 

researchers is to understand the subjective reality of the participants and thereby interpret 

and understand “(…) their motives, actions and intentions in a way that is 

meaningful.”(Saunders et al., 2009: 111). Therefore, the social constructivist approach is 

relevant in this thesis because it reveals how Danish organizations and institutions 

construct the Danish nation-brand, and how the constructed brand is negotiated by the 

foreigners in their own cultural contexts. 

2.2.2. Hermeneutics 

While knowledge in social constructivism is contextual and the area of research is 

construction of meaning and diversity of meaning in social relations, hermeneutics 

centers around the construction and interpretation of meaning (Nygaard, 2012). In this 

particulat case, hermeneutics is relevant in relation to how the researchers should obtain 

an understanding of the meaningful material and data and how to interpret it. 

  

Initially, hermeneutics was an approach used to interpret religious and antique texts, but 

it has evolved into a way of interpreting text as an element reflecting the surrounding 

society and the world (Nygaard, 2012). Hence, to understand a text, it has to be viewed 

in relation to the context, which it is a part of (Nygaard, 2012). This creates the 

hermeneutic circle where the researchers examine the research object (i.e. the area of the 

research) from outside of the circle (Nygaard, 2012). However, as argued by Gadamer 

(1998), the researchers are also part of the world and the research object and can 

therefore not be objective because they will have preconceived ideas and opinions that 

influence the research.  

 

Preconceived ideas and prejudice are, however, necessary for the researcher to have an 

idea of what to examine (Nygaard, 2012). According to Gadamer, all knowledge builds 

on a preconception that is explored and reflected upon during research and, thus, the 

researcher is part of the circular process of understanding and engagement (Nygaard, 

2012). This is defined as the hermeneutic spiral. In other words, the understanding of the 

context will actually be developed from prejudice and preconceived ideas of the 

researchers to a broader understanding of the context (Thurén, 2010). Additionally, when 

conducting a research and acquiring and interpreting data, the researcher’s knowledge on 
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the topic will expand and change continuously as his or her understanding is broadened. 

Therefore, hermeneutics will not bring up an objective answer but rather an 

understanding of why the researcher comes to certain conclusions (Thurén, 2010). 

Figure 2.2: Hermeneutic spiral, inspired by Thurén (2010) 

 

In relation to nation branding of Denmark, the researchers have a preconceived 

understanding of how Denmark brands itself with respect to foreign countries and is 

perceived as a nation, e.g. as a “hyggelig and happy nation”. This preconception is based 

on the researchers’ own experiences of Denmark and interpretation of the participants' 

attitude towards the nation during the interviews, as well as their culture and history. 

 

During data collection, the researchers reflect and explore the statements uttered by the 

participants, hence interpret the participants’ perceptions combined with their own 

preconceptions. As the participants may elaborate on topics they find significant, e.g. 

which aspects of Denmark and Danish culture they are attracted to, these findings and 

interpretations will change the understanding of the topic and influence the 

preconception. The cycle will continue throughout the thesis until the interviews are 

finished and an understanding of the relation between the separate understandings and 
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the overall image has been reached. Finally, interpretations spiral around, continuously 

reflecting one's own perception and experiences. 

2.3. Research Method 

The production of knowledge can take place through different kinds of reasoning. The 

two types of reasoning are the inductive approach and the deductive approach (Saunders 

et al., 2009). The deductive approach is a phase in the knowledge-production process that 

aims at deducing testable hypotheses of established theories, and thereafter attempt to 

falsify them. Hence, the overall objective with this approach is to assess the validity of a 

hypothesis (Kvale & Brinkmann, 2015). On the contrary, when approaching the data 

collection and analysis from an inductive perspective, the researcher observes a variety 

of cases first in order to discover specific theories and models within given 

circumstances (Saunders et al., 2009). More specifically, the intentions are to find 

relevant theories that are based on the data and thereafter evaluate which issues and 

themes to focus on in regards to the research (Kvale & Brinkmann, 2015; Glaser & 

Strauss, 1967). 

  

The chosen research method in this thesis is the inductive approach. It is assessed that the 

researchers of the study reach the most qualified theories by using the empirical data as 

the starting point (de Vaus, 2001). Subsequently, the theories are used to organize the 

collected data and generate new knowledge about nation branding of Denmark to 

foreigners and how Denmark is perceived as a nation by the foreigners (Fuglsang & 

Olsen, 2007). Moreover, the inductive perspective is referred to as the “bottom up” 

approach; social phenomena are perceived from informants’ or other participants’ 

viewpoints and are further linked to an explorative research approach. This approach is 

usually employed when researchers do not have specific preceding insights in the subject 

area of investigation, meaning they do not know what they will find. With an explorative 

research “project”, the foreigners’ perceptions of Denmark are examined through semi-

structured interviews. Theoretically, the researchers have an idea of what is being 

obtained, in line with hermeneutics, but are uncertain about how the research will elapse 

in details, or which observations will be possible to identify. This research method is 

applicable to new and surprising information, meaning that it is flexible concerning 

nuances and individual situations. In this thesis, the researchers have chosen to go in 
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depth within a well-defined empirical area and only include a limited number of 

participants. Even though the number and nationality of participants is not a 

representation of the general opinion on the Danish nation-brand or visitors coming to 

Denmark, the non-representative results will be applied to the general public opinion on 

the Danish nation-brand. 

2.4. Research Strategy 

Grounded Theory is applied as the practical tool for the qualitative data collection. In 

relation to the inductive method approach, Glaser & Strauss (1967) initially state that the 

aim of the researcher is to “develop” theoretical concepts about specific subjects based 

solely on observations and interviews, meaning that there is no reference to existing 

theory (Saunders et al., 2009). The methodological approach was at that time a 

significant contrast to the increasing application of quantitative methods in sociology. 

Quantitative social researchers believed in scientific method and knowledge that sparked 

objectivity, generality and reduced qualities of personal human experiences (Charmaz, 

2006). However, Grounded Theory has gained more acceptance and popularity in the 

1990s, as it is claimed to be a flexible and creative guideline for researchers when going 

through the research process systematically, instead of setting up a range of 

requirements, methodological rules and recipes. Additionally, Grounded Theory can be 

applied together with other approaches to qualitative data, and it identifies theories 

implicit in the data (Charmaz, 2006). 

  

As described in the above-mentioned section, the “classic Grounded Theory” dictates 

that the researcher starts collecting data without a theoretical framework (Saunders et al., 

2009; Hallberg, 2006). However, the reformulation of Grounded Theory (Corbin & 

Strauss, 2008) is more relevant for this thesis. The scholars state that pragmatism is a 

significant element of Grounded Theory and that researchers cannot fully know about 

reality, but it can be interpreted (Hallberg, 2006). Furthermore, Suddaby (2006) argues 

that even if the researcher applies Grounded Theory as a method for collecting data, 

knowledge about existing theoretical literature within given topics should not be 

completely ignored in the data collection- and analysis process (Saunders et al., 2009). 

Hence, he is encouraging researchers to “(...) develop a tacit knowledge of, or feel for 

their data.”(Saunders et al., 2009: 149). In this particular case, the researchers attempt to 
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limit their preconceived ideas of the topic but have allowed prior theoretical knowledge 

about nation branding of Denmark to play a somewhat influential part of the data-

collection process and qualitative analysis. This alternate approach is helpful for the 

researchers when predicting and explaining specific behaviors and is particularly relevant 

in this thesis, as the focus is on investigating and uncovering the foreigners’ personal 

experiences about Denmark and how the Danish nation-brand is recognized through 

ongoing interactions between the researchers and the foreigners. The approach to the 

interviews was based on the idea that the foreigners’ perceptions of Denmark possibly 

changed before, during and after their stay in Denmark. This is related to Charmaz’ 

constructivist mode of Grounded Theory where there exists multiple social realities 

rather than just one “correct reality” (Hallberg, 2006). Moreover, the researchers’ 

objective with applying Grounded Theory has not been to develop theoretical 

frameworks, but to link theoretical concepts about specific subjects to the qualitative 

data, without having any clear theoretical framework in mind.  

  

So far, this section has focused on a brief outline and discussion about the inductively 

based analytic procedure to analyze qualitative data, Grounded Theory and how it is 

being slightly modified to engender the most qualified findings in the thesis. Further to 

this approach, coding plays an essential role in Grounded Theory and will be applied in 

the qualitative data analysis (Saunders et al., 2009). Charmaz (2006) presents and defines 

Grounded Theory coding as actions or experiences described from the interview persons’ 

point of view. The objective of coding is to develop categories that provide the 

researcher with complete descriptions of the above and develop analytic questions of the 

collected data (Charmaz, 2006). For the purpose of finding similarities and disparities in 

the data, the researchers compare the examples which lead to sampling of new data and 

theory. By repeating this “circle” of coding, the aim is to move the analysis gradually 

from a descriptive level to a theoretical level that lastly leads to “saturation”, meaning 

that the coding no longer gives rise to or reveals new knowledge and interpretation 

relevant to the categories (Saunders et al., 2009; Charmaz, 2006). In regards to the thesis, 

all the interviews were pre-arranged; the researchers completed all the interviews, even 

though they at times during the data-collection process became aware of the fact that 

some of the interview persons revealed similar knowledge and interpretation. 
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As there has been established multiple guidelines for research- and coding processes, it is 

argued that the researchers should state whose guideline to use in order to avoid 

confusion and vagueness. The researchers will take outset in the process of thematic 

analysis as described by Braun and Clarke (2006). According to them, thematic analysis 

consists of six phases wherein the purpose is to draw out the most relevant themes and 

patterns in regards to the topic. The process begins with a familiarization of the data, 

which includes reading the transcriptions thoroughly with emphasis on specific 

statements. Afterwards, open coding is used to extract and review meaning elements in 

the statements, which create the basis for the selected dimensions of discussion. 

 

Since the researchers have somewhat had preconceived ideas of the research subject, 

they have not been fully unprejudiced in regards to the content of the interviews, which 

is a part of open coding. However, the researchers have coded all meaning elements 

(single words and short sequences of words - also known as concepts) from the interview 

transcriptions with an emphasis on the specific sub-questions. Moreover, it conduces to 

bring out the most prominent differences in perceptions between the communicated 

image of Denmark and actual perceptions of the country. The identified themes will be 

reviewed in Question 2 as a representation of the foreigners’ experiences of Denmark 

and are further analyzed in comparison to the communicated image of Denmark in the 

gap analyses. The findings from each gap analysis will contribute to the discussion 

whether Denmark can modify its nation branding strategy to accommodate the 

tendencies among foreigners. 

 

Additionally, coding can be mixed with CDA. The researchers will carry out a CDA, 

which focuses on the language as a social practice and how discourses reproduce 

relations of power, social strategies and practices. The objective for the researchers is to 

understand how discourse is constrained by the structures of social institutions, and how 

underlying belief systems of societies are being challenged (Saunders et al., 2009). The 

production of perceptions about the same concepts is of particular relevance in the thesis, 

as the researchers seek to investigate the foreigners’ personal observations and insights 

about the Danish nation-brand. This will be carried out by conducting and combining a 

CDA of Carlsberg’s advertisement “The Danish Way” (YouTube, 2017a) along with 

selected qualitative findings, namely semi-structured interviews. 
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The result of the above combinations will lead to a thorough analysis that outlines and 

sheds light on similarities and dissimilarities of the perceptions of Denmark and an 

investigation of the discourses used in the advertisement, which can unveil if the 

discourses portray and reflect the foreigners’ perceptions about Denmark. The theoretical 

outline of CDA will be examined in Chapter 3.  

2.5. Choice of Method 

As mentioned earlier, the research philosophy and paradigms take departure in 

interpretivism but also include aspects of pragmatism to gain a better understanding of 

the field of study. The interpretivist approach relies mainly on qualitative methods for 

data collection such as interviews and in-depth studies, while a pragmatic approach 

argues that, depending on the field of research, is a combination of methods that can be 

applied if it adheres to the research questions (Saunders et al., 2009). Utilizing multiple 

data collection methods and analysis procedures to answer a research question is often 

advocated in management and business research as well as in research studies (Curran & 

Blackburn, 2001; Saunders et al., 2009).  

 

Figure 2.3.: Research chooices: Saunders et al. (2009: 154) 

 

The mixture between qualitative and quantitative methods as well as the use of primary 

and secondary data is defined as the research choice by Saunders et al. (2009) but is also 

known as multiple methods or mono method. Mono method is when a single quantitative 

or qualitative data collection technique is combined with a corresponding data analysis 

procedure (Saunders et al., 2009). In contrast, multiple methods allow four types of 

method-choice: multi-method quantitative study, multi-method qualitative study, mixed-

method research and mixed-model research. 



 24 

Multi-method refers to the usage of more than one data collection technique combined 

with an associated analysis procedure, which is restricted within either a qualitative or 

quantitative worldview (Tashakkori & Teddlie, 2003). Therefore, these types allow a 

combination of techniques and analysis procedures that have to be solely qualitative or 

quantitative. Mixed methods, on the other hand, are described as “(…) when both 

quantitative and qualitative data collection techniques and analysis procedures are used 

in a research design.”(Saunders et al., 2009:152). The first subtype, mixed method 

research, uses quantitative and qualitative data collection techniques and analysis 

procedures consequently or sequentially without combining them. In this method, one of 

the two data types is often predominant. On the contrary, the other subtype, mixed-model 

research“(…) combines quantitative and qualitative data collection techniques and 

analysis procedures as well as combining quantitative and qualitative approaches at 

other phases of the research such as research question generation.”(Saunders et al., 

2009:153). In other words, the quantitative data may be converted text, which can be 

analyzed qualitatively, while qualitative data may be converted into numerical codes to 

be analyzed quantitatively (Saunders et al., 2009). 

  

Using multiple methods has the advantage that different methods can be used for 

different purposes in a study (Saunders et al., 2009). Additionally, the combination of 

methods may cancel out the method-effect, which descends from an effect that 

qualitative and quantitative techniques and procedures have on research results because 

of their strengths and weaknesses (Saunders et al., 2009). However, it is necessary for the 

researchers to have a clear research question in mind as well as know the research 

objectives to ensure that the combination of methods will enable the researcher to meet 

these objectives. 

  

For this thesis, elements from both mixed method research and mixed-model research 

have been applied, where mixed method research is dominant. The qualitative primary 

data will go through gap analyses and CDA where coding is used to find significant 

tendencies. However, the coding will not be analyzed statistically. Furthermore, since the 

quantitative secondary data has already been analyzed and interpreted in advance, the 

mixed-model research approach has not been applied to the primary data collection by 

the researchers of the study. 
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2.6. Time Horizon 

When conducting a research one must decide upon the time horizon, specifically whether 

the research should be based on a preset event or be a representation of phenomena over 

a period of time (Saunders et al., 2009). The first example called cross-sectional study is 

defined as “The study of a particular phenomenon (...) at a given time.”(Saunders et al., 

2009: 155). It often utilizes surveys for understanding of a certain field (Robson, 2002) 

but can also employ interviews conducted over a short time period. Longitudinal studies 

conducted over a time period leave the researcher with control over variables (Adams & 

Schvaneveldt, 1991) and, hence allows one to explore development over time. 

  

For this thesis, the interviews have been conducted to gather data based on the 

participants’ perceptions of the Danish nation-brand at a given point in time. 

Additionally, the expert interviews give insights into current nation-brand approaches. 

Hence, a cross-sectional approach has been utilized in the data gathering because the 

interviews have been conducted over a short time period. However, as the foreigners 

were asked to reflect on their perceptions of Denmark before, during and after their stay 

in Denmark, the interviews were all conducted once over a short time period of two 

weeks. Consequently, they reflect their current understandings based on their own 

interpretations and reflections of their experiences in Denmark, which aligns with the 

cross-sectional approach. 

2.7. Techniques and Procedures  

2.7.1. Data Collection & Analysis  

With the main focus of the thesis being to modify the Danish nation-brand that appeals to 

the foreigners, the gathered primary and secondary data serve as the foundation for the 

modifications and are the innermost layer of the research onion. Primary data, which 

concerns using collected suitable methods for the research area (Hox & Boije, 2005), 
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adds new data to existing social knowledge, while secondary data is data that is available 

for reuse by other researchers (Hox & Boije, 2005). 

  

The primary data collected with qualitative methods, such as semi-structured interviews, 

allows insights into the social actors’ world and can help the researchers gather reliable 

and valuable data to fulfil the research objectives (Saunders et al., 2009). In relation to 

the hermeneutic and social constructivist view of the thesis, the data has been gathered 

with emphasis on mixed methods, as described earlier, to obtain meaningful primary data 

that clarifies how the participants view the nation-brand of Denmark backed up by 

interpreted statistics conducted by industry-related organizations. The primary data has 

been collected through semi-structured interviews with experts and foreigners, as 

elaborated on below, while the secondary data stems from reports, academic journals, 

newspaper articles and statistics on Denmark's nation branding, the foreigners’ 

destination choice and tendencies of the Danish visitors. 

2.7.2. Primary Data 

According to Kahn & Cannell (1957), a research interview can be described as a “(…) 

purposeful discussion between two or more people (...)”(Saunders et al., 2009: 318), and 

the type of interview should be consistent with the research question and objective in 

order to provide valuable and insightful data. 

According to Saunders et al. (2009), interviews can be either structured, semi-structured 

or unstructured, also known as in-depth interviews. The differences between these types 

of interviews lie in the structure of sub-questions and the predetermined interview 

approach. Structured interviews are standardized, meaning the questions and answers are 

settled on in advance, while semi-structured and unstructured interviews are guided by 

the questions but can vary depending on the participant (Saunders et al., 2009). 

Therefore, despite the social relation between the researchers and the foreigners, the 

structured interviews are referred to as quantitative research interviews as the gathered 

data is quantifiable (Saunders et al., 2009; King, 2004). Additionally, structured 

interviews are appropriate for descriptive purposes but ill suited for exploratory purposes 

(Saunders et al., 2009). On the contrary, qualitative research interviews are likely 

included in an exploratory study, as the purpose is to explore the reasons for decisions, 

attitudes and beliefs of the participants.   
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Therefore, semi-structured interviews serve as the primary source for the thesis because 

they give the researchers the possibility to engage in and explore the participants’ 

worldview descriptions. Based on the application of the hermeneutic approach, the 

purpose of employing semi-structured interviews as the main collection of empirical data 

is for the researchers to engage in the participants’ interpretation of meaning (Kvale & 

Brinkmann, 2015). The focus is on their knowledge and personal experiences of the 

nation-brand of Denmark and the fact that they can share their subjective and honest 

meanings with the researchers. It is argued by Flick (2009) that the participants should 

have general knowledge about the interview topics. Moreover, the semi-structured 

interviews as a social practice “create” conversation circles where the participants’ 

interpretations of the social world are shaped by conversations, and these understandings 

of conversations are based on the researchers’ comprehension of the social world (Kvale 

& Brinkmann, 2015). 

2.7.3. Secondary Data 

As secondary data, the researchers have used different sources to collect the data from 

reports, academic journals, newspaper articles and statistics on Denmark's nation 

branding, the foreigners’ destination choices and tendencies of the Danish visitors. 

  

The main purpose of the secondary data is to obtain a preliminary understanding of the 

area of research in order to clearly formulate a research question, and to compare with 

the primary data (Malhotra et al., 2012). As mentioned earlier, the researchers have tried 

to limit the influence of preconceptions by gathering some of the secondary data, such as 

reports and statistics, after the conduction of the interviews. However, the researchers’ 

educational knowledge of the subjects has somewhat influenced the research area during 

the data collection of the primary data. 

  

As argued by Malhotra et al. (2012), secondary data can include valuable information, 

but researchers have to consider the quality of the data to ensure a high level of quality in 

their own research. For this thesis, the researchers have used reports and statistics that 

have been conducted by WoCo in collaboration with governmental institutions, such as 

Københavns Kommune and Kulturstyrelsen (Wonderful Copenhagen, 2014), which are 

regarded as high quality sources. One of the reports has also been conducted in 

collaboration with Epinion, which is also considered a high quality source of quantitative 
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data (Wonderful Copenhagen, 2017b). The reports shed light on the needs and interests 

of tourists and various markets related to the culture tourist segment (Wonderful 

Copenhagen, 2017b) and also to the motivations and consumption by tourists in 

Copenhagen (Wonderful Copenhagen, 2014). The “Localhood” strategy, “The End Of 

Tourism” (Wonderful Copenhagen, 2017a) is used to represent the current nation 

branding strategy and will be applied throughout the analysis section. Additionally, the 

Expat Insider Report by InterNations (2017) has been applied to the analysis to shed light 

on the motivations for coming to Denmark as expats, as well as how expats thrive in 

Denmark.  

  

In regards to academic journals, “Research Methods for Business Students” by Saunders 

et al. (2009) creates the foundation for the methodology of this study and is backed up by 

high quality data from scholars within the field of research methodology and branding. In 

addition, Kvale and Brinkmann (2015) is used for the creation of the semi-structured 

interviews, along with Flick (2009), who particularly investigates in the two first phases 

of the interview study: thematization and interview design (Kvale & Brinkmann, 2015). 

As to the theoretical framework, models and theory by Keith Dinnie (2008) have been 

used for the analysis and construction of the Danish nation-brand, as he is considered an 

expert in the field, and his theories will be supported with statements from other experts 

within branding and marketing. 

2.8. Interview Design 

2.8.1. Sampling of Interviews 

According to Flick (2009), multiple types of sampling strategies can be applied to semi-

structured interviews: statistical sampling, gradual sampling, purposive sampling and 

theoretical sampling. As the researchers have chosen to focus on Grounded Theory as the 

research strategy, theoretical sampling is argued to be the most recognized choice for the 

thesis. Within this type of sampling, there are several elements that the researchers have 

considered and taken into account. These includes e.g. the researchers’ expectations in 

the beginning of the research, the number of interview participants to include, and what 

kind of social group they belong to and their social backgrounds (Flick, 2009). These 

elements are being further elaborated on in the following sections.  

 



 29 

Moreover, theoretical sampling means seeking pertinent data to “develop” emerging 

theories. One of the main purposes of theoretical sampling is to elaborate and refine the 

categories constituting a theory. The researchers conduct theoretical sampling by 

sampling to develop the properties of their categories until no new properties emerge 

(Charmaz 2006: 97). Hence, the researchers’ focus is on theory “composition”. The 

implications of this are that the findings of the study are not an accurate representation of 

all foreigners in Denmark, but are a representation of the perceptions of Denmark 

amongst the foreigners that can add new knowledge to the field and guide nation 

branding organizations in Denmark.  

  

By utilizing theoretical sampling, the foreigners are not a representation of the general 

public as with representative sampling (Chamaz, 2006), but the findings extracted from 

the interviews will be applied during analysis as the general opinion of the public, which 

will construct new knowledge on the topic.  

  

As mentioned earlier, the participants are divided into two different groups: experts and 

foreigners. Furthermore, the foreigners can further be divided into foreigners who live in 

Denmark, foreigners who previously have lived in Denmark and tourists. This distinction 

between experts and foreigners serves to distinguish between industry professionals and 

individuals who do not work with the Danish nation-brand. The further categorization 

clarifies the motivation for coming to Denmark, the appealing aspects of Denmark and 

the Danish culture as well as the challenges of being an international in Denmark. In the 

latter, the sampling for the different groups of participants will be explained in detail. 

2.8.1.1. Sampling of Experts  

The two participants in this group are Meik Wiking and Sofie Nyholm. Meik Wiking is 

the author of “The Little Book of Hygge” and “The Little Book of Lykke” that describe 

the Danish culture and lifestyle, specifically in regards to the ranking of Denmark as the 

world’s happiest countries in the Happiness World Report. Furthermore, he is the CEO 

of the Happiness Research Institute, which is an independent think tank that explores 

well-being, happiness and the quality of life. 

  

Meik Wiking has been chosen as an expert for this topic as his research on the happiness 

of Danes and the concept of hygge have increased the attention from external audiences 
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to the Danish culture. His work also involves how brand assets influence the Danish 

nation-brand, as seen in the reactions to his books. Additionally, he collaborates with 

embassies in Copenhagen to utilize hygge as a brand asset in foreign countries, which is 

why he is regarded an expert within the field.  

  

To gain insights from the nation branding organizations in Denmark, WoCo has been 

chosen as an organization that contributes significantly to the branding of Copenhagen 

and surrounding areas. Sofie Nyholm, who works as Head of Market Relations at WoCo, 

was the source of information about the branding efforts of the organization. She was 

chosen for her knowledge regarding the branding strategies of WoCo and the brand 

assets, which will function as an example of the overall strategy of Danish tourist and 

talent attraction organizations. 

2.8.1.2. Sampling of Foreigners 

The categorization of this group as foreigners is based on the participants being different 

nationalities than Danish. A total of 11 interviews were conducted, where four of the 

interviews were conducted through online video communications, as the participants did 

not have the opportunity to attend the interview in person (Section 2.8.3). The number of 

interviews was chosen because it allowed the researchers to go in depth and bring forth 

revelations to strengthen specific circumstances that shape a generalized idea of the 

tendencies among the target group. The researchers specifically focused on selecting 

foreigners coming from outside of Europe in order to limit the influence of Danish 

government benefits in their decision-making process, as some of the foreigners are 

students. Therefore, only two of the foreigners come from the UK and one comes from 

Italy. Additionally, WoCo specifically focuses on drawing in visitors from the Americas, 

UK and Asia. Hence, most of the foreigners come from these regions. The motivation for 

distinguishing between foreigners and tourists and who live or have lived in Denmark, is 

to examine if the duration of their stay has an influence on their perceptions of the 

nation-brand, e.g. if their “issues” are perceived to exist when living or visiting in 

Denmark.  

  

The participants were chosen based on their affiliation with Denmark; some are students 

at Copenhagen Business School, some live in Denmark because of work and 

relationships, some came as tourists for a short visit and one of moved to another country 
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after having lived in Denmark. They were chosen based on their availability in the 

interview period as well as their profound opinion on Denmark. As earlier stated, they 

are not a representation of the general public, but their accounts will be used to evaluate 

and modify the Danish nation-brand and create knowledge on the subject. 

2.8.2. Conduction of Interviews 

Prior to the interviews, each participant received an invitation letter that comprised an 

explanation of the overall thesis topic and the purpose of their participation in the 

interview; to investigate if there is a discrepancy between the projected and reflected 

image of Denmark and the brand assets associated with the nation. The foreigners were 

told that the interviews would only be accessible to the researchers and the examiners 

since their names would not be identified, as their personal information is not included in 

the thesis. Therefore, the foreigners’ names have been changed and only their initials are 

used. With regard to the experts, the reason for including them in the thesis is explained 

in Section 2.8.1. The experts will be mentioned by initials, while their identities are 

revealed due to the validity of the findings. Additionally, they were invited in the above-

mentioned manner as well and were informed about the researchers’ intentions of 

possibly modifying the Danish nation-brand.  

As the researchers chose to reach out to people in their own network, it could possibly 

lead to uniformity and bias because people tend to build social networks based on people 

with similar interests and hobbies (Saunders et al., 2009). The researchers have chosen 

participants with different backgrounds and attitudes to mitigate bias and uniformity 

(Saunders et al., 2009).  

2.8.3. Interview Settings 

Kvale & Brinkmann (2015) state that the setting of an interview should “(…) encourage 

the participants to describe their points of view on their lives and worlds(…)”(p. 55). 

Therefore, the participant should feel safe and comfortable enough to express their 

opinion (Malhotra et al., 2012) and, hence, conducting the interviews in places that are 

familiar to the participants can contribute to the success of an interview (Malhotra et al., 

2012). Most of the interviews were conducted at the participants’ educational 

institutions, their offices and in their home to make them feel safe. Additionally, some 

interviews were conducted through online video communications, which allowed them to 

be in their preferred surroundings. Interviewing through online video communications 
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had the disadvantage of limiting the connection between interviewer and interviewee, but 

it was, however, necessary as a tool to interview participants who were no longer in 

Denmark, e.g. United States or Italy. 

  

In regards to time horizon, almost all interviews took place within two weeks for the 

convenience of them and to adapt to the limited time scope of the researchers. The expert 

interviews took place in their own offices, when it fit with their work schedules. Prior to 

the interviews, the participants were informed about the purpose of the interview, their 

role, and the approximate time frame for the interview. Over all, no time frame was set 

for the interviews to ensure a relaxed and comfortable environment, which characterizes 

a semi-structured interview. 

 

One factor that influence the success of the interviews is the language barrier between 

participants and researchers. For all interviews with the foreigners, regardless of 

nationality, English has been the spoken language as the participants and researchers did 

not speak each other's mother tongue. Hence, the interpretation of questions may be 

influenced by differences in culture and communicative understanding. The interviews 

with the experts were also conducted in English, despite the fact that the experts were 

Danish. The motivation for this was to avoid translating the interviews after the 

transcriptions, as translations sometime require an interpretation of the statements when 

shifting from e.g. Danish to English. 

2.8.4. Interview Technique  

The researchers have produced semi-structured interview guides (Appendix 1) based on 

the literature by Kvale & Brinkmann (2008; 2015). According to the two scholars, an 

interview guide should be classified into main themes along with specific questions 

about the topics (Kvale & Brinkmann, 2015). The planning of the interview guides and 

thematization centered around the why; the objectives of the research, what; the 

appropriate amount of previous knowledge about the underlying topics, and how; 

knowledge about acquisition of theories and interview techniques (Kvale & Brinkmann, 

2015). As the researchers base their research strategy on a reformulated Grounded 

Theory, which postulates that they have limited knowledge about the theoretical 

literature, the focus will be more on the interview techniques. The researchers have 

produced four dissimilar semi-structured interview guides to the foreigners, the tourists 
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and to the experts, based on uncovering different topics and aspects of the thesis and the 

participants’ knowledge about it. The common denominator for the interview guides is 

that they are divided into 5 themes. The interview guides for the experts can be found in 

Appendix 1.1. and 1.2. while the the interview guides for the foreigners can be found in 

Appendix 1.3. and 1.4. 

  

The interview guides are divided into three pillars. The first pillar states the overall 

theme for the specific part of the interview. The second pillar contains the thematic 

issues to be explored, while the last pillar comprises the interview questions the 

researcher asked each participant, which they attempted to express in a colloquial 

language (Kvale & Brinkmann, 2008). The objective of the interview questions is that 

they should be simple and clear. The researchers will get the most valuable answers from 

the participants if they can master the ability to sense what each answer implies and 

understand the additional meanings that may follow each answer (Kvale & Brinkmann, 

2015). The emphasis has been on exploring the attitudes and motivations of the 

participants, and thus mostly open-ended questions have been included in the interviews, 

e.g. “What was your first impression of Danes?”(Appendix 1.3.) and “How do you 

communicate the message of “Localhood” through social media platforms?”(Appendix 

1.2.). The researchers strived to ask follow-up questions to both the foreigners’ and the 

experts’ descriptions when they saw a possibility to obtain a deeper insight into a specific 

theme. Kvale & Brinkmann (2015) refer to these types of questions as exploratory 

questions; the researchers process the participants’ answers and its content but are not 

leading them to know what specific dimensions are being reflected on. In addition to this, 

interpretive questions have been employed whenever the interviewers’ required 

clarification on the answer, e.g. “Like looking it up online and asking people about 

it?”and consists a rephrasing of the answer (Kvale & Brinkmann, 2015).  

  

Additionally, the interviews employed probing and association techniques to extract 

more information and understand statements from interviewees (Flick, 2009). Probing 

for questions allows the interviewers to explore hidden meanings behind the participants’ 

answers (Malhotra et al., 2012), and was used to make participants elaborate on short 

answers. Association techniques were used to investigate the opinions connected to 

images, words and other stimuli (Malhotra et al., 2012), e.g. by showing participants a 

video or picture and having them describe what they felt was Danish or “Which words 
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would you associate with Denmark and Danish culture?” (Appendix 1.3.). It is employed 

to investigate what the foreigners associate with Denmark and consider Danish, and to 

investigate what the experts thought were appealing attributes of Denmark according to 

the foreigners.  

  

Furthermore, the interview guides consist of several direct questions, where the 

researchers introduce the participants directly to particular themes and dimensions 

(Kvale & Brinkmann, 2015), e.g. “How do you feel the images portray Denmark?” and 

“Does the storytelling reflect your experiences of Denmark?” (Appendix 1.3.; Appendix 

1.4.) These questions were asked towards the end of the interviews, after the foreigners 

had explained their personal experiences about Denmark and what was of particular 

importance to them with respect to the themes and the overall topic about nation 

branding of Denmark (Kvale & Brinkmann, 2015). 

  

Indirect questions are also included, e.g. “Do you also think that Danish people 

themselves may associate themselves with Denmark as a hyggelig nation?”(Appendix 4: 

Interview MW, l. 295-297). It is a projective question that refers to the opinions of others 

but can also be an indirect statement of the participants’ own opinions (Kvale & 

Brinkmann, 2015). 

2.8.5. Transcription 

The purpose of transcriptions is to use statements in combination with a CDA of the 

Carlsberg campaign, “The Danish Way”, which further will contribute to the problem 

statements of the research questions and highlight central tendencies amongst the 

foreigners’ perceptions of the Danish nation-brand. After having conducted the 

interviews and processed the gathered data, the interviews have been partially transcribed 

as it allows the researchers to clarify what data is relevant for the analysis and reduce the 

irrelevant information (Halkier, 2008) such as private information or anecdotes. 

Furthermore, every time the researchers have used the punctuation “(...)”, it means that 

the participants and researchers have either been silent or engaged in personal 

conversation, which the researchers viewed as irrelevant. Hence only the relevant parts 

of each interview will be implemented to create a link between the social theories and the 

construction of new knowledge when analyzing the problem statements. The researchers 

are aware that their subjective assessment of what is viewed as relevant results in 
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knowledge that is constructed based on their own subjective apprehensions. All 

statements from the participants have been extracted from the interview transcriptions, 

which can be found in Appendix 6. For the experts, the interview transcriptions can be 

found in Appendix 4. 

All the sound files from the interviews are attached separately on a USB socket.  

Chapter 3: Theoretical Framework 

This chapter elaborates on the theoretical framework, which will be used for the analysis 

and discussion of the Danish nation-brand. Overall, the structure is based on the four 

sub-questions written in the introduction (Section 1). Additionally, the sub-questions are 

related to examples of nation branding in South Africa (Johnston, 2008), which will be 

elaborated on in section 3.1.4. 

  

Sub-question 1: What is Denmark’s current nation-brand approach? 

The first sub-question is based on phase one and four described in the South Africa 

example. The researchers will explore what the brand proposition is for the mother-

brand, as explained by the two experts and the applied secondary data. The purpose of 

the sub-question is to look into the general approach to nation branding of Denmark by 

experts and organizations. To examine the sub-question, theories and models by Dinnie 

(2008) and Johnston (2008) within the nation branding field will be applied as tools to 

determine the current Danish nation-brand and its constituents. 

 

Sub-question 2: How do the foreigners experience Denmark in comparison to the 

communicated image of the nation? 

The second sub-question revolves phase one and four in the South Africa example and 

takes outset in gap analyses and push-pull factors. The focus is to review the current 

brand proposition in relation to the foreigners’ experiences and perceptions and identify 

possible alternative brand assets. The gap analyses shed light on potential gaps between 

the communicated image of Denmark and actual perceptions of Denmark among 

foreigners and the obstacles and disorders they can entail - both for the foreigners and for 

the communicators of the Danish nation-brand. Furthermore, push-pull factors (Mclntosh 

& Goeldner, 1984; Jang & Cai, 2002) serve to examine the motivational factors behind 

destination choices and what a specific destination has to offer. 
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Sub-question 3: Are the significant tendencies brought up by the foreigners aligned 

with the nation-brand image presented in Carlsberg’s advertisement “The Danish 

Way”? 

The third sub-question takes outset in phase two in the South Africa example. The 

objective is to establish consistency in the brand architecture and enhance alignment 

between the communicated and perceived image of Denmark. Additionally, the 

researchers will evaluate whether the nation-brand, as presented in the advertisement, is 

aligned with the tendencies as examined in the gap analyses. The theory that will 

substantiate the sub-question is the CDA by Fairclough (2010; 2015). The framework is 

of relevance as it describes and shows the connecting thread between the ideological and 

cultural meaning of text, hence media discourses are the focus. Additionally, the 

researchers will examine and compare potential significant tendencies brought up by 

foreigners with the current branding approaches that are outlined in sub-question 1. 

 

Sub-question 4: How can Denmark modify its branding strategy to accommodate 

the tendencies among the foreigners? 

The fourth sub-question is based on phase three in the South Africa example. Based on 

the findings from the analysis, the researchers will modify the nation branding strategy 

and change the international portfolio, e.g. through campaign initiatives. This sub-

question will further revolve around the modifications of the Danish nation-brand. All 

the findings from previous sub-questions will create the basis for the modifications. 

Additionally, the category flow model by Dinnie (2008) will be applied to highlight 

possible changes in the Danish nation-brand approach in order to enhance the nation-

brand image. 

3.1. Extensive Theoretical Approach Regarding Sub-question 1 

3.1.1. Brand and Brand Image 

According to Faircloth et al., (2001), the definition of a brand has over a long period of 

time been regarded as an essential part of the marketing landscape. Over a ten-year 

period, Chernatony & Riley (1998) assembled and identified twelve main themes which 

they argued to be valid and accurate categorizations of definitions of a brand. Some of 
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the themes were overlapping each other but are still considered to be valid propositions 

in branding literature (Chernatony & Riley, 1998). However, the term “branding” has 

since the publication of Chernatony & Riley’s article (1998) been narrowed down, and 

according to Kotler & Gertner (1997), the American Marketing Association defines a 

brand as “(...) a name, term, sign, symbol or a combination of them intended to identify 

the goods or services of one seller or group of sellers and to differentiate them from 

those of competition.” (p. 249). Additionally, a brand is said to evoke emotions, prompt 

behaviors and incite beliefs. According to Chernatony & Riley (1998), the construct of a 

brand is the firm’s input and consumers’ perceptions. A brand is mostly regarded as 

something intangible, but, in order for companies to determine what their brand includes, 

brand valuation is an essential term to bring into the discussion as it helps differentiate 

companies from each other. D. Aaker & Joachimsthaler (2000) argue that the value of a 

brand originates from the perceived quality of the brand, brand associations, brand 

awareness and brand loyalty. Altogether, these four factors form the theoretical 

framework for brand equity. Having said that, it is also important to direct attention to 

the meanings brands generate for consumers. Since it is something that changes over 

time, it is somewhat “blurry”. In previous times, a brand enabled consumers to 

distinguish products from each other. Today, brands function more as elements in 

identity-formation. The “creation” of brands takes place when consumers begin ascribing 

meaning and stories to products - something that is considered valuable and goes beyond 

specific characteristics (Belk, 1988). 

  

Additionally, some scholars and researchers have turned their focus to examine and 

explain the connecting link between brand image and brand equity; a strong brand image 

boosts and builds brand equity. Even though there exists multiple definitions of brand 

equity, the majority of scholars overall agree with Farquar’s definition “(…)brand equity 

denotes ‘the added value with which a given brand endows a product’.” (Baalbaki & 

Guzmán, 2016: 230). Additionally, the researchers adopt Keller’s and Aaker’s 

conception of brand equity, which is viewed as the most influential: “(…)a set of brand 

assets and liabilities linked to a brand, its name and symbol, that add to or subtract from 

the value provided by a product or service to a firm and/or to that firm’s customers.” 

(Baalbaki & Guzmán, 2016: 231). 

First, it should be noted that there exists multiple definitions of the term brand image, 

which, according to some researchers, have resulted in incongruence and inconsistency 



 38 

regarding brand image measurement and brand equity. As a result, authors refer to 

concepts that are considered “valid” under the umbrella of the broad term “brand image” 

(Lee et al., 2014). This leads to the multiple definitions of brand image, which has been 

defined in various ways through the past decades.  

Starting in the 1950s to the 1970s, the term was associated with a product’s physical 

attributes along with cognitive and affective perceptions (Lee et al., 2014). Throughout 

the 1980s, the focus of attention was on the symbolic concept of brand, as depicted by 

Dobni & Zinkhan (1990): “[brand image] (...)largely a subjective and perceptual 

phenomenon that is formed through consumer interpretation, whether reasoned or 

emotional” (p. 118). Marketers used messages, meanings and brand associations to 

generate abstract consumer perceptions (Lee et al., 2014). From the early 1990s to the 

present day, brand image and product image are two different and separate terms. Keller 

(1993) connects the definition of brand image to “associative network models of 

memory”: “(…)customers’ informational nodes were linked to brands in their 

memories.” (Lee et al., 2014: 6).  Although the definition of brand image has created 

divergence throughout the past decades, the mentioned scholars overall agree that the 

primary goal for every corporation is to create positive and unique appealing brand 

images that stand out from its competitor(s). Additional to this, a consumer-brand equity 

model consisting of six brand-building elements was developed by Keller (2001) and is 

defined as: “(…) the differential effect that brand knowledge has on consumer response 

to the marketing of a brand.”(p. 8). Hence, it can be argued that the power of a brand 

rests in the minds of consumers. Four of the elements (judgments, feelings, performance 

and imaginary) depicted a new definition of brand image. Hence, he argues that the 

model builds brand equity (Lee et al., 2014). 

3.1.2. Nation Branding, Nation-Brand Identity and Image 

In the above section it was clarified what defines a brand and a brand image. From an 

overall perspective, there exists two ways of perceiving brands: what a brand is and the 

meanings it creates for recipients - companies and consumers. Together, these definitions 

are correlated with the comprehension of nations as brands. The definition of nation 

branding today regards not only the influence of a certain nation of companies in that 

nation, but also the competitive advantage of the nation as a whole. As stated by Michael 

Porter (1990) “National differences are at the heart of competitive success” (p.73); a 

nation-brand delivers advantages to several sectors by allowing a nation to reposition 
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itself and at the same time, a company and its products influence the image of a nation 

(Dinnie, 2008). Hence, the objective of nation branding is to attract tourism, investments, 

expats and talent as well as stimulate export opportunities. 

  

According to nation branding expert, Keith Dinnie, the basis of nation branding is 

nation-brand identity (self-perception) and image (Dinnie, 2008). A country’s branding 

strategy has to be represented in the best possible way with respect to a specific target 

group, whose perceptions companies should strive to have a favorable effect on. 

Therefore, the tasks for e.g Danish branding experts are to select and identify which 

national key components should represent the nation, as it is impossible to include every 

single element of a nation’s identity. Dinnie defines these elements as “(...)history, 

territory, sport, icons, folklore (...)” (Dinnie, 2008: 50). These elements, which both can 

be tangible and intangible, shape the target groups’ associations or mental interpretations 

of a country, which constitute a country’s nation-brand image. Dinnie argues that the 

most thorough definition of a nation-brand image is provided by Jaffe & Nebenzahl 

(2001): “(…) the impact that generalizations and perceptions about a country have on a 

person’s evaluation of the country’s products and/or brands.” (Dinnie, 2008: 47). In this 

particular case, the foreigners’ personal experiences of Denmark will also play a key role 

in their image of the country. In order to understand and account for what the current 

Danish nation-brand approach is, and how it is constructed, the conceptual model of 

nation-brand identity and image by Dinnie (2008) will be employed. The model explains 

how the perception of a nation’s brand is brought into existence through a process that 

comprises three phases.  

 

 

Figure 3.1.: Dinnie K, (2008: 49) Conceptual Model of Nation-brand Identity and Image 
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3.1.2.1. Conceptual Model of Nation-brand Identity and Image 

The process begins with a selection of components from a nation’s identity that are most 

appropriate and consistent with particular nation-brand objectives. Secondly, the nation-

brand message is send out through multiple communicators - both tangible and 

intangible, and is received by several target groups who thereby attach meanings to the 

country. Evidently, a nation-brand image is created (Dinnie, 2008: 49-50). The 

researchers have decided to only focus on describing those key components that are 

relevant for examining the current Danish nation-brand approach. 

  

The concept of nation-brand identity has briefly been defined in the above section. The 

researchers have chosen to outline particular key components as only some of the 

elements from the conceptual model are of particular importance in regards to the 

conceptions of Denmark. These include cultural and historical components such as 

history, landscape, folklore and icons (Dinnie, 2008). The cultural and historical 

elements compose the nation-brand identity and are communicated in the second phase. 

Additionally, the elements of the nation-brand identity are elaborated on in the category 

flow model (Section 3.4.1.) 

 

The second element of the process is communicators of nation-brand identity and 

consists of “(…) cultural artefacts, the diaspora, brand ambassadors, prominent 

personalities, tourism experience, marketing communications and so on.” (Dinnie, 2008: 

50). The researchers will focus on selected observations from prominent personalities – 

Sofie Nyholm and Mike Weiking, who both have comprehensive knowledge about 

Danish culture and how Denmark is currently being branded. The second communicator 

is Carlsberg’s advertisement, “The Danish Way” (YouTube, 2017a), which sheds light 

on Danes’ view on life and why they are so happy. Furthermore, the Danish actor Mads 

Mikkelsen functions as a brand ambassador for Denmark and Carlsberg in the 

advertisement. Lastly, the diverse range of audiences - the target group, defined as 

domestic consumers, external consumers, domestic firms, external firms, inward 

investors and governments media, establish a nation-brand image based on their personal 

perceptions and the communicators’ messages. The target group, defined as the 

foreigners’ whom the researchers have completed semi-structured interviews with, will 

be the main focus. 
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3.1.3. Similar Concepts to Nation Branding 

Various researchers have investigated the concept of nation branding in regards to 

tourism and building a national identity. Two particular concepts, destination branding 

and place branding, are often used interchangeably with nation branding but have 

slightly different definitions and focus points. 

  

When consumers visit a certain destination, they seek to acquire the entire visitor 

experience of the specific destination rather than the individual tourism services, as they 

contain symbolic value for the consumers (Otto & Ritchie, 1996). This is the essence of 

destination branding, as it “(…) identifies and differentiates the destination, furthermore, 

conveys the promise of a memorable travel experience [...] and pleasurable memories of 

the destination experience” (Ritchie & Ritchie, 1998: 103). Relating this to Aaker and 

Joachimsthalter (2000), destination branding focuses on foreign consumers and visitor 

experience through competitiveness and destination image, thereby giving it a very 

outwardly focus. 

Place branding, according to Van Ham (2008), is “(...) an effort to use strategies 

developed in the commercial sector to manage, if not necessarily wield, the soft power of 

a geographical location”(p. 127). It both aims at creating a sustainable competitive 

advantage for the location in question in regards to tourists, who can be perceived as 

external stakeholders, while enhancing a sense of belonging among citizens of the 

location (Csaba & Stöber, 2011), who can be seen as internal stakeholders. Therefore, it 

is a rather inclusive concept in comparison to destination branding, which can span from 

a city to an entire nation. 

  

In an article from The Place Brand Observer (2018), the distinction between nation 

branding and place branding is claimed to be in the target group focus. Nation branding 

is similar to place branding in many aspects, as both branding approaches revolve around 

increasing the competitive advantage of the location in question. However, the major 

difference between the two concepts, according to Olins & Hildreth (2011), is that nation 

branding has an inward focus, perceived to reconstitute nations through practices and 

ideology, which is perceived as the internal stakeholders, and relates to nation-building. 

Place branding, on the other hand, reaches out to both external and internal stakeholders 

as it can relate to both a specific destination but also an entire region. However, as stated 
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by Moilanen & Rainisto (2009), the concepts have similar purposes, such as promoting a 

geographical location to target audiences within and outside the location. Additionally, 

place branding strategies can be used to enhance the image of a nation, since the nation- 

and place brands are socially constructed concepts (Berthon et al, 2011). Hence, nation 

branding can be conceived as interwoven with place branding and destination branding 

as a way to attract foreign citizens to the nation and to sustain a positive image of the 

nation among its citizens. 

3.1.4. South Africa Example 

The process of nation branding can be elaborated on through an example of nation 

branding of South Africa that explains how the concept works in practice. The country 

case, which is one of many examples included by Dinnie (2008), revolves around the 

efforts of the International Marketing Council of South Africa (IMC) in 2000, in order to 

create a positive and attractive brand image for the nation (Johnston, 2008). The need to 

manage the nation-brand stemmed from a gap between the perception and reality of the 

country, which was enhanced by the varying messages about the nation from different 

sources. The objective of the IMC was to create a strong country brand in the 

international arena and attract trade, tourism and investments to the country (Johnston, 

2008). The process of the IMC has four phases that explored the perception of the nation 

and sought to define the nation-brand as compelling and authentic by aligning strategies 

of the various organizations involved in nation branding (Johnston, 2008). 

  

The first phase focuses on developing a compelling brand proposition for the mother-

brand, which is the overall brand of the nation. For IMC, it included researching the 

perception and construction of a brand image of South Africa through three steps: 1) 

interviews with foreigners; 2) consultation with local and international stakeholders, and 

3) testing phase. The first step explored the global perception of South Africa through 

interviews, while the second step included focus groups and workshops with various 

internal and external stakeholders that created the basis for position statements of the 

nation-brand. In the third step, these statements were tested for validation amongst 

internal and external stakeholders to develop the essential brand assets for the nation. 

 

The second phase revolves around creating a brand architecture, which is the structure of 

a brand portfolio that aims to specify the roles and relations between brands, in order to 
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define the relationship between the mother-brand and sub-brands (Aaker & 

Joachimsthaler, 2000). The sub-brands are brands for specific industries and regions and 

target different consumers, e.g. tourists, students and investments. These sub-brands have 

to be coherent with the mother-brand (Dinnie, 2008). The essential brand assets defined 

during phase 1 would be the guidelines for creating consistency between all messages 

about South Africa, which in turn would strengthen the overall nation-brand of the 

country. This phase includes explaining the mother-brand to the sub-brands and how the 

sub-brands can buy into the mother-brand, while maintaining their own identity and, at 

the same time, support the overall brand message. 

 

The third phase consists of defining the strategy that will be used to realize the 

objectives. IMC developed an international and domestic portfolio as the foundation for 

all operations. The purpose of the international portfolio is “(...) changing the 

perceptions in the international arena(...)” (Dinnie, 2008: 9) and consists of e.g. public 

relations, outbound missions and surveys and documentaries. The domestic portfolio 

appealed to the South African citizens by enhancing a sense of pride in their nationality 

and encouraged citizens to live up to the brand promise, e.g. through mass media 

advertising and brand ambassadors. 

 

In the fourth phase, IMC monitored and reviewed the brand’s progress on an 

international and domestic scale through a national perception audit and international 

brand equity study. The national perception audit measured the brand assets and how 

well the citizens lived up to these, while the purpose of the brand equity study was to 

measure how the South African brand was perceived compared to other markets. Hence 

this step measures the effect of a campaign in order to modify the strategy. 

 

The four phases should be perceived as a cycle, as it creates the basis for further 

modification and, hence, leads back to the initial phase. This is due to the challenge of 

continuously distinguishing the brand from that of other nations in order to compete for 

local and global consumers (Dinnie, 2008). In regards to this study, the country case of 

South Africa illustrates the basic framework, which the researchers will apply to the 

Danish nation-brand. However, the phases will not be entirely the same, as the initial 

action for this study will be to review the current brand efforts, where after they will be 
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examined through phase 1 and 2, and finally they will be modified and decided upon in 

phase 3. 

3.1.5. Why Use Nation Branding? 

Nation branding can be perceived as a tool that has been created in relation to 

globalization (Mordhorst, 2010). Nation branding is based on global competition, as 

countries have to protect their competitiveness against other countries by using nation 

branding to attract opportunities and resources through international relations (Dinnie, 

2008). Hence, the image of a nation can be perceived to be similar to that of a company 

as argued by Anholt (2010), who states that “(...) the reputations of countries (…) behave 

rather like the brand image of companies and products(...)” (l. 2-3). As with companies, 

this means that the nation-brand image descends from the image and identity of that 

nation, as explained in section 3.1.2.1. Identity is the way a company or a nation 

perceives and presents itself, while image is how the world perceives the nation. Anholt 

is considered to be the creator of the concept through his work on nation branding 

throughout the 1990’s and 2000’s and has played a key role in establishing and 

institutionalizing nation branding as an academic field (Kaneva, 2011). According to 

Dinnie (2008), the position to lead a nation branding process and invest in the brand of a 

country should be given to the government, as it is the head of a nation and therefore 

knows what the country needs (Cromwell, 2018). However, the government can 

collaborate with several organizations that add to the nation-brand. By taking initiative to 

promote the interest for an entire country, it is assumed that other involved parties want 

to contribute to a positive image of the nation (Cromwell, 2018). 

  

Additionally, as nations can be perceived as brands with a certain image, nation branding 

is a way of changing this image in the minds of people, who are familiar with the nation 

or have preconceived ideas of it. According to Dinnie (2008), nation branding can be 

used to distance a nation from old economic and political systems that may create or 

have created misconceptions of the country. This means that unpredictable circumstances 

as well as a country’s history can add to the image of a nation in a negative or positive 

way (Cromwell, 2018). As an example, IMC was created to change the perception of 

South Africa, especially since a history of social injustice and segregation dominated the 

image of the country (Johnston, 2008). As another example, the attack on World Trade 

Center in New York City has had a negative influence on the nations associated with Al-
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Qaeda. Such events cannot be changed, and for a country, it can be hard to control these 

happenings that do not create a positive image of the nation. Therefore, nation branding 

is a tool to increase control over the nation image, regardless of these events and 

circumstances. In order to establish a successful nation-brand strategy, knowing how a 

nation is perceived by the global world is crucial and, hence, researchers have to know 

what the image is of a given nation. 

3.1.6. Criticism of Nation Branding 

Some scholars argue that nation branding is impossible because a country does not sell 

itself in the way that companies sell products. Although Anholt (2009) coined the phrase 

“nation branding”, he states that “(...) national reputation cannot be constructed; it can 

only be earned” (Anholt, 2009: l. 121). A country can improve the international public 

opinion about itself without turning to other marketing efforts than tourism and 

investment promotions, meaning that marketing campaigns may not have great influence 

on countries’ brand value (Anholt, 2009). As stated by Johnston (2010), Anholt argues 

that a country should focus on what it does and makes rather than the presentation of 

itself in order to enhance its international image. Thus, the products and actions of a 

country are what contribute to a positive brand image. 

 

One of Anholts main points of criticism is that the term “‘nation branding” suggests that 

the images of countries can be directly manipulated by bringing in concepts from 

commercial marketing communications (Jansen, 2017: 118). As an example, if the 

advertisements and campaigns developed by Brand South Africa present an image of the 

country as idyllic and without racial issues, while the news media portrays a different 

image of the country, the image of the country can naturally be questioned. However, 

using media channels and advertising to communicate the changes and initiatives of a 

nation is not necessarily done with the intent of manipulation. Johnston (2010) states 

“(…) it is the country’s responsibility to change the narrative about the country (…) the 

external media aren’t going to do it of their own accord. It is up to us to market our 

successes” (l. 19-22). Hence, she argues that actions do not change the image of a nation 

unless it is communicated publicly in some way and that communicating your successes 

or fundamental changes is important to draw in visitors and investments (Johnston, 

2010). 
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Creating a good national narrative and strategy, including government and civil society, 

is a way to influence the national reputation as long as it “(…) honestly reflects the skills, 

the genius and the will of the people” (Anholt, 2009: l. 133-134 ). However, a country 

has to appear helpful and include unique features rather than apply brand assets such as 

happiness, stability and prosperity in order to claim relevance among other countries 

(Rice, 2010). This corresponds to the statement that brands are said to evoke emotions 

and reactions, thus playing on the unique features of the brand of a given nation, such as 

natural surroundings or cultural heritage. Although Anholt criticizes his own concept as 

being a scam, consumers’ perceptions of different countries do have an influence on their 

choice of destination, home and investments, which is why nation branding is relevant in 

this day and age (Dinnie, 2008). 

 

3.2. Extensive Theoretical Approach Regarding Sub-question 2 

3.2.1. Gap Analysis 

The second sub-question revolves around how the foreigners experience Denmark and 

the communicated image of the country. To examine this, the researchers have chosen to 

carry out gap analyses. In many business-related cases a gap analysis is applied when 

companies have specific key objectives they want to achieve, compared to where they 

will be if they do not take any initiatives. It encompasses a description of a company’s 

current situation and what it desires to accomplish in the future. Through a gap analysis, 

a company can identify “areas” that have gaps and thereby need to be closed. Even 

though the researchers do not base their gap analyses solely on a company, but on the 

Danish nation-brand as a whole, the approach to gap analyses will still be practically 

identical. 

 

 

Figure 3.2.: Authors own creation: Example of Gap Analysis  
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In order to strengthen the findings of the analysis, the gap analyses will serve as the 

overall framework of the thesis, as it brings potential differences in perceptions between 

the communicated image – Denmark’s current nation-brand approach and the foreigners’ 

perceptions into focus (Lowengart & Menipaz, 2015). 

 

The current nation-brand approach is outlined and presented in the first sub-question and 

will be applied in conjunction with the findings from the foreigners through coding of the 

semi-structured interviews. The researchers will select the most conspicuous dimensions 

that the foreigners identify with Denmark and evaluate if there exists gaps between “the 

communicated outcome” – the Danish nation-brand approach and the actual perceptions 

– the foreigners’ perceptions. The chosen dimensions will each be accounted for in the 

analysis-section. Subsequently, the researchers will analyze the possible perceptual gaps 

and use the findings to answer the last sub-question, by presenting and carrying out an 

action plan to modify a nation branding strategy. 

3.2.2. Destination Choice  

In addition to the second sub-question, theories of travel motivation and destination 

choice can be used to understand foreigners’ reasoning for coming to Denmark and their 

perception of the nation. Pearce and Caltabiano (1983) argue the behavior of travelers 

can be explained by individuals’ underlying psychological drivers, also called push 

factors. Push factors, defined as an individual’s internal desire, e.g. to travel (Jang & Cai, 

2002), include a variety of intrinsic motivations depending on visitors’ country of origin, 

and they explain the desire to visit another country (Goossens, 2000). Additionally, they 

stem from the push-pull typology, wherein pull factors are the external factors, such as a 

destination’s attributes or popularity that can influence “(...) where, when, and how 

people travel, given the initial desire to travel”(Jang & Cai, 2002: 114). Therefore, pull 

factors are relevant when examining the choice of destination (Goossens, 2000) but are 

dependent on the presence of visitors’ motivation to go somewhere else (Mill & 

Morrison, 1998). Dann (1977), McIntosh & Goeldner, (1984) and Mannell & lso-Ahola 

(1987) argue that the need to escape from the everyday life as well as seeking rewards 

from leisure activities have an impact on the destination choice of visitors (Jang & Cai, 

2002), but the specification of push-pull factors differs from scholar to scholar and also 

from country to country. 
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For this study, the pull factors of Denmark are central to create and modify the nation-

brand and clarify what the nation can offer to foreigners living in or visiting Denmark. 

As the interviews with a diverse group of foreigners serve as primary data, the push-pull 

typology will be used to look into foreigners’ prior knowledge of Denmark and what 

they find appealing about the nation, which will create the basis for the gap analyses. For 

this purpose, looking into the travel motivations of foreigners outside the European 

Union is, however, necessary as they function as the somewhat broad target group. 

McIntosh & Goeldner (1984) have summarized previous work on travel motivation into 

four relevant categories: (1) Physical motivators such as sports and rest, (2) cultural 

motivators such as gaining knowledge of the nation, (3) interpersonal motivators, and 

status and prestige motivators (Jang & Cai, 2002). These four categories will allow the 

researchers of this study to gain insights into the foreigners’ motivations for choosing 

Denmark and the pull factors of the nation. The researchers are however aware that 

expats and tourist may have different motivations for choosing Denmark as a destination. 

The pull factors will be a part of the gap analyses as they represent the foreigners’ 

experiences and expectations of the chosen destination - Denmark. It is important to 

underline that push-pull factors will not be examined into depth as part of the second 

sub-question because it mainly focuses on the gaps that exist between the foreigners’ 

expectations and the communicated image. 

3.3. Extensive Theoretical Approach Regarding Sub-question 3 

3.3.1. Critical Discourse Analysis 

CDA serves as the fundamental basis for answering sub-question 3. The researchers have 

chosen to apply Norman Fairclough’s (2010; 2015) approach to CDA. According to 

Fairclough, the critical discourse analytic proposition differs substantially from a non-

critical conceptualization; both by describing the discourse practice but also by 

illustrating how discourses are brought into existence through power relations and 

ideologies, social strategies and practices (Fairclough, 2015). In this particular case, face-

to-face discourses in the Danish contemporary society will be brought into focus by 

examining the participants’ discourses along with media discourses through Carlsberg’s 

advertisement, “The Danish Way” (YouTube, 2017a). The reason for employing both 
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discourse “tools” is to determine the tendencies of the foreigners’ experiences of 

Denmark and examine if they are aligned with current nation-brand approaches, namely 

the experts’ view of the Danish nation-brand and the nation-brand presented in the 

advertisement. 

 

The significant difference between face-to-face discourse and media discourse lies in 

adaption. In face-to-face discourse, producers - the participants, produce their language 

and adapt it to specific situations and surroundings they find themselves in, and use the 

feedback they receive from others to keep adjusting their discourses. On the contrary, 

media discourse “includes” mass audiences and producers; the producers of an 

advertisement have no specific knowledge of whom they are targeting. (Fairclough, 

2010). However, they often have some interpreters in mind, and, therefore, they seek to 

approach ideal subjects, namely recipients of a “product”, in order to generate the 

optimum outcome. Media discourse also has the power to manipulate recipients and 

change their perceptions and personal view of the world within the given topics, because 

they solely decide what content to include and exclude (Fairclough, 2010). Additionally, 

Cook (2001) argues that choice of words in advertisements is a vital inducement to 

product purchase or to convince an audience about a powerful story. If a producer 

masters the above, the audience might feel convinced that particular needs can be 

fulfilled by “consuming” either of the above. 

Discourse is an essential part of social practice that both produces and changes 

knowledge, identities, social relations and power, and is simultaneously shaped by social 

practices and structures (Fairclough, 2015). As implied above, (media) discourse 

challenges and reproduces the orders of discourse, meaning it is closely interlinked with 

power. 

 

One of the key objectives of using the CDA tool is to stress the importance of language 

in relation to sociocultural concerns. Moreover, Fairclough highlights that the essence of 

his view of CDA is not only the critique of a discourse but also a “contributor” to explain 

the ideological and cultural meaning of language and how it is relatable to existing social 

reality (Fairclough, 2015). The CDA tool manifests and uncovers why the discourse in 

Carlsberg’s advertisement is presented as it is and if there is a contradiction between the 

media discourse and the foreigners’ perceptions of Denmark. 
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The CDA takes outset in Fairclough’s three-dimensional and interrelated framework of 

analysis (Fairclough, 2010: 133). Each level will be examined in the below section. 

1. Textual analysis – the descriptive level. 

2. Analysis of discursive practice – the interpretative level. 

3. Analysis of sociocultural practice – the explanation level. 

3.3.1.1. Textual Analysis 

The first element of CDA is concerned with the linear level of text. A language text is 

regarded as both written and spoken and overall comprises “(…) grammatical semantic 

and pragmatic analysis, interactional and conversational analysis, analysis of 

arguments, narratives and explanations, and so forth” (Fairclough, 2015: 50). These 

elements provide an overall picture of which representations, identities and relations are 

being produced through the media discourse. Even though texts in most cases are 

referred to as verbal, Fairclough points to the importance of analyzing visuals, which 

include e.g. imagery (body language and background imagery), graphics and sounds 

(Fairclough, 2015). The verbal text in Carlsberg’s advertisement cannot be fully 

understood without interpreting the visuals, which helps the audience determine the 

whole meaning of it. Furthermore, Fairclough accentuates that it is important to analyze 

what is included in the text but also what is not included. This means the researchers 

should be attentive to the representations, identities and relations that are not present in 

the text. However, the researchers have chosen not to include this as a part of the focus in 

the textual analysis and acknowledge that it possibly debilitates the validity and 

relevance of the findings. The chosen elements, which are argued to be most relevant to 

the thesis, are elaborated in the analysis. 

3.3.1.2. Discourse Practice 

The second dimension involves the process of text production and the interpretation of a 

text from the recipients’ viewpoint. Naturally, the purpose is to specify the social 

practices of text production and text consumption. The link between texts and social 

practices is mediated by the discursive practice, which the text is part of. The text is 

accordingly embedded in social interaction, which allows recipients to interpret the 

textual content against their background assumptions, namely their MR (Fairclough, 

2015). MR is defined as “(…) what is in the text and what is ‘in’ the interpreter(…)” 

(Fairclough, 2015: 155) and “(…) what people have in their heads and draw upon when 



 51 

they produce or interpret texts – including their knowledge of language, representations 

of the natural and social worlds they inhabit, values, beliefs, assumptions and so on” 

(Fairclough, 1989: 24). The researchers will examine to what degree the foreigners will 

take their personal perceptions of Denmark into account when forming their opinions of 

the advertisement and Denmark. The six levels of interpretation (Fairclough, 2015: 156) 

operate as procedures and are interlinked with six major elements of MR. Only selected 

and relevant levels of interpretation will be investigated. Lastly, intertextuality is an 

essential part of discourse practice and refers to the participants’ retrospects and 

assumptions of previous discourses and the possible connection to current ones in terms 

of e.g. disagreements and common experiences (Fairclough, 2010). When referring to 

intertextuality in advertising, the researchers can discover what catches the recipients’ 

attention and interest and “stimulate” their perceptions of Denmark.  

3.3.1.3. Social Analysis  

The third and last dimension of CDA studies discourse as a part of a social practice and a 

social process and explains its effect of social structures (Fairclough, 2015). Social 

practice is evident in multiple situations – on e.g. an ideological, cultural, economic and 

political plan. In this particular case, the researches will draw on sociocultural elements.  

Fairclough (2015) argues that the relationship between language and society is both 

internal and dialectical. Language is considered “(…) as a part of society; linguistic 

phenomena are social phenomena of a special sort (…). Linguistic phenomena are social 

in the sense that whenever people speak or listen or write or read, they do so in ways 

which are determined socially and have social effects” (p. 56).  

The element of MR is essential when drawing upon interpretations of texts, as they are 

reproduced in discourse practice. When reproduction occurs, interpretation and 

explanation are connected. Furthermore, the social determinations are affected by MR, 

meaning social structures shape MR, which in turn shape discourses (Fairclough, 2015: 

172). Finally, the researchers will explain the interconnecting link between the three 

dimensions of discourse, MR and social structures and their influential factors in regards 

to the research. 

3.3.2. Criticism of Fairclough’s CDA 

According to Phillips & Jørgensen (2002), a general and shared shortcoming of CDA is 

the deficiency of empirical research in regards to the consumption of texts, in spite of 
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several approaches attach great importance to active engagement in the interpreting 

process (p. 90). When focusing on Fairclough’s critical approach to discourse analysis, it 

is clear that there exists some principal points that are worth mentioning. First, even 

though he establishes a three-dimensional framework of analysis, the line between the 

discursive and non-discursive is to some extent blurred; particularly the transition 

between discourse practice and social practice. It is somewhat complicated for the 

researchers to analyze discourse practice without mentioning social practice. Secondly, 

the “criterias” for analyzing social practice are vague in the sense that there is no clear 

framework for which social psychological theories could be applied and how to identify 

different discourses. Hence, it could possibly create challenges for the researchers when 

evaluating the validity of the CDA, meaning whether the arguments are consistent with 

actual sociocultural relationships in Denmark. 

3.4. Extensive Theoretical Approach Regarding Sub-question 4 

3.4.1. Category flow model of nation branding 

In order to understand if and how the Danish nation-brand image should be modified, the 

researchers have chosen to use a framework that incorporates concepts of branding, 

national identity and country of origin. The category flow model of nation branding was 

developed by Dinnie (2008) as a conceptual framework that suggests that a network of 

relationships exist as a sequential flow between nation branding elements. The model is 

comprised of the initial anticipations that flow to the two nation branding properties; 

complexity and cultural expressiveness, which are encapsulated in a nation branding 

strategy, and finally engagement (Dinnie, 2008). The model will be used to identify 

whether there is a misconception between the communicated image of the nation and the 

foreigners’ perceived image of Denmark. Furthermore, it will be used to propose a 

modification of the nation branding strategy of organizations such as WoCo. In relation 

to the previous example of Brand South Africa, this model includes similar steps, such as 

distinguishing the preconceptions about the nation and determining what will compose 

the essence of the nation-brand. However, the consequences in the category flow model 

do not include reviewing the success and implementation of the nation branding strategy, 

which is an essential part of branding. Additionally, the criticism of Anholt (2009) 

applies to the category flow model as well, as it is an attempt to actively modify and 
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possibly manipulate the nation-brand image. However, as argued by Johnston (2010), a 

nation has to present its success and achievements, instead of relying on the media to 

present these. 

 

Figure 3.3.: Dinnie, K. (2008: 142): The category flow model of nation branding 

3.4.1.1. Antecedents 

The initial category is the category of anticipation, which consists of stereotypes and 

personal experience. The category is based on the perceptions that the foreigners have of 

the nation before being influenced by nation branding organizations (Dinnie, 2008). The 

perceptions will be examined to understand “(...) the stereotypes and personal 

experiences that individuals draw on in forming their perceptions of the nation”(Dinnie, 

2008: 142). As also argued by Anholt (2007), these anticipations that visitors have may 

be based on negative and positive information, misinformation, personal experiences and 

stereotyping. Stereotypes can be defined as an oversimplified picture that satisfies an 

individual’s need to make the world more understandable and manageable than it is 

(McCauley et al., 1980). They can both be of negative and positive character and, hence, 

be a reason to change or enhance a nation’s image. In order to counter stereotypes, 

nations should strive to harness the positive assets of visitors’ anticipated imagery in 

order to acknowledge and surpass these anticipations. The second element, personal 

experiences, stems from direct interactions such as visits to the nation or more indirect 

sources such as interactions with citizens from other countries and products produced in 

the specific nation (Dinnie, 2008). Hence, the anticipations that the foreigners may have 
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about Denmark can stem from many different sources and may be countered by creating 

innovative representations of the country to surpass the preconceptions. 

3.4.1.2. Properties 

Properties is the level where elements of the complexity and cultural expressiveness of a 

nation are examined in order to choose elements that will encapsulate the nation-brand. 

In this thesis, these elements will be examined and decided upon through interviews with 

the participants. 

Complexity 

A nation-brand is very complex because of the several stakeholder groups and“(...)the 

multi-faceted character of the nation-brand (...)”(Dinnie, 2008: 145). Three concepts can 

be perceived as central components in the “Complexity” category: managing diversity, 

uncontrollability and urban/rural dichotomy. 

 

Because of globalization, migration across national borders is increasing and results in 

greater heterogeneity in the population and in nation branding organizations (Dinnie, 

2008). Therefore, managing cultural and social diversity has to be included in nation 

branding strategies to develop consistent messages that efficiently target different 

audiences. In addition, Dinnie (2008) states that “(...) the greater the diversity of a 

nation, the less controllable are its constituent elements, and the more challenging it will 

be to develop a consistent, widely accepted nation-brand” (p. 146). 

 

Environmental factors have a great impact on a nation-brand as the individual behaviour 

of the nation’s citizens can influence the perceptions of other nations through either 

sudden events, e.g. terror attacks or long-term circumstances, such as corruption or 

quality of products (Dinnie, 2008). However, it is important to remember that not all 

nations have the same agenda and background and, hence, some events will have more 

impact on some international relations than others. Therefore, the concept of 

segmentation can be applied to a nation branding strategy, as long as its appeals to the 

selected target group are appropriate and based on proper segmentation variables. 

Finally, rural and urban areas of the nation have to complement rather than contradict 

each other in order to create a consistent image of the nation. Hence, a nation branding 
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coordinating body has to manage the image to create a good balance between a rural and 

urban image (Dinnie, 2008). 

 

Cultural Expressiveness 

All nations have their own cultural expressions that differentiate them from their 

neighbouring countries. The focus in the cultural expressiveness category is on 

integrating a country’s cultural and artistic expression, correlated with the Conceptual 

Model of nation-brand identity and Image (Section 3.1.2.), to secure a unique value 

proposition to differentiate from other countries (Ikalafeng, 2006). 

 

The focus points in this category are heritage, landscape and the arts. Heritage includes 

the “(...) issues such as a country’s history, traditions and architecture.”(Dinnie, 2008: 

148) and essentially encaptures what a country can offer the world. In order to develop a 

modern nation-brand, the heritage has to be included because it is the cultural 

background for the citizens within that country, who are important stakeholders for 

nation branding efforts and the country itself. 

Landscape refers not only to the physical attributes of the nation, but also to the symbolic 

and emotional value that people place on the landscape of the country (Dinnie, 2008). It 

has to be used with an emphasis on balance between rural and urban aspects to avoid 

creating a misconception of what a country can offer. Additionally, the cultural 

expressiveness of arts contributes to creating a sense of national identity through cultural 

artifacts (Dinnie, 2008). However, these cultural artifacts have to be integrated with 

caution and with the approval of the artists to ensure they do not feel “(...) dragooned 

into acting as cultural representatives of the nation.” (Dinnie, 2008: 148). To avoid 

negative reactions, the responsibles for the nation branding strategy must include arts in a 

non-manipulative manner and respect the artists’ opinion and rights. 

Encapsulation 

The encapsulation of the two categories, complexity and cultural expressiveness, is 

defined as encapsulating a set of brand assets and values that will frame the nation-brand 

to the chosen target audience (Dinnie, 2008). As the message has to be clear, the way the 

nation wants to be represented has to be redefined to match the internal and external 

audience. It is an important part of creating a nation-brand because it allows the nation to 
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define itself in the international sphere and thereby disperse stereotypes in other nations. 

This redefinition occurs through branding efforts that will present the national values and 

assets as a “unique and welcomed experience”. These branding efforts have to enhance 

the dynamic brand image of the nation; as the citizens of the nation and the visitors may 

have a different experiences of the image and will continuously negotiate and reflect the 

values presented in the nation branding strategy (Dinnie, 2008). 

 

Additionally, zeitgeist, defined as the “ (...) spirit or mood of a particular period of 

history”(Oxford Living Dictionaries, 2018), has an influence on the nation-brand 

because the nation is a part of the world and does not exist in vacuum (Dinnie, 2008). It 

includes social trends and certain trajectories that have large resonance and relevance in 

society and, hence, has an influence on nation branding. Nation-brands can exploit the 

zeitgeist of the given period. However, some countries are in a better position than others 

based on the brand assets they can attribute to their nation. Although nations may have 

different attitudes towards branding and marketing efforts, deeming them as undesirable 

or manipulative in regards to product marketing (Dinnie, 2008), they may at the same 

time brand the nation in an international context with such efforts. Therefore, zeitgeist 

will have an effect on nation branding, which has to be adjusted to the attitude to 

branding efforts in general. 

3.4.1.3. Consequences 

The engagement of the foreigners would be influenced as a consequence of the nation 

branding strategy. Engagement is the foundation of nation branding, because without it, 

there would be no nation branding and “(...) no nation-brand throughout the wider 

society.” (Dinnie, 2008: 152), and it is also the result of nation branding strategies. In the 

category flow model, engagement consists of inclusiveness and exemplars. 

  

Inclusiveness is defined as the need to establish commitment to the nation-brand from all 

stakeholders (Dinnie, 2008); hence, stakeholders should feel welcomed by the nation-

brand. However, it is difficult to appeal and include all stakeholders and, therefore, those 

who feel excluded by the nation-brand may show hostile behavior. 

Exemplars, on the other hand, are examples of success stories that appeal to the 

engagement of stakeholders. The purpose of examples is to ensure that criticism, apathy 

and hostility against the nation branding activities can be countered, especially in 
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situations where the activities are funded with public donations (Dinnie, 2008). 

Furthermore, the success stories deliver credibility to the nation-brand when they come 

from relevant sources, which enhance the nation’s message. Transparency and honesty 

are important elements that have to be included in the communication of aims and 

objectives of the nation-brand, which make stakeholders buy into the strategy and 

prevent critical voices from steering the nation branding strategy in the wrong direction. 

3.4.2. Relation to South Africa Example 

The researchers see a link between the category flow model and the example of nation 

branding of South Africa (Section 3.1.4.). Generally, the category flow model can be 

utilized to develop a nation-brand, but it requires researching the current perceptions of 

the nation. The first phase in the South Africa example examines the preconceptions of 

the nation, which is similar to the initial step in the category flow model where 

stereotypes and personal experiences are examined. The second and third phase are 

related to the properties in the category flow model, as they consist of strategic 

formulation of the brand architecture and essence of the mother-brand and sub-brands. 

Additionally, the consequences are related to the third phase because they consist of 

concrete strategic initiatives that can enhance the desired nation-brand. As argued earlier, 

the fourth phase in the South Africa example is an evaluation of the project, which can 

result in further modifications. This leads back to the initial phase and therefore also the 

antecedents in the category flow model, as it measures the effect on the antecedents. 

Thereby, further modifications of the nation-brand can occur. 

Chapter 4: Analysis  

4.1. Sub-question 1 

In this section, the researchers will examine the current Danish nation-brand approach as 

explained by Sofie Nyholm, Head of Market Relations at WoCo, and Meik Wiking, CEO 

at the Happiness Research Institute and author of the books “The Little Book of Hygge” 

and “The Little Book of Lykke”. 

As mentioned in the theoretical framework (Section 3.1.2.1.), the Conceptual Model of 

Nation-Brand Identity and Image will be applied to identify some of the key brand assets 
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that are found in the interviews. Additionally, relevant news articles and reports about 

the Danish nation-brand will be employed to demonstrate these brand assets. 

4.1.1. Analysis of Expert Interview: Sofie Nyholm 

According to SN, Denmark and Copenhagen should brand themselves “(...) at what we 

actually have”(Interview SN, l. 286), referring to an authentic version of Denmark. She 

states “(...)Copenhagen is always gonna be a large part of Denmark” (Interview SN, l. 

132), meaning that as the capital it attracts the most visitors and is the focus point of the 

organization. However, she also emphasizes that cities and regions have to work together 

because “(...)the more we work together, the stronger the stories are” (Interview SN, l. 

142), which correlates with Dinnies concept of a mother-brand and sub-brands (Dinnie, 

2008). Therefore, WoCo works together with other tourist sub-brands such as 

VisitDenmark and VisitAalborg to strengthen the coherence between the stories.  

 

SN often describes the nation through sights, where many are related to nature, 

e.g.“Norway has the fjords and the beautiful nature, but we have Møns Klint, (...) the 

beaches of Northern Zealand (...) Skagen (...) Vesterhavet (...) we have all the little 

islands”(Interview SN, l. 280-283), indicating that Denmark also has interesting nature 

compared to Norway. She uses the words “rain” and “cold” as typical descriptions of the 

Danish weather but gives them a positive connotation (Interview SN, l. 287). 

Additionally, the words “Fairy tale” and “Stories” occur throughout the interview 

(Appendix 3.1.). She uses these words to describe how she imagines foreigners perceive 

Denmark. Furthermore, this also influences her own view of the nation which she 

perceives as a “(...)living fairy tale (...)” (Interview SN, l. 127) e.g. with the welfare 

system. Another important aspect is “Architecture”, which is often linked to tours with 

locals: “(...)we’ve had some architecture-interested journalists here, and then we asked a 

Danish girl called Astrid (...) to give them a guided tour(...)” (Interview SN, l. 88-90). 

 

According to SN, a focal point for the nation branding strategy is the Danish citizens and 

the Danish culture. The words “Hygge”, “Openness”, “Happiness” and “Social” are often 

used to describe Danes. SN emphasizes that Danes are open, both in regards to meeting 

new people and being open to other perspectives on the world: “(...)tolerance and 

diversity, which are the big things for us and historically (...) it’s something we focus on 

in the UK and US” (Interview SN, l. 116-120). Additionally, she relates Danes’ openness 
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to the seasonal weather: “When it’s been winter and we’ve been closed off by ourselves, 

and then there’s the slightest sunshine (...) we search out and we search each other(...)” 

(Interview SN, l. 263-266). Hence, the weather has a big impact on Danish society as 

well as how hygge can be practiced and observed: “(...)being at home and sitting with 

your blanket and your closest friends (...) But hygge is also sitting on Islands Brygge 

having a beer(...)” (Interview SN, l. 257-259). Outdoor activities at parks, which she also 

participates in herself and the natural sights, indicate that Danes enjoy being outdoors.  

 

SN also describes Danes as polite, welcoming and nice highlights that “Maybe we are 

more nice to the visitors than we are to each other(...)” (Interview SN, l. 248-249). She 

elaborates on this by stating “It can be difficult to get into the inner circle(...)”(Interview 

SN, l. 252) but also mentions that feedback from visitors shows how Danes are generally 

perceived as welcoming and not “closed off”. However, she exemplifies the aspect of 

socialness as “I may be sitting with my own friends in the park (...) but there’s no reason 

for us to sit in the park if we’re not in some sort of way interested in the socialness of 

being together(...)”(Interview SN, l. 267-269). Hence, being social as part of a friend 

group is an essential part of the Danish lifestyle, and it is also practiced in public as a 

sign of groups being interested in socializing with each other to a certain extent. This 

correlates with how hygge is practiced alone and in social interactions because it is an 

integral part of the Danish lifestyle. Therefore, it is also part of the “Localhood” strategy. 

However, as mentioned by SN, translating hygge to other cultures might change the 

meaning of the concept. Danes might think “(...)maybe not but if this is what works for 

you” (Interview SN, l. 240-241), when companies attempt to commercialize the concept 

of hygge, e.g. by offering “Hygge packages” to visitors. 

 

In regards to happiness, SN often relates it the concept of work-life balance, as she 

believes it is “(...)fairly unique to have such emphasis on feeling good.” (Interview SN, l. 

207-208). She argues that the ideal of Danish lifestyle is to feel good and to have a 

lifestyle supported by a political focus on security and welfare for citizens, described as 

“(...) our little socialist bubble(...)”(Interview SN, l. 211). Therefore, success can not, 

according to Danes, be measured in material possessions: “(...)it is actually the most 

happiness (...) we strive for.”(Interview SN, l. 222). In general, emphasis on happiness, 

hygge and social interactions are parts of the local spirit, which enhance and integrates 

the “Localhood” feeling through local stories, e.g. at Nørrebro. 
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The strategy by WoCo is centered around “Localhood” in the capital city and, more 

specifically, on five main key words. These are the foundation for the stories that WoCo 

tells about Denmark: “It’s a royal and historic tale, architecture and design, gastronomy, 

diversity, and environmentally friendly(...)” (Interview SN, l. 112-113). These keywords 

are incorporated into “(...)a more narrow story to a narrow audience.”(Interview SN, l. 

87), which depends on the backgrounds and beliefs’ of the audience. As an example, the 

story about diversity is often directed towards UK and US while “In China it’s more 

about the fairy tale(...)” (Interview SN, l. 125), playing into traditional tourism. The 

segmentation of the audience is often related to travel possibilities; the accessibility that 

increases when new flight routes open up. WoCo is especially focused on India and 

China (Interview SN, l. 101), as well as stating: ”(...)UK is still a very interesting market 

and the US is a focus market for us as well” (Interview SN, l. 106-107). 

 

A big part of WoCo’s strategy is to use social media channels to spread the message 

about the Danish nation-brand and to discover new parts of Denmark. Hence, WoCo can 

utilize the strengths of locals and show an alternative version of Copenhagen. This is 

coherent with their idea of steering away from traditional tourism towards “Localhood”. 

SN states “(...)we invite foreign influencers to come here, (...) we hook them up with a 

local(...)” (Interview SN, l. 307-309). Thereby, foreign influencers and their follower 

base can see Copenhagen through the eyes of a local. By bringing the concept of 

localhood into the social media channels, e.g through Instagram and Facebook, WoCo 

aims to present an authentic and undiscovered image of Copenhagen:“(...)what I think 

we need to focus on is not (...) what are their stories, but what’s our story”(Interview 

SN, l. 283-284). Additionally, they collaborate with local instagrammers, who have a big 

follower base, to share“(...)their visions and their stories (...) around Greater 

Copenhagen and feeding that into (...) their channels”(Interview SN, l. 302-303). This 

appeals to locals, and it brings them together with tourists as both groups share a joint 

interest in discovering Danish communities. As a result, the visitors can be convinced to 

stay in Denmark for a longer period of time because there are more things to experience. 

SN states that “(...)business is working because there are tourists (...) and that gives me 

as a local a good experience(...)”(Interview SN, l. 198-199), meaning that tourism is an 

asset to both businesses and locals, especially during vacation periods. Therefore, WoCo 

believes their new and alternative nation branding strategy will bring stakeholders 
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together in a positive way and create value for them all, as opposed to traditional tourism 

(Wonderful Copenhagen, 2017). 

4.1.2. Analysis of Expert Interview: Meik Wiking 

According to MW, Denmark is branded on the concepts of happiness and hygge. He 

states that “(...)the international audience would consider us as happy people with sort of 

a wholesome sustainable healthy lifestyle (...)” (Interview MW,l. 254-255) and that 

concept of hygge is considered a Danish export that other nations can tap into:“(...) we 

like to think that it is a unique Danish phenomenon (...)I think they [other countries] 

have just as much hygge (…) but what we might have is a focus on hygge or sort of a 

celebration of hygge and a use of hygge”(Interview MW, l. 30-34). MW attaches great 

importance to describe Danes and Danish society through the words “Hygge” and 

“Happiness”, but there are more terms interlinked with Danish culture, e.g. the term 

“Simple living”. He states that Danes “(...)see the value in (...) these simple pleasures” 

(Interview MW, 1. 45-46), which is regarded as uniquely Danish. Relating to this, he 

mentions that Danes have strong preferences for outdoor activity and enjoy getting out 

into the nature e.g. by spending time together in parks and biking around the city 

(Interview MW, l. 245-246). 

 

According to MW, Danes have a tendency to engage in different intimate social groups 

and have clear separations between them, e.g. work groups, school groups or sports 

groups: “(...)we are not so good at mixing different groups and it seems like a lot of our 

relationships are bilateral(...)” (Interview MW, l. 72-73). Subsequently, he brings up a 

mindful consequence of having these clear separations in social circles: “(...)it is quite 

difficult for expats and foreigners to penetrate the social circles in Denmark because you 

do not get invited unless you know the other people and you will never get to know the 

other people unless you get invited, right (...)” (Interview MW, l. 88-90). This is related 

to what he characterizes as ‘The Dark Side of Hygge” and is interlinked with social 

exclusion (Wiking, 2016: 63). Additionally, Danes are very structured and organized, 

which might also be an obstacle when foreigners want to become a part of a social group. 

An example of this is the way Danes organize their social calendars: “(...)other cultures 

seem more spontaneous where Danes are super planned and where there is two cultures 

clash, it is an issue (...) another reason for this is that getting invited home is sort of the 

end of the friendship journey in Denmark, whereas in other cultures (…) maybe that will 
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be an earlier step?” (Interview MW, l. 102-105). However, as social exclusion might be 

a significant downside to hygge and an accurate description of Danes in some people’s 

opinion, MW states that Danes invite people to their “in-groups” by doing activities 

together, e.g. through community clubs (Foreningslivet). Danes like to get to know each 

other and establish connections by meeting each other in smaller groups, creating a more 

intimate atmosphere (Interview MW, l. 63-65). 

 

From the beginning it was stated that Denmark is, according to MW, branded on 

happiness and hygge. These two concepts have gained significant attention in foreign 

countries, which will be elaborated on later in this section. MW turns his focus to 

postmodern trajectories’ influence on the Danish society: “(...)the main reason why 

Denmark does well in the Happiness rankings is the welfare state [inaudible] society. 

(...) We invest in the common good and we focus on improving quality of life for the less 

fortunate” (Interview MW, l. 22-25). Another element, which is linked to the concept of 

happiness, is the Danes’ attitudes towards the quality of life and how it can be measured. 

As stated earlier, Danes focus on a simple life, and, according to MW, happiness is not 

measured in material possessions: “(...)to some extent we have removed the price tag on 

happiness (...) whereas in a lot of other societies quality of life is something you buy. (...) 

that creates a better society for everyone.” (Interview MW, l. 205-206). 

 

When looking at hygge and how it affects the Danish nation and lifestyle, MW mentions 

several factors come into play. First, the word “hygge” or hyggelig” is a great part of the 

majority of Danes’ everyday language, and they use it in various contexts (Wiking, 

2016). It is viewed as a great part of Danish DNA and culture, and, to some, it is a purely 

Danish phenomenon. However, MW says that hygge can be exported and adapted into 

other cultures: “(...)hygge happens in a lot of places (...), I do not think that Denmark has 

a monopoly on hygge (…) and there are similar words in Dutch and German that comes 

quite close to it (…)” (Interview MW, l. 27-29). Even though he views the different 

cultural conceptions as positive, he mentions that it possibly creates misunderstandings 

in terms of how people and companies interpret hygge: “There’s a risk that (...) 

companies fill in the content of that concept with things that we Danes say “that’s not a 

part of hygge” (...) so I think we’ll see a lot of cultural variations of hygge in the coming 

years. It’s almost like (...) whatever people enjoy now, they’ll say ‘that’s hygge’, when 

we’ll say ‘I’m not sure that’s the case’” (Interview MW, l. 189-193). 
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4.1.3. Summary of Expert Findings  

The two experts mention several similar concepts that constitute the Danish nation-

brand. However, the researchers found that some of the main topics of the conversations 

varied in the two interviews. 

First, in regards to similarities, both experts included the concept of hygge as a 

significant part of the Danish brand identity. SN states that hygge is an integral part of 

the Danish identity, which corresponds to MW’s statement about hygge being a part of 

the Danish DNA. However, their statements differ in regards to whether it is possible for 

foreigners to hygge in Denmark and tap into the concept. SN expresses that hygge is a 

“(...)national sentiment that we have (...) and that is really what visitors want to try to 

experience(...)” (Interview SN, l. 157-158). On the contrary, MW states that it is 

somewhat difficult to tap into hygge as a foreigner in Denmark: “(...)you can experience 

it in the cafes (...) you can see the amount of candles (...) But (...) I think the sort of 

epicenter of hygge, the family hours (...), the family dinners (...) that is difficult to tap 

into (...)” (Interview MW, l. 267-270). Additionally, they both accentuate how the 

simple lifestyle is a vital part of hygge, expressed through feeling good and living in the 

present moment. 

 

Both experts mention the international trend around the concept of hygge, which started 

back in 2015, where it was mentioned in 40 national British newspapers. Then, in 2017, 

it increased to more than 200 mentions (Higgins, 2016). On social media platforms, as 

e.g. Instagram, #hygge is a widespread hashtag that has been used in 3,276,193 posts 

(Instagram, 2018). Additionally, the hashtag on Pinterest experienced a 285% increase 

from 2015 to 2016 (Wrede, 2018). Moreover, the word “hygge” made it into the famous 

Oxford dictionaries in 2016, as it became the international word of the year (Altman, 

2016). In a video interview with China daily, MW explains that one of the main reasons 

behind the extensive interest in hygge descends from how many countries have 

experienced an increase in wealth without a corresponding increase in happiness. 

Therefore, some countries are looking for inspirational “role models” such as Denmark, 

because a correlation between happiness and quality of life is present (China Daily, 

2017). The buzzword has been incorporated into a long sequence of lifestyle guides and 

themed cookbooks. Even in Scandinavian-themed cafes, restaurants and bars, owners 

generate an atmosphere that enhances simple hyggelig decor and relaxation (Loughrey, 
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2016). Along with the materialistic view on hygge, international newspapers focus on 

hygge being equivalent to simplicity and togetherness. However, the researchers overall 

observe that hygge is linked to products. The hyggelig atmosphere, which is the “secret 

ingredient” needed to create hygge according to Danes, is transferred from a Danish 

context into actions. This means that instead of enjoying the moment, which 

automatically creates hygge, the atmosphere is forced on materialistic actions. 

 

Both experts consider hygge as part of the Danish nation-brand but are also aware of 

how it can create misconception if used in the wrong “setting”, or if it is forced upon 

products. MW exemplifies it by stating: ”(...)’I only have 10 minutes to hygge, how do I 

do it fast?’ Or ‘what’s the first thing I should buy to get hygge?’ I’m not sure if you’re 

getting it right. (...) I think also a lot of companies attempt to hygge through products (...) 

for example ‘this is the the hyggeligste cup you can get.’” (Interview MW, l. 172-174). 

SN backs this notion up but also sees the possibilities in the trend: “(...)if more and more 

people are focusing on this, (...) the more we will also be attracted to finding out where 

the origin was (...) So you might as well just love it and try to embrace it (...)” (Interview 

SN, l. 234-238). 

 

The concept of´hygge is often related to Denmark’s rankings in the World Happiness 

Report, where the nation has been ranked as the happiest country in the world in 2012, 

2013 and 2016 (Sandhu, 2016; Wiking, 2016). The approach to measure happiness, 

according to the Happiness Research Institute, UN and OECD, entails three dimensions: 

evaluative (life satisfaction), affective (emotions) and eudaimonic (purpose) (YouTube, 

2016). Happiness is also a concept that is mentioned by both experts, as it encaptures the 

meaning of feeling good. SN states that being happy is the ideal for Danes as opposed to 

“(...)making money, or having the right salary, the right job, the right title, the right 

house, the right car, all these things” (Interview SN, l. 208-209), exemplifying that 

material possessions are not the focal point for a good life in Danish culture. Instead of 

letting the global competition get to people’s heads, Danes experience stability based on 

the welfare system and the political system, which MW agrees has a major influence on 

the Danish lifestyle. In his book he states that all Nordic countries have a high level of 

welfare that contributes to their happiness ranking (Wiking, 2016). He elaborates 

:“(...)What really works in Scandinavia is that to some extent we have removed the price 

tag on happiness (...) whereas in a lot of other societies quality of life is something you 
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buy(...)” (Interview MW, l. 203-205). Additionally, the sense of security allows Danes to 

be concerned with each others well-being, which is shown in their acceptance of e.g. 

investing: “We invest in the common good, and we focus on improving quality of life for 

the less fortunate(...)” (Interview MW, l. 24-25). Hence, solidarity and caring about the 

social aspects of society are very significant parts of the Danish nation-brand identity. 

 

When it comes to social relations, the two experts have different opinions on whether 

Danes are closed off or open. Previously, MW has noted that “Danish culture is very 

closed to outsiders, and you have to work mightily to make it into anyone’s social circle. 

On the upside, once you’re there, you have friendship tenure - you’re in for life.“ 

(Newman, 2017). In the interview, MW mentions this as the experiences among several 

private and professional acquaintances, emphasizing that Danes “(...)separate different 

groups, different people and we are not so good at mixing (...)”(Interview MW, l. 80). 

SN does agree with the notion that Danes are social in their own groups, stating “I may 

be sitting with my own friends (...) and you will be sitting with your friends (...) It doesn’t 

mean that we play ‘Rundbold’ with each other and be super social like that 

(...)”(Interview SN, l. 267-270). However, from her experiences, foreigners describe 

Danes as open, polite and welcoming and that “(...)they’re definitely not saying that we 

are closed off.” (Interview SN, l. 250). On the contrary, she believes that Danes might be 

more open towards strangers, e.g. to foreigners, than Danish citizens. 

 

Another component of Danish nation-brand identity is related to Danish history and the 

stories. Even though MW did not touch upon fairy tales, he links the concept of hygge 

directly to “(...)’the second Viking invasion’” (Higgins, 2016), hence emphasizing the 

history of Vikings. Moreover, SN stresses the importance of finding specific “Danish 

stories” that spark foreigners’ interest. She notes that Denmark is “(...)the little fairy tale 

about this socialists country (...) we have (...) a sense of fairy tale (...) not in the H.C. 

Andersen type, but more in the lifestyle. We leave work early, we bike with our kids on 

our Christina bikes. All these things are something that attracts. So the more mature 

generation of travellers are more attracted to this type of story than the Little Mermaid” 

(Interview SN, l. 70-77). Furthermore, she mentions Carlsberg’s campaign, “The Danish 

Way” as an influential storyteller of Danish history: “It has a very deep root in (...) our 

history and also in other points of our history, where it (...) is more than just making a 

beer (...) What they have developed and what has been used in so many other ways which 
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is actually coming back to the whole socialness of (...) our country (...)” (Interview SN, l. 

325-328). These statements indicate a feeling of romantic nationalism, which the 

researchers define as a romanticized view of Danish society, and that further 

characterizes the Danish nation-brand. 

 

One notable difference, however, is that MW uses the term “Scandinavia” frequently in 

relation to describe Danes’ behavioral traits and the Danish welfare system. He thinks 

“(...) that there’s a growing awareness of that Denmark and other Scandinavian 

countries are doing something right, in terms of creating good conditions for good 

lives“(Interview MW, l. 143-144). Hence, he perceives social security as a key word to 

describe Scandinavia, and not as uniquely Danish. The element he considers as uniquely 

Danish is the focus on hygge - interlinked with a simple lifestyle, which corresponds 

with SN’s statement that Danes focus on feeling good. However, SN accentuates several 

differences between Denmark and other Scandinavian countries; differences that can be 

used in the Danish nation-brand, e.g. the landscape and the stories. As mentioned earlier, 

WoCo wants to encourage visitors to explore Denmark and Copenhagen, rather than all 

of Scandinavia, but without engaging in competition with e.g. Norway and Sweden. 

 

To sum it up, the Danish nation-brand identity is composed by hygge (a simple lifestyle), 

happiness, solidarity, authenticity and history/fairy tale, bound together by traces of 

romantic nationalism. Additionally, the experts mainly use the following words to 

characterize the nation and the Danish society: hygge, happiness, social, nature, local, 

solidarity and story. 

4.1.4. Communicators of Nation Identity 

In regards to who communicates the nation brand, SN states that “(...)for the Danish 

brand the whole success of the (...) Danish actors internationally has a lot of effect (...)” 

(Interview SN, l. 348-349). In her perspective, the film and arts industry has been an 

important factor in the cultural export of Danish produced television, which in turn has 

brought focus to the nation. Therefore, using Mads Mikkelsen as a brand ambassador in 

the Carlsberg advertisement is explained as “(...)having somebody like that gives you an 

instant push instead of just some normal (...) good-looking guys (...)” (Interview SN, l. 

346-347). Additionally, she perceives the advertisement as a romanticized version of 

reality with a basis in “(...)idea of (...) the fairy tale story (...)” (Interview SN, l. 333), 
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drawing on the element of heritage. As an extension to this, MW notes that “(...) he’s a 

good Danish ambassador. He’s a well-recognized face (...)” (Interview MW, l. 330-

331). 

 

MW has two slightly contradicting statements about the advertisement. First, he states 

that the advertisement is consistent with foreigners’ perception of Denmark: “(...)it taps 

into the perceptions that foreigners have of Denmark. That perception is based on reality 

(...) of course in an extreme version. But I think it’s well executed. I think it’s a great 

ad.” (Interview MW, l. 295-297). On the other hand, he is somewhat sceptic about 

whether or not the advertisement portrays the best bits of Denmark: “Is it representative? 

No. Because you are taking the best part of the spectrum. So (...) you can have a lot of 

things about the story of Denmark that are not included. (...)” (Interview MW, l. 300-

302). 

  

Additionally, both MW and WoCo are representations of communicators of the Danish 

nation-brand who spread the message of Denmark. MW is a prominent personality 

within hygge and happiness literature and research, while WoCo and SN are part of 

marketing communications and tourism experience organizations (Section 3.1.2.1). This 

leads to who they target and appeal to in the last phase of the Conceptual Branding 

Model - e.g. tourists, expats and investment opportunities. In this specific case, the 

researchers focus on the foreigners who they conducted interviews with. Additionally, as 

mentioned earlier, they are mainly from outside the EU, and want to visit or live in 

Denmark. Evidently, they are forming a nation-brand image of Denmark. 

4.2. Sub-question 2 

In this section, the researchers will investigate how the foreigners experience Denmark in 

comparison to the communicated image of the nation, which was elaborated on by the 

experts along with relevant reports and articles that touch upon the subject, such as the 

Expat Insider Report (InterNations, 2017) and the “Localhood” strategy (Wonderful 

Copenhagen, 2017a). 

As explained in the methodology, the interviews will be analyzed based on thematic 

analysis, wherein open coding is the initial step. The procedure of coding is, according to 

Corbin & Strauss (2008), neither clearly distinguishable nor temporarily separated 
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phases in the process but serves the purpose of handling textual material (the interviews) 

and definifing actions and experiences as described by the foreigners (Flick, 2009; Kvale 

& Brinkmann, 2015). The semi-structured interviews are based on five themes as seen in 

the interview guides in Appendix 1.3 and Appendix 1.4, which will structure the below 

analysis. Under each interview theme, the researchers will give a brief summary of the 

essential findings, where after the relevant thematic elements will be elaborated on. A 

summary of Theme 1 can be found in Appendix 5. These thematic elements take outset 

in the foreigners’ experiences of Denmark and are each being further analyzed in 

comparison to the communicated image of Denmark in gap analyses. The findings from 

each gap analysis will contribute to the discussion whether Denmark should modify its 

branding strategy to accommodate the tendencies among the foreigners. 

 

As a semi-structured interview neither has a professional nor an everyday approach to 

conversations (Kvale & Brinkmann, 2015), the findings are not confined to a certain 

structure, meaning the answers are suitable to examine multiple tendencies and 

phenomena. Therefore, the researchers will use statements from all five interviews 

themes in order to illustrate the various meaning elements and illustrate the significances 

of the most relevant thematic elements. In regards to key terms used by the foreigners, 

extracted from their statements, the foreigners describe Danish culture and Denmark 

within the following way: minimalistic, homogeneous, good work-life balance, security, 

safe, clean, open, reserved, happiness, relaxed, sustainable, cold (Appendix 3.2). These 

words differ from the words used by experts and the media to characterize the nation: 

hygge, happiness, social, nature, local, story, simple (Appendix 3.1). 

 

The latter figure is an example of how the researchers conducted open coding. The 

presented statements both display unconcealed and implicit descriptions, perceptions and 

experiences about hygge. 
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Figure 4.1.: Authors’ own creation: Example of Open Coding 

Lastly, in relation to the presented gap analyses, the green line represents actual 

perceptions of Denmark by the foreigners, and the red line represents the communicated 

image of Denmark. 

4.2.1. Interview Theme 2 - Preconceived ideas  

Many of the foreigners came to Denmark with few expectations and little knowledge 

about the nation, besides that it had a good work-life balance, a developed social system 

and was ranked as the happiest country in the world. Many came in search of 

opportunities within work and education, while others came because of social relations to 

Danish citizens. Through word-to-mouth and online research, the foreigners discovered 

more about the culture, which they argued to be reserved and cold, but safe and 

sustainable. 

4.2.1.1. Work-life balance 

One of the most significant themes was the interest in the work-life balance, which was 

mentioned by 10 out of 11 foreigners, also called the “(...)living fairy tale(...)” 

(Interview SN, l. 127). Many of the foreigners sought opportunities for their career and 

studies, indicating a prestige and status pull factor, such as participant G, who states: 
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“(...)these universities and opportunities here at CBS that was the main draw that 

attracted me to Denmark.” (Interview G, l. 14-15). Especially among expats, the work-

life balance in Denmark is a cultural pull factor, as stated by participant P: “(...)I thought 

there were a lot similarities with my personal view of the world(...) like work-life balance 

and everything (...)” (Interview P, l. 10-12). This corresponds to the Expat Insider Report 

(InterNations, 2017), where Denmark ranks number 1 in regards to work-life balance. 

However, most of the foreigners state that they had not experienced the work-life balance 

yet because they are still studying, as described by participant SR: “(...)I did (...) witness 

that it was a good work-life balance but I (...) was doing school at the same time, so I 

couldn’t really enjoy it as any other employee would”(Interview SR, l. 198-200). 

Therefore, there is a very small gap between the communicated and perceived work-life 

balance, which is mainly created by the foreigners not experiencing it at work, or 

because they are students. 

 

Figure 4.2.: Authors’ own creation: Gap Analysis - Work-Life Balance 

4.2.1.2. Scandinavia or Denmark? 

Another aspect was linking Denmark to Scandinavia, thereby not clearly recognizing 

Denmark as an individual country. This is evident in participant V’s statement:“(...)First 

of all, I haven’t been to the Scandinavian countries (...)“ (Interview V, l. 8). Overall, six 

out of 11 foreigners relate Denmark to Scandinavia and Scandinavians in their 

interviews. Their expectations of Denmark are, hence, based on the overall image of 

Scandinavia, and they are motivated by cultural factors. This corresponds with the 

findings of a report by WoCo (Wonderful Copenhagen, 2014) where 53 % of visitors 

were directly motivated by cultural factors to come to Denmark, and 88 % participated in 

at least one cultural activity. 

Even though the foreigners know Scandinavia, they have little knowledge about 

Denmark before researching the country. Participant V states: “(...)I didn’t really like 

expect anything (...)” (Interview V, l. 14). The low or non-existing expectations indicate 

that the Danish nation-brand has not influenced them in the same way as the 
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Scandinavian reputation. These statements correlate to the perception by MW, who states 

“I think that there’s a growing awareness of that Denmark and other Scandinavian 

countries are doing something right (...)” (Interview MW, l. 143-144). However, SN 

strives to change this perception as she considers Copenhagen to be “(...)a fairly special 

city (...)” (Interview SN, l. 70). It is also incorporated in the “Localhood” strategy: 

“Instead of coming to Scandinavia and visit the other big cities (...) what if we could get 

them to spend 8 days in Denmark instead (...)” (Interview SN, l. 143-144). Hence, the 

image of Denmark as an individual destination is very important to convey for WoCo 

and other Danish nation-brand communicators, rather than as a part of Scandinavia. 

However, this image is not what is expected by the foreigners, which results in a big gap 

between the experts’ and the foreigners’ perceptions. 

 

Figure 4.3.: Authors’ own creation: Gap Analysis - Scandinavia or Denmark? 

4.2.1.3. Are Danes Reserved? 

In regards to the foreigners’ perceptions of Danes before their arrival, six out of 11 

foreigners held the perception that Danes are quite reserved. These perceptions are 

mainly affected by statements from peers and media. This is evident in participant SR’s 

statement: “(...)everything that I read online kept saying things like ‘Danes are really 

nice once you get to know them but they are really reserved (...) so don’t be upset if they 

don’t smile at you in the streets or they don’t start talking to you’.” (Interview SR, l. 14-

17). This further correlates to G’s statement as well: “You always read about how (...) 

like in the international newspapers you read about how to adapt to Denmark (...) people 

usually say that Danes are very closed and very hard to get along with.” (Interview G, l. 

43-45). On the contrary, SN utters that Danes are not perceived as reserved: “What we 

generally hear is that Danes are very, very nice and it’s a very pleasant country to be 

in.” (Interview SN, l. 247-248). MW experiences that “The Dark Side of Hygge” might 

be a reason why Danes are reserved because “(...) people are not better at opening up 

their social circles.” (Interview MW, l. 221). However, there is a slight discrepancy 

between communicated image of Denmark according to e.g. Uniavisen (2012) and The 
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Copenhagen Post (2012) and the experts; both newspapers state that Danes are cold and 

reserved towards foreigners in the beginning, but open up when you get to know them. 

Evidently, it creates a big gap between the communicated and the actual image of 

Denmark. 

 

Figure 4.4.: Authors’ own creation: Gap analysis - Are Danes Reserved? 

4.2.1.4. Denmark As The Happiest Country 

Denmark’s ranking in the World Happiness Report (VisitDenmark, 2016) as the happiest 

country in the world consecutively for several years had indeed sparked the foreigners’ 

interest for the country. This broad interest serves as a cultural motivator for choosing 

Denmark as a destination, because some of the foreigners want to gain knowledge about 

the nation (Jang & Cai, 2002). It is interesting to note that the foreigners state that they 

have few expectations before coming to Denmark. However, eight out of 11 foreigners 

state they either had an idea of Denmark as being a “happy country” prior to their arrival 

or got the impression of it while being here. Participant V says:“(...)from other peoples 

experiences and like all the reports we always heard that Denmark is the happiest 

country like the happiest people in the world (...) so I am also curious to know like why 

(...)” (Interview V, l. 15-17). Additionally, K also heard about Denmark being the 

happiest country prior to her arrival:“(...)I was studying positive psychology (...) one of 

the years where Denmark won the prize as the happiest country in the world, and (...) I 

wanted to find out why” (Interview K, l. 18-20). Even though a majority of the foreigners 

find Denmark to be a “happy nation”, the researchers discovered that there are different 

interpretations of what being happy is and happiness in general. V says: “After living 

here for a while I don’t see (...) that Danish people are specifically happy all the time, 

but then I was thinking maybe this happy is not like you have to be joyful (...) all the time 

it is more like you feel secure with your life and (...) so I think that is something different 

because I thought like ‘oh happy is like (...) you are enjoying everyday’ (...)” (Interview 

V, l. 63-67). Participant O shares a similar view of happiness: “(...)you are the happiest 

country all around? (...) that is the point I disagree the most (...) I also see on the other 
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side that Danes you do complain a lot (...) but what can they measure to say ‘this is the 

happiest country on earth’ (...) you do seem very happy and you have a healthy lifestyle 

and you socialize a lot but I don’t consider you to be super happy” (Interview O, l. 162-

167). As a tourist, Participant L shares a similar view after visiting Denmark: “(...)you 

read about Denmark in the news (...) being the happiest country on earth and stuff like 

that (…) it’s not that everyone is like ‘oh I’m so happy all the time’ (…) to me it’s 

colorful and welcoming and (…) indicative of what a happy society looks like” 

(Interview L, l. 54-57). Both MW and SN agree with Denmark being a happy nation but 

pointing towards the Danish welfare system as the key reason: “(...)the main reason why 

Denmark does well in the Happiness rankings is the welfare state (...) We invest in the 

common good and we focus on improving quality of life for the less fortunate; that brings 

up the average (...)” (Interview MW, l. 22-25). SN expresses that Danes place emphasis 

on feeling good and feel that way because of the Danish political system (Interview SN, 

l. 212). Therefore, the gap between the communicated and perceived image of happiness 

in Denmark is due to the somewhat different conceptions of the term happiness. 

Secondly, InterNations has found that Denmark ranks number 59 out of 65 in the 

subcategory “Personal Happiness” among expats (InterNations, 2017), hence illustrating 

a clear disparity of how people measure happiness. 

 

 Figure 4.5.: Authors’ own creation: Gap analysis - Denmark As The Happiest Country 

4.2.2. Interview Theme 3 - Personal Experiences 

After coming to Denmark, foreigners view the Danish culture and lifestyle as 

minimalistic, homogenous and balanced, shaped by hygge, structure, innovation, work-

life balance and an appreciation for nature (Appendix 3.2). However, some of the 

foreigners experienced difficulties with settling in to Danish culture. The concept of 

hygge plays a significant part in the foreigners’ personal experiences, as it is linked to 

Danes’ attitude towards foreigners, social inclusion and exclusion and their opinions of 

materialism and a simple lifestyle. This leads to a consideration about whether it is 
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difficult or easy for foreigners to adapt hygge into their lives in Denmark and experience 

it. 

4.2.2.1. Exclusion and Inclusion 

Seven out of 11 foreigners hold the impressions of Danes as being very nice, kind and 

welcoming, but still reserved in the beginning. However, when entering their social 

circles, they open up more but keep a certain personal distance. Participant O has 

experienced Danes as reserved during his introduction days at Copenhagen Business 

School: “(...)you seem very cold (...) a bit in distance. So you didn’t (...) make a big effort 

to talk to internationals, so if you knew someone in the course then you would just stay 

with them (...) to hell with the rest (...)” (Interview O, l. 31-33). Participant P mentions 

the importance of taking the first step in order to be included: “I think that it’s pretty 

hard to be and feel included. I have to say that. But I think that if you’re willing to take 

the first step to for example talk to strangers or try to break the barriers of Danish 

people, they are more than happy to return that to you” (Interview P, l. 53-55). In 

relation to this, Participant F argues that she did not feel included in the Danish society 

because of culture barriers; she perceives Danes as being very planned and structured, 

and herself being more spontaneous (Interview F, l. 66-68). Moreover, she says that 

Danes stick together in their own group of friends, making it “(...)difficult to enter his or 

her group of friends (...)” (Interview F, l. 74). These statements align with Denmark's 

ranking as number 61 out of 65 in the subcategory “Finding Friends” in the Expat Insider 

Report (InterNations, 2017). Of all the expats living in Denmark, 46 % state that their 

social circles mainly consists of other expats. This is enhanced by F: “(...)I realized that 

it was true about Danes and it was affecting my personal life. Because I didn’t have so 

many Danish friends and I always felt bad for that. Of course I wanted to be with 

internationals but (....) I was in a foreign country and I wanted to be with locals, live like 

locals and travel with a local” (Interview F, l. 104-107). 

 

As to the communicated image of Denmark, MW argues that “(...)it is quite difficult for 

expats and foreigners to penetrate the social circles in Denmark because you do not get 

invited unless you know the other people and you will never get to know the other people 

unless you get invited, right” (Interview MW, l. 88-90). However, he refers to the 

statement “Once you’re in - you’re in”: it is possible to form lifelong friendships with 

Danes after having broken through their barriers (Wiking, 2016). In relation to this, a few 
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of the foreigners have experienced social inclusion because they have based their 

destination choice on interpersonal motivators - relationships. Participant S states:“(...)I 

met a Dane (...) that was my fate that led me to Denmark (...) and we got married (...)” 

(Interview S, l. 8-9). Additionally, participant M, who came to Denmark because he met 

a Danish girl, believes it is easier to feel included because: “I have a little Danish family 

here (...) so that helps (...)” (Interview M, l. 68). MW expresses that socializing with 

your loved ones is the epicenter of hygge, making hygge a major part of social inclusion. 

He refers to “The Dark Side of Hygge”; bigger groups of people are not considered to be 

hyggeligt, meaning it is more difficult to penetrate a social circle because Danes often 

have several different groups of friends (Interview MW, l. 56-64). 

 

SN shares the same opinion as MW, regarding hygge being an essential part of 

socializing: “(...)when the opportunity is there we search out and we search each other 

(...) in the harbour, around the city and parks, and I find that very non (...) isolating (...)” 

(Interview SN, l. 265-266). She refers to this as “open hygge”, but notes that “private 

hygge” is more difficult to become a part of:“(...)if you have the concentric circles of our 

social lives (...) getting close to us is probably very difficult. It can be difficult to get into 

the inner circle. But I think we’re very polite people, so the outer circle (...) we’re 

usually more welcoming, in general” (Interview SN, l. 251-253). Altogether, the findings 

lead to a gap between the perceived and communicated image of Danes as excluding and 

including. 

 

Figure 4.6.: Authors’ own creation: Gap analysis - Exclusion and Inclusion 

4.2.2.2. Adapting to Danish Culture 

Another aspect to consider is the possibility to adapt to the concept of hygge in Denmark. 

The foreigners have somewhat contrasting accounts for how they have felt included in 

the Danish society, and whether they have adapted hygge into their lives in Denmark. As 

mentioned by SN, foreigners can tap into the concept of hygge and experience it around 

Copenhagen (Interview SN, l. 166-169), which can be experienced out in the open; 
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gatherings in parks or Islands Brygge. On the other hand MW states: “(...)hygge happens 

within the sort of four walls of the home right, and that is difficult if you are on a 

weekend trip (...)” (Interview MW, l. 264-265), implying that it is difficult to tap into as 

a foreigner (Interview MW, l. 88). However, MW utters that “simple living” is 

considered a part of hygge, hence linking it to outdoor activity. In order to be a part of 

hygge in a Danish context, it requires developing relations with people, whom you can 

be open with. Here, Participant F states: “(...)it just wasn’t that natural for Danes to 

include people to come to their places, invite them for dinner (...)” (Interview F, l. 77-

78). Additionally, Participant O comments: “(...)it is more romantic like sit away one 

eye-to-eye talk (...) even if it feels like a good conversation, if you take it outside it 

doesn’t count” (Interview O, l. 158-159). Hence, some of the foreigners find hygge to be 

found in the privacy of the home, making it hard to experience, and, in addition, it 

requires a small group in order to experience it. This aligns with InterNations findings, 

where Denmark ranks as number 57 out of 65 in the category “It’s easy to get used to the 

local culture” (InterNations, 2017). The foreigners find it hard to adapt to Danish culture 

as stated by participant A, who was a tourist: “(...)I found it quite difficult to interact with 

the people (...) where I’m from (…) you talk to people on the bus, in the queue, in the 

supermarket (…) But I found that it wasn’t (…) the same (...)” (Interview A, l. 45-48). On 

the other hand, SN states that “If you only consider hygge being at home and sitting with 

your blanket and your closest friends (...) then yes, it’s a sort of isolated event (...)” 

(Interview SN, l. 257-258), exemplifying that the foreigners’ perceptions of hygge are 

different from the Danes’. Participant A sees a misconception of hygge in the UK, 

compared to how it is in Denmark:“(...)while it is great for people to adopt it, I think it is 

very different if you actually visit Denmark and live it.” (Interview A, l. 170-171). The 

difference in perception is further indicated by the foreigners, who have interpersonal 

relations in Denmark. These foreigners have experienced an easier adaptation to Danish 

culture, such as participant V: “(...)when I am with my Danish family (...) or when I am 

with like this small group then i feel included and I know the people so I feel comfortable 

to say (...) just do things (...)” (Interview V, l. 103-14). 

Because the “Localhood” strategy builds on the notion that locals are open towards 

interacting with visitors, whereas the majority of foreigners state that tapping into hygge 

is hard, as it is exercised in social groups, the reseachers argue that there is a gap 

between the two. 
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Figure 4.7.: Authors’ own creation: Gap analysis – Adapting to Danish Culture 

4.2.2.3. Transferring Hygge to Objects 

As stated by both experts, “(...)a lot of companies are gonna brand their products as 

hygge”(Interview MW, l. 278), which transfers the meaning of the concept onto material 

possessions. Therefore, hygge becomes manifested in objects, which can create a 

misconception of the concept, e.g. as stated by MW: “(...)I get a lot of questions from 

American journalists that would call me say: (...) ‘what’s the first thing I should buy to 

get hygge?’ I’m not sure if you’re getting it right. (...)” (Interview MW, l. 171-173). 

They both describe hygge as “(...) Coziness and feeling good (...)” (Interview SN, l. 148) 

and believe it is part of the Danish heritage. However, this does not correspond with the 

statements by some of the foreigners, who barely mention the concept unless it is 

brought up by the researchers. 

 

Instead, the foreigners mention biking, fire and candles frequently: “(...)we will have a 

chat and a catch-up” (…) I’ll throw some candles on (…) in a cozy sort of environment 

(...)”(Interview A, l. 127-129) and “I have a bike, yeah I love riding around Copenhagen 

(...)” (Interview M, l. 37). Additionally, Participant K states: “(...)I really don’t wanna 

say hygge (...) because it’s so mainstream now(...)” (Interview K, l. 98-99). The latter 

exemplifies that the foreigners are aware that hygge has become commercialized. 

Evidently, there is a gap between objectifying hygge and perceiving the concept as an 

abstract phenomenon. 

 

Figure 4.8.: Authors’ own creation: Gap analysis – Transferring Hygge to Objects 
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4.2.3. Interview Theme 4 - Sociocultural Issues 

The foreigners have all experienced similar sociocultural issues during their time in 

Denmark. One of the biggest challenges is to penetrate Danes’ social circle, which was 

due to Danes being reserved and also because of their scheduled social calendars. 

Additionally, the foreigners experience language barriers in regards to getting to know 

Danes after penetrating the social circle. While all the foreigners would recommend the 

nation as a country to live in, they stated that it requires fitting into the Danish mindset. 

Despite the attractiveness of living in the country, four expats did not perceive Denmark 

as an attractive tourist destination due to lack of cultural and natural sights. 

4.2.3.1. Penetrating the Social Circle 

The Expat Insider Report ranks Denmark as number 65 out of 65 in regards to how easy 

it is for expats to settle in the nation (InterNations, 2017). As stated earlier, entering 

Danes’ social circles is perceived as quite difficult by the foreigners, which is partially 

because of their scheduled lives, as described by participant O: “It is very tough to 

arrange something with you (...) you need to plan very much in advance and I cannot 

deal with that (...)” (Interview O, l. 110-112). Additionally, participant F states: “(...)the 

main (...) barrier between the two cultures, and maybe the reason why I perceived that I 

wasn’t included in the society (...) is because that you need to plan everything and for me 

it’s crazy (...)” (Interview F, l. 69-71). Hence, Danes have structured lives, which the 

foreigners both find hard to become a part of since “(...)Danes have their groups of 

friends, and they tend to be together (...)” (Interview F, l. 73). As an initial challenge, the 

foreigners have to proactively interact with the Danes and become part of their plans, 

which is backed up by MW:“(...)the way we organize our social calendars, other people, 

other cultures seem more spontaneous where Danes are super planned(...)“ (Interview 

MW, l. 101-102). This affects the expats to a high degree but is not taken into account by 

SN and WoCo. Therefore, the gap between the foreigners and the communicated image 

of Denmark is not very big and leans towards Danes being structured rather than flexible. 
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Figure 4.9.: Authors’ own creation:  Gap Analysis - Penetrating The Social Circle 

4.2.3.2. Language Challenges 

Language is perceived as a challenge among six out of 11 foreigners, in relation to 

feeling welcome in the country, even though they consider Danes to have very good 

English skills. According to EF EPI, EF English Proficiency Index, Denmark ranks 

number 3 out of 80 countries and proves to have a very high English proficiency level 

(EF Danmark, 2017). Participant K states: “I told them not to ask anyone if they speak 

English because they do (...) it’s like offensive to ask (...)” (Interview K, l. 186). More 

specifically, some of the foreigners find it hard to interact with Danes because they do 

not speak Danish themselves. Participant S describes how social isolation is triggered by 

the lack of Danish language skills: “I’m part of an English club (...) I have spoken to 

many of the different women who said that if they didn’t had this club they would really 

be socially isolated. Because loads of them cannot speak Danish, around 85 % can’t.” 

(Interview S, l. 112-124). Participant O considers himself to have a Danish lifestyle but 

sometimes feels excluded because of the language: “I tend to see now that the patience 

of my friends of talking to me in English, while everyone can speak Danish, is getting 

low. As in (...) the openness to speak in English to everyone just because I am there is 

kind of fading away (...)” (Interview O, l. 103-105). As a tourist, participant A also 

experienced language as a barrier when attempting to interact with locals, even though 

she attempted to converse with locals in Danish: “(...)we thought that it might break that 

down a bit more. But we kind of noticed that it was difficult to (…) integrate and such” 

(Interview A, l. 99-100). According to the Expat Insider Report, language barriers are a 

distinct problem, both when making local friends and in the workplace, as it prevents 

expats from being proactive and taking the initial step to interact with locals. Participants 

SR experienced an incident at Novo Nordisk when they had diversity training:“(...)I 

sense that even though Novo is such an international company, a lot of people tend to 

just switch to Danish (...) or send me emails in Danish and I have to respond to them and 

say ‘hey, can you send this to me in English please’. So don’t you think it is more 
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important to kind of embed it in the culture so that when you hire internationals they feel 

more at home?” (Interview SR, l. 129-133). Denmark ranks number 49 out of 65 in the 

category “Language”, which is furthermore related to feeling welcome in a country. In 

that subcategory, Denmark ranks number 65 out of 65 (InterNations, 2017). Although 

MW and SN do not mention language barriers in their interviews, they accentuate Danes’ 

willingness to help foreigners, and especially tourists, if asked. As previously stated, the 

structure of Danes’ social life is an initial barrier in interaction situations, while language 

has a clear influence on the level of intimacy. To the researchers, this is viewed as a gap 

between the perceived and communicated image. 

 

Figure 4.10.: Authors’ own creation: Gap analysis - Language Challenges 

4.2.3.3. Not Attractive For Tourists 

Another important theme is Denmark as an attractive tourist- or expat destination. As a 

tourist destination, seven out of 11 foreigners would recommend Denmark, while four 

would not. Both tourists would recommend Denmark: “I would say all of Scandinavia is 

very worth going to like a big trip” (Interview L, l. 114). The expats are quite equally 

distributed with five foreigners recommending the nation for tourists and four that would 

not. The main reason to this is attributed to the perception of Denmark as a destination 

with little to offer. Participant SR states: “(...)if you came here just for two days it is hard 

to kind of understand especially what Copenhagen is about (...)” (Interview SR, l. 185-

186 ). This is agreed on by P who states: “(...)I don’t think there are a lot of things to see 

in Denmark (...)” (Interview P, l. 81) and “I think what’s interesting in Copenhagen is 

the lifestyle that people live (...) for a tourist it would be a bit harder to experience (...)” 

(Interview P, l. 82-85). This aligns with the difficulty of tapping into Danish culture as a 

foreigner. Additionally, the some of the expats compare Denmark to their country of 

origin and other destinations they enjoy: “(...)for people sort of my age I’d say maybe go 

and explore the Alps or something like that (...) especially coming from Australia, the 

nature here is less exciting.” (Interview M, l. 87-88). However, participant S has a 

different opinion: “(...)I would suggest the west-coast of Jutland as a definite tourist 

destination (...)” (Interview S, l. 133-134). The perception that Denmark does not have a 
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lot to offer is not aligned with SN, who believes Danish nature to be pretty in itself: 

“(...)We don’t have the biggest hotels, food scene, music scene, mountains or the biggest 

anything, but we have (...) a sense of fairy tale(...)” (Interview SN, l. 73-74). Hence, 

there is a gap between the perception of Denmark as a tourist destination, but as a 

country to live in, all the expats express a favorable opinion of Denmark, while stating 

that: “(...)I would have to say homogeneous (...) I love it so much, but there are so many 

issues with that and with xenophobia (...)” (Interview K, l. 110-111). Therefore, living in 

Copenhagen is recommended by all expats but requires a certain mindset, as explained 

by P: “(...)I feel Copenhagen is not much of a city that accepts too many different 

cultures (...)So if I know that someone has an attitude that’s very different I wouldn’t 

recommend them to live in Copenhagen”(Interview P, l. 90-94). Meanwhile, visiting the 

country because of sports and recreational factors are not recommended because of the 

perception that there is not a lot to experience. This accentuates a somewhat big gap 

between the perceived and communicated image of Denmark as an attractive tourist 

destination  

 

Figure 4.11.: Authors’ own creation: Gap analysis - Denmark as a Tourist Destination 

4.2.4. Interview theme 5 - Image of Denmark 

The majority of the foreigners argued the selected images to be an accurate portrayal of 

Denmark. The researchers found that minimalism, social activities, nature, clothing and 

relaxation were some of the most repeated subjects that the foreigners linked to the 

images. However, even though most of them found the images to be accurate, a great 

amount of the statements contained vagueness because they indicated negative tones. 

Lastly, the other part of the theme centers on “The Danish Way” advertisement, which 

will be elaborated on in the CDA. 

4.2.4.1. Portrayal of Denmark 

When analyzing the images that the researchers presented to the foreigners during the 

interviews, seven (five expats and two tourists) out of 11 foreigners argue that the images 

overall are an accurate portrayal of Denmark. SR only links the images to Denmark 
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because she lives here: “(...)the rug and the food and the blonde girl (...) after I have 

been to Denmark I feel like yeah that is Danish to me (...) but if I hadn’t been to 

Denmark or if I haven’t lived in Copenhagen for as long as I have it wouldn’t have 

struck me as ‘oh that is so Danish I want to go there’” (Interview SR, l. 247-250). 

Participant G does not think the images portray Denmark:“Before coming here and 

showing me these pictures as a foreigner (...) I would only be able to pinpoint Northern 

Europe. They don’t necessarily scream Denmark. And now, if you were to tell me that 

these are Swedish or Norwegian or Dutch (...) I would believe you” (Interview G, l. 201-

204). 

 

The researchers pointed out two statements repeated by several of the foreigners: “being 

inside” vs. “nature” and “hygge/socialization”. Participant A noticed that as much as 

Danes like to stay inside, she did “(...)experience a lot of people who liked to go out and 

explore (…) being amongst nature (...)” (Interview A, l. 152). As to SN and MW, they 

argue nature to be a significant part of the Danish nation (Interview SN, l. 280-283) and 

Danes’ strong preference for outdoor activity (Interview MW, l. 245-248). However, 

participant M says the long winters force people to be inside and that “(...)you don’t have 

a choice, you are inside and you have got your candles on (...)”(Interview M, l. 112-

113). He links hygge to being inside and argues that it contributes to generate more 

positive “attitudes” in regards to being inside. 

 

According to SN, hygge can both be experienced out in the open and in private settings 

(Interview SN, l. 262) but considers it to be an isolated event when doing it outdoors 

(Interview SN, l. 269-270). MW experiences that it mostly occurs in private settings 

while being indoors, but that it can also be experienced while being outdoors. According 

to both experts, hygge is a substantial part of the Danish nation-brand image, as 

mentioned in Section 4.1.3. However, none of the foreigners mentioned hygge in relation 

to the images, except for participant V, who says directly that the images do not portray 

the concept of hygge (Interview V, l. 210). 

 

Lastly, participant K finds that social media and the images somehow portray Denmark 

as utopia and that the “sad vibes” during winter are not portrayed: “(...) that one [image] 

is a bit more wintery (...)but you never see so much the side of like dark sad actually 

february time (...)” (Interview K, l. 271-272). Even though the majority state that the 
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images portrays an accurate image of Denmark, they also add relevant elements that 

somehow impair the validity of their arguments. Therefore, in the view of the above-

mentioned statements, the researchers find that there is a small gap between how 

accurate the images portray Denmark, according to the foreigners and the experts. 

 

 

Figure 4.12.: Authors’ own creation: Gap Analysis - Portrayal of Denmark  

4.2.4.2. Modern Or Traditional Appeal 

The image of Denmark has to appeal to both expats and tourists, and, with the 

“Localhood” strategy, WoCo strives to target visitors who seek a modern take on 

travelling, as stated by SN: “(...)in the Western world we’ve travelled for a long time and 

(...) we’re starting to seek out this new traveller that’s coming. It’s more about 

experiencing the localhood of whichever city you're in (...)”(Interview SN, l. 59-61). 

While it is found difficult to tap into Danish culture and hygge, it can be achieved 

through tours around the city, which the tourists found particularly interesting: “(...)we 

decided to do a walking-tour of the city. So we met in front of city hall and there was a 

local guide (…) they (...) showed us some key sights but then also some of the less-known 

sights (...)”(Interview A, l. 83-86). Close to all foreigners recognize Nyhavn when 

looking at the images and the campaign, highlighting it as a sight as well as The Little 

Mermaid. 

 

Many of the foreigners describe the everyday life of Danes in the images (Appendix 2.1 

and 2.2.), relating Image c to social situations and Image d to commuting. However, 

Participant A does not think Image l reminded her of Denmark: “Everybody sort of 

crowd around tables (...) I don’t feel like it (…) is very Danish (…) cause my experience 

was very sort of stand-offish not really wanting to talk to people you don’t know (...)” 

(Interview A, l. 140-145). Additionally, Participant P says the following about Image c: 

“(...)it’s more Italian and French than Danish because there are very few opportunities 

of being outside in Denmark” (Interview P, l. 113-114). For participant SR, the images 

of people and social situations do not immediately make someone who has been to the 
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country, think of Denmark: “When I see people, I think it is hard for me to kind of think 

‘oh this (...) person is so Danish’” (Interview SR, l. 239-240). Hence, the idea that the 

foreigners come to Denmark to experience the localhood is not something that is agreed 

upon by all the foreigners. Therefore, the gap between the communicated image and the 

foreigners’ perceptions is deemed as big by the researchers. 

 

Figure 4.13.: Authors’ own creation: Gap Analysis - Modern or Traditional Appeal 

 

 

4.3. Sub-question 3 

In this section the third sub-question will be explored: Are the significant tendencies 

brought up by the foreigners aligned with the nation-brand image presented in 

Carlsberg’s advertisement ‘The Danish Way”? 

  

Carlsberg’s campaign launch advertisement, “The Danish Way”, goes on search for 

happiness and explores possible reasons for Danes’ happiness. Carlsberg is portrayed as 

a social agent who has the “power” to influence and alter social structure through its 

advertisement. However, contemporary structures are also constrained by existing 

structures, meaning that agencies (Carlsberg) have to be well-established and powerful in 

order to carry out their “actions” (Fairclough, 2007). Fairclough (2007) argues: “The 

actions of social agents and agencies are conditioned and constrained by existing 

structures, actions produce and reproduce structures, and actions can transform 

structures.” (p.12). This will be elaborated on later in the analysis. Finally, the script can 

be found in Appendix 7 and will therefore not be referred to when the researchers use 

statements from the advertisement. However, the reference to the advertisement video 

will be referred to.  

 

Only relevant parts of the Carlsberg advertisement are presented and analyzed by the 

researchers. Additionally, the focus will be on how the foreigners have received the 
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messages in advertisement, and not recipients in the UK market, who are the original 

target group of the campaign. 

4.3.1. Textual Analysis 

The first element in Fairclough’s CDA framework constitutes a textual analysis. As 

mentioned in the theoretical framework, Fairclough (1989) defines linguistic phenomena 

as a “social element”, meaning that every single thing people read or express opinions 

about is socially determined and has social effects (Fairclough, 2015: 56). Analyzing 

wording, grammar and textual structure in the advertisement shows how a producer 

assesses and experiences the social or natural world, as it reflects the choice of 

vocabulary (Fairclough, 2015: 129-130). The researchers will not follow the 

chronological order of the linguistic features because some elements overlap throughout 

the analysis. Furthermore, the primary focus at this stage is to focus on what is “in the 

advertisement” and the discourses that emerge (Fairclough, 2015). 

 

The structure of the advertisement closely follows the three parts of storytelling: 

”(...)situation, complication and resolution.” (Vincent, 2002: 58). The purpose of such 

structure is to capture the attention of the audience, increase tension throughout the story 

and finally create a resolution (Vincent, 2002). Storytelling is comprised of two parts; 

“story”, which relates to content and “telling”, which relates to the mediation of the 

story, (Sekkelund, 2004) i.e. the narrative. The narrative in “The Danish way” is told 

from Mads Mikkelsen’s (Carlsberg’s) perspective. The structure begins with an 

explanation of the current situation:“They say that we Danes are the happiest nation in 

the world. So, what’s our secret?” (YouTube, 2017a). This leads to the complication; the 

factors that possibly contribute to the Danes’ happiness: “Could it be that we take joy in 

nature?” (YouTube, 2017a). It highlights that there are many reasons behind Danes’ 

happiness. The resolution occurs when the subtle answer to Danes’ happiness, the beer, 

is presented: “Or could the secret to our happiness be (...) the best beer in the world? 

Probably.” (YouTube, 2017a). This is related to Fairclough (2015), who states “(...)such 

structures can impose higher levels of routine on social practice in a way which 

ideologically sets and closes agendas” (p.152). Hence, the structure of the advertisement 

shapes the foreigners’ expectations of Denmark without giving them a direct and clear 

answer to Danes’ secret to happiness. 
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The aspects of experiential, relational and expressive value of vocabulary come into play 

in the advertisement. According to Fairclough (2015), experiential value “(...)is a trace 

of and a cue to the way in which the text producer’s experience of the natural or social 

world is represented” (Fairclough, 2015: 130). In this case, the producer’s worldview is 

reliant on the social and cultural understandings of the recipients. An example is when 

Mads Mikkelsen says the following while riding his bike in Copenhagen: “They say that 

we Danes are the happiest nation in the world. So, what’s our secret?” (YouTube, 

2017a). As outlined in the gap-analyses, a majority of the foreigners perceives Denmark 

as a happy nation, which has also been depicted by various media, experts and reports 

(Section 4.1.3). 

  

A second example of experiential value is deciphered in the final phase of the 

advertisement when Mads Mikkelsen arrives at Carlsberg brewery and says: ”Or could 

the secret of our happiness be down to creating what we believe is the best beer in the 

world?” (YouTube, 2017a). The producer intends to establish that Carlsberg is a great 

Danish brand and, furthermore, surfaces what is unique about it; its roots, which are 

related to the central elements of happiness as portrayed in the advertisement. The above 

statement is somewhat consistent with some of the recipients’ MR; they believe the 

outlined statements in the advertisement are the secret to Danes’ happiness, while others 

might believe it is due to the fact that Carlsberg “(...)brew the best beer in the world” 

(Carlsberg, 2018). Even though none of the foreigners made any specific statements 

about the beer after having watched the advertisement, the researchers still have to keep 

in mind that it can create a slight misconception between the producer’s and recipients’ 

experience of the social world. 

 

Over-wording represents the ideological framework in the advertisement, which is based 

on certain aspects of reality (El Saj & Sarraf, 2013). The pronoun “we” is used seven 

times, e.g. in the sentences “Is it that we make time for hygge (...)” and “Are we happy 

because we create beautiful things?” (YouTube, 2017a). The use of “we” is interlinked 

with relational value as the producer aims to include both the speaker and all Danes, and 

further appeals to the recipients’ need to be part of a group. Hence, “we” creates an 

exclusive group and is used to attract recipients, who are interested in the Danish way of 

life. (Fairclough, 2015). Moreover, the use of “could” exemplifies an expressive 

modality in the following example: “Could it be that we take joy in nature?” (YouTube, 
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2017a). The use of the auxiliary verb “could” portrays the speaker as a rather implicit 

authority (even though the sentence is a question); the truth is evaluated by the speaker, 

Mads Mikkelsen, who represents how Carlsberg verbalizes the mindset of the recipients. 

(Fairclough, 1989). 

 

In regards to expressive values, Denmark and Danish society is described in very 

positive terms. These expressions all tap into the “(...)producer’s evaluation (in the 

widest sense) of the bit of the reality it relates to.” (Fairclough, 2015:), also known as 

judging (El Saj & Sarraf, 2013). Initially, Mads Mikkelsen states “(...)we take joy in 

nature?”(YouTube, 2017a), indicating that Danes enjoy being outside, a point 

emphasized by the experts. This is exemplified by Danes swimming by an outdoor ocean 

facility, which participant S describes as “back to nature living” (Interview S, l. 146), as 

well as people dining together outside. When Mads Mikkelsen bikes by Amalienborg, he 

states “(...)work and life in perfect balance?“ (YouTube, 2017a), when the clock strikes 

17.00, where after all people leave the building   (YouTube, 2017a). “Perfect” is denoted 

as a positive expressive value because the producer considers Danish work-life to be 

perfect. Additionally, Mads Mikkelsen bikes on a roof and states “Some believe the 

Danish way means searching for a better way”(YouTube, 2017a), while finding a way 

down from the roof. This links the producer’s view of Denmark to progressiveness 

(Carlsberg, 2018), indicating that Danes are front-runners in development. Finally, he 

states “Are we happy because we create beautiful things?(...) Maybe it is choosing 

simple style over fads (...)” (YouTube, 2017a), expressing that Danish crafts are 

beautiful and timeless because of their simplicity. This corresponds to the use of hygge, 

which is linked to social relations: “(...)feeling all fuzzy and snugly together”(Appendix 

7; Wiking, 2016: 112). This quote expresses intimacy and portrays Denmark as a 

“hyggelig country”, where hygge provides the setting for intimate social relations, which 

makes people feel safe and relaxed (YouTube, 2017a). 

All the expressive values are built on the producer’s perceptions of the Danes and 

Denmark, which are clearly positive and almost portraying it as a utopia (Interview K, l. 

267-269). In regards to the visuals, most locations are well known sights, e.g. 

Amalienborg, Copenhagen city centre and the elephant statues at Carlsberg Byen 

(YouTube, 2017a). This presents Copenhagen as a colorful city with a mixture of both 

modern and traditional elements, ranging from old architecture to modern interior. 
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In relation to grammar, the storytelling of the advertisement is built on indirect 

declarative questions, which serve different purposes. A declarative question as “Is it 

that we keep work and life in perfect balance? (YouTube, 2017a) addresses the recipients 

directly and establishes a “personal relationship” with the respective recipients. 

Secondly, the question acts as an implicit request for information (Fairclough, 2015: 

142); the question itself informs the recipients that Danes’ happiness might be due to the 

harmony between work and private life. 

 

There are found metaphors in the advertisement, which are mostly represented through 

visual elements. A metaphor is defined by Fairclough (2015) as:“(...)a means of 

representing one aspect of experience in terms of another” (p. 136). One of the 

metaphors is exemplified when Mads Mikkelsen utters “(...)create beautiful 

things?”while stroking a wooden chair in a room full of furniture. The term “beautiful 

things” is points to the Danish interior design, and, hence, is a reference to the tradition 

for craftsmanship in Denmark, with interior designers as P. Henningsen. Another 

metaphor is related to “(...)perfect balance?” (YouTube, 2017a), as everyone leaves 

exactly when the clock strikes, indicating that time and schedules are important to Danes.  

4.3.2. Analyzing Discourse In Practice  

In order to obtain a profound comprehension of the consumption and production process 

connected to discourse practice, the researchers will investigate the relationship between 

interpretation of the text and general context through the use of MR; how the foreigners 

assign meaning to the utterances in the advertisement. A great part of the foreigners 

agree with Denmark being the (former) happiest nation in the world because parts of 

their social and natural world expound these constructions through media (Section 

4.2.1.4). As outlined in the theoretical framework, only relevant elements of the CDA 

will be examined.  

  

In the advertisement, speech acts are used to state a message, which is enhanced by 

powerful visuals. The type of sentences mostly consists of questions, e.g.“Is it that we 

make time for hygge(...)”(YouTube, 2017a), directing the recipients to consider this 

factor as a vital influencer of Denmark’s level of happiness. Although the statement is a 

question, it is interpreted as a representative speech act rather than interrogative. Hence, 

it seeks to present the world, which the speaker believes in (Yule, 1996). Mads 
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Mikkelsen does not expect the recipients to answer because he, as a representant for the 

Danish nation and Carlsberg, is already aware of the answer. These answers are based on 

the producer’s world-view of Denmark. Therefore, there is a slightly asymmetric 

distribution of power in the advertisement, which indirectly shows how Carlsberg 

perceives Denmark to be a beautiful and relaxed nation. This perception is indicated 

through the visual elements in the advertisement, as well as the positive attributes used to 

describe Danish culture: “(...)joy(...) perfect(...) beautiful(...)” (YouTube, 2017a). 

There are no mentioned negative attributes, which MW also takes notice of: “(...) Is it 

representative? No. Because you are taking the best part of the spectrum. (...) you can 

have a lot of things about the story of Denmark that are not included.” (Interview MW, 

l. 300-302). Additionally, the phrasing of representative speech acts creates a “(...)tongue 

in cheek vibe(...)” (Interview K, l. 220), relating to the concept of “Jantelov”: 

“(...)’probably the best beer in the world’ like that is so Danish to say, it is not like ‘this 

is the best beer in the world’ like other beers might advertise (...)” (Interview K, l. 227-

228). “Janteloven” is defined as a general Nordic cautiousness in regards to openly 

talking about one’s or others happiness (Rømhild & Schack, 2018), which is seen as 

deeply rooted in the Danish mentality and reflected in irony. It it represented in the 

advertisement by the indirect claims of superiority and reflected in the final word 

“(...)Probably” (YouTube, 2017a), which is continuously used throughout the Carlsberg 

campaigns (Carlsberg, 2018). 

  

The advertisement is initiated by a declarative speech act mentioned in the textual 

analysis: “They say that we Danes are the happiest nation in the world (...)”(YouTube, 

2017a). This statement emphasizes two groups: “they” and “we”. While “we” is linked to 

the Danes, “they” refers to media, global reports and possibly other nations. The 

statement is implicitly indicating that Danes are the happiest people in the world and 

enhances the power relation while still adhering to the socially acceptable discourse in 

Denmark. However, it is not aligned with the perception of the foreigners, who have a 

different conception of the term happiness compared to the definition in the ranking 

system (Section 4.2.1.4.). The rankings are based on the evaluative (life satisfaction), the 

affective (emotions) and the eudaimonic (purpose) dimension (YouTube, 2016). 

However, to some of the foreigners, the dimensions are not necessarily correspondent 

with being happy: “(...)you do seem very happy and you have a healthy lifestyle and you 

socialize a lot but I don’t consider you to be super happy” (Participant O, l. 174-175). 
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Additionally, the advertisement is stated to be “(...)a very stereotypical (..) portrayal of 

how Danes live”(Interview P, l. 99-100). As the Expat Insider Report ranks Denmark 

low on “Personal Happiness” (InterNations, 2017), the statement indicates that the 

advertisement portrays Danish lifestyle but maybe not the lives of expats. 

  

The fourth level of interpretation constitutes the text structure and “point” (Fairclough, 

2015: 146) .This level is relevant as it focuses on how the recipients interpret the “point” 

of “The Danish Way” as a whole, and how it affects them. Based on this, the “point” of 

the advertisement can be stored in their long-term memory and possibly referred to in 

other situations (Fairclough, 2015: 170). To do this, the recipients use schemata as a part 

of their MR. Schemata are composed of mental representations, also referred to as 

activity types (Fairclough, 2015: 168), which are aspects of recipients’ world and 

predictable elements in predictable sequences. First of all, the researchers are aware that 

the foreigners are somewhat subject to a “change” in their mental schemata. What sets 

the advertisement apart is that it has a different message, pace and energy compared to 

traditional beer advertisements, and it challenges the “traditional” sequence of what the 

recipients might expect to happen in a beverage advertisement. The foreigners would 

normally draw upon their MR: the advertisement revolves mainly around the product - 

Carlsberg beer. Instead, the producer’s focus is to share the identity of the brand through 

a story about the Danish way, which is the highlighted aspect of the advertisement. This 

helps the producer to establish the overall message of the advertisement: Danes are the 

happiest people in the world, and if the recipients begin to adopt some of Danes’ 

behaviors and rituals, they may in turn be a little happier too. Hence, the title of the 

campaign and advertisement, “The Danish Way”. On account of this, the recipients have 

to alter their schemata in terms of how a beer advertisement is normally structured 

because the focus is not the product, but the story. Therefore, there is a probability that 

the interpretation of the “point” in the advertisement relies on a different MR and 

schemata; Mads Mikkelsen represents all Danes and is the definition of the Danish way. 

Participant M notes: “(...)Mads Mikkelsen is, you know, a super Danish guy. Everyone 

knows him, he’s super cool, and even his style at the beginning, (...) I mean that is sort of 

the Danish style, like he says, it is simple(...)” (Interview M, l. 103-106). 

 

Through the image and perception of living life the Danish way, seven out of the 11 

foreigners are able to recognize the elements in the advertisement and thereby their 
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meanings. Some of the foreigners articulate the advertisement as a fairy tale, as 

expressed by participant L, who visited Denmark as a tourist: “It feels like I’m living in a 

fairy tale. (...) it just feels like everything is perfect (...) which is like natural I mean (...) 

it’s a commercial for you to like (...) cater to people and be like ‘hey, look how great 

Denmark is but also look at our greatest beers’ (...). But it seems like it is a fairy tale like 

everything is perfect and on time (...) which it is”. (Interview L, l. 120-124). Participant 

G makes a similar statement:“(...)it is the fairy tale version of things. In that sense, it’s 

there (...) the hygge, the designs, the work-life balance (...) everything is there and it does 

exist, and the add portrays it in a very beautiful way. I would agree (...) everything that 

he says is true.” (Interview G, l. 171-173). P says the advertisement is an accurate 

portrayal of how Danes live their lives, but that it at the same time is very stereotypical: 

“I think it actually shows quite a lot of reasons why I think that Danes are happy. (...) I 

think it’s hard to put an actual portrayal of a country in a one-minute commercial. (...) it 

definitely represents aspects of their lives (...) of course it’s only positive things (...)” 

(Interview P, l. 96-101).  

Based on the above statements, Carlsberg aspires to be viewed as a unique brand with a 

distinctive message. The producers want to change the fact that a lot of consumers do not 

have a clear understanding of the brand. Additionally, they want to reframe Carlsberg 

and re-establish in people’s minds that it is a great Danish brand. This is where the 

“point” or topic of the text comes into focus; if recipients tap into some of the elements 

of Danish behaviors and rituals, they might become as happy as Danes.  

  

When looking into the interpretation of the context and text, it is necessary to assess if 

the tendencies mentioned by the foreigners are aligned with the nation-brand image in 

the advertisement. The situational context is partially based on “(...)external cues - 

features of the physical situation, properties of participant (...) but also partly on the 

basis of aspects of their MR of which they interpret these cues” (Fairclough, 2015: 158). 

Several of the foreigners can relate the situational context to their own reality through 

sights and situations, e.g. “(...)I do ride my bike on cobblestones(...)” (Interview K, l. 

234-235). Additionally, the foreigners base the situational context on their own MR, 

exemplified through their perception of how Danes dress: “(...)this crisp blue suit on and 

the nice leather shoes, and I mean that is sort of the Danish style (...) everyone wears too 

much black, so there is definitely a simple style(...)” (Interview M, l. 104-107). 
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The intertextual context also has to be taken into account in regards to experiences and 

perceptions (Fairclough, 2015). In advertising, intertextuality can be used to capture the 

attention of the recipients by effectively relating to other texts and contexts that stimulate 

the recipients (Liu & Le, 2013). It can be linked to both historical and fictional elements, 

as well as the process of bringing other discourses into the interpretation (Fairclough, 

2015). In the advertisement, intertextual elements both refer to the historical and social 

aspects found in other discourses. When looking at the pronouns, Mads Mikkelsen uses 

“we” as overwording when referring to Danes, and “they” or “some” when he refers to 

non-Danes. Hence, “we” represents the Danish social group as exemplified in the first 

sentence “(...)we Danes are the happiest nation (...) what’s our secret?” (YouTube, 

2017a), and when people sit at the same table having dinner when Mads Mikkelsen talks 

about hygge (YouTube, 2017a). This indicates the experiences of the foreigners; most 

believe that Danes have tightly knitted social groups that are hard to become a part of 

(Section 4.2.2.1). However, the experiences are not aligned with the SN’s perception: 

foreigners can tap into Danish localhood. 

 

A second example of intertextuality is when Mads Mikkelsen bikes through a wardrobe 

and ends up in Carlsberg Byen with a high hat and a cape (YouTube, 2017a). This scene 

plays on the fairy tale aspects, as mentioned earlier, which can be perceived as a 

reference to the famous author, H. C. Andersen. As a prominent personality used in the 

nation-brand, he has influenced some of the foreigners’ MR, especially in regards to 

viewing Denmark as a fairy tale country: “We definitely prioritized the Little Mermaid 

(…) growing up that was my favorite Disney movie(...)” (Interview A, l. 77-78). 

4.3.3. Social Analysis 

  

In the following section, the researchers will analyze and discuss how the discursive 

practice is linked with the social practice. The individual positions of discourses will be 

discussed as well as the implications on the social practice, e.g. whether the 

communicated image of the Danish nation-brand and the foreigners’ perceptions are 

aligned or not. The three elements of discourse, MR and social structure are all 

interlinked, as exemplified by Fairclough: “(...)the aim is to map the partly non-

discursive, social and cultural relations and structures that constitute the wider context 

of the discursive practice.” (Phillips & Jørgensen, 2002: 86). 
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The researchers have found two prevalent discourses that have significant influence on 

the social analysis and, hence, on the Danish nation-brand image; the group discourse 

(societal discourse) and the fairy tale discourse (cultural discourse). These are both 

influenced by romantic nationalism and by the existing media discourse. 

  

Social structures and power relations are according to Fairclough (2003) interlinked. 

Throughout the analysis it has become evident that Carlsberg uses of “we” to make a 

clear separation between Danes and recipients. The producers have the recipients in mind 

when making the advertisement, but are the ones who exercise power, as they solely can 

decide what to include and exclude. The use of “we” is further regarded as being 

amongst the abstract social structure and can manifest exclusion (Fairclough, 2003: 24). 

Additionally, it is used to attract people to Denmark and enhance the current image of the 

nation and the stereotypical belief that we, Danes, are a happy in-group. The advertising 

industry has a substantial impact on this societal and “nationalistic” discourse, as it affect 

social practices - e.g. action and interaction, social relations and persons (Fairclough, 

2003: 25). As a powerful mediator, Carlsberg declares that what is advertised in “The 

Danish Way” is paramount to the Danish society and culture. As a result, recipients draw 

on their MR and believe that if they themselves adopt a few elements from the 

advertisement, they might become as happy as Danes. In addition, the media discourse 

has an essential role as it’s based on the researchers’ presented findings and has exerted a 

certain influence over the foreigners’ outlooks on Denmark as a happy, but excluding 

nation. 

  

Secondly, the fairy tale discourse is expressed in several elements of the advertisement 

and is regarded as a cultural discourse. It promotes Danish culture through the 

storytelling about the daily Danish life, relating it to fairy tales through intertextual 

elements, stunning and stylized visuals and a fairy tale structure. Mads Mikkelsen 

proposes the many social and cultural factors as solutions to the situation. He is the 

narrator of the story, who calmly explains the lives of Danes as happy and positive. 

These elements indicate a “happy ending”, which is clearly linked to the Danish culture. 

It somewhat enhances the idea that Denmark is a utopia because of the Danish way, 

thereby appealing to a nationalistic sentiment. The purpose of the fairy tale discourse is 

to make recipients think they can achieve a happy ending by embracing the Danish way. 

The media's effect on the recipients MR is indicated e.g. in the descriptions of Denmark 
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as a fairy tale country: “It sounds like Danish people are a bunch of (...) woodland like 

gods and goddesses (...).” (Interview L, l. 127). Therefore, portraying Denmark as a fairy 

tale country influences the social practice, which in turn enhances the discourse around 

Denmark as a utopia. 

  

Although the advertisement is used to spread awareness of Carlsberg in the UK market, 

there is from a nation branding perspective a slightly sarcastic tone throughout the 

statements. The sarcasm is built around the growing interest in Denmark and is 

highlighted by how the Carlsberg beer is perceived to be the reason why Danes are 

happy, rather than all the positive conditions mentioned in the advertisement. 

Additionally, as part of the whole campaign, Mads Mikkelsen states: “But don’t believe 

everything you read in lifestyle magazines” (YouTube, 2017b). This relates to participant 

K’s perception that: “Well I think a lot of social media shows like a really beautiful 

stylized version of reality (...) I find it problematic sometimes when (...) this part of the 

world is like portrayed as like a utopia (...)” (Interview K, l. 264-268). Hence, Danes 

themselves are aware of the interest in their country, and while they perceive it as 

positive, they do not want it to overgrow: “(...)how can we grow, but not over-grow, and 

how can we find a right balance that’s good for the people who come here, and for the 

people who live here” (Interview SN, l. 57-58). The sarcastic tone might not be obvious 

to someone with no preconception of Danish humour and customs (Jantelov), but for 

some of the expats the sarcasm is apparent. Anholt (2009) states that a nation branding 

strategy should be an honest representation of the nations’ people and skills and be based 

on its unique features rather than generic terms such as happiness (Rice, 2010). As stated 

by Dinnie (2008):“(...)there may be little buy-in to the positioning and imagery derived 

from those values.” (p. 172). As argued in the latter, happiness is not a unique value to 

use in branding. Therefore, the media discourse has a big impact on portraying Denmark 

as a fairy tale country and the happiest nation to the recipients and can further manipulate 

their MR. At the same time, the recipients’ MR influence their interpretation of the text 

when they experience a discrepancy. 

4.3.4. Implications of CDA 

The CDA studied the functions of text, visuals and talk in “The Danish Way” through the 

three interrelated stages. The researchers sought to bring possible power relations into 

focus and examine how discourse events indirectly influence the minds of the foreigners. 
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The most relevant aspects of the campaign were uncovered; starting at the descriptional 

stage, which evolved around the text, then moving to the stage of interpretation, where 

the relationship between text and interaction was investigated, and lastly, the 

explanational stage; the relationship between the discourse practice and social practice, 

and how the advertisement is viewed as a part of social practice. Through an in-depth 

analysis, the researchers infer that Carlsberg draws on coherent discourses. First, the 

advertisement was narrated through Carlsberg’s worldview; Carlsberg is a unique Danish 

brand, and its roots is a vital part of the brand’s history, hence the presented elements in 

the advertisement. The most salient linguistic elements the producer links to Danes are 

“happiness”, “hygge”, “perfect balance” and “joy”. These words are expressed in 

conjunction with “we” throughout the advertisement, which is an indication of an in-

group, Danes, which is difficult to become a part of. However, Carlsberg claims that the 

purpose of the advertisement is that recipients might get a little slice of happiness if they 

adopt some of the Danish behaviors and rituals. At the second stage, it was concluded 

that Carlsberg seeks to equate Danes with a “fairy tale life” through the story. The 

objective is to appeal to recipients’ desire to experience this and to bring the beer into 

focus as a “happiness property”. Even though a majority of the foreigners recognizes the 

presented elements in the advertisement and, based on them, consider Danes to be happy, 

some of them cannot identify with it and believe Danes to be more content than happy. 

Carlsberg endeavors to match the MR of the majority of the foreigners; Denmark is the 

happiest nation because of the presented elements. Moreover, they seek to position the 

advertisement in the opposite direction of traditional beer advertisements by presenting it 

through a slightly “romantic” storytelling with a slower pace. 

The last stage illustrates that Carlsberg portrays the current idea of Danish society, 

which, according to some of the foreigners, is a stereotypical definition of Danish society 

and culture. As a result, Carlsberg carries out two prominent discourses: a group 

discourse - a stereotypical belief that Danes are a unique and somewhat superior in-

group, and lastly, a fairy tale discourse, which seeks to preserve Denmark as a country 

where you can pursue the ideal happy life. Both discourses are argued to be dominated 

by a romantic nationalistic sentiment.  

  

The researchers discovered that the advertisement encaptures the essence of the current 

nation-brand image as presented by the two experts (Section 4.1.3). In regards to the 

tendencies brought up by the foreigners, the advertisement is perceived as an accurate 
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portrayal of the Danish lifestyle, which is outlined e.g. through a perfect work-life 

balance and happiness. However, this lifestyle is experienced to be hard to tap into, both 

as a tourist and especially as an expat. 

  

Moreover, the concept of hygge is by many of the foreigners perceived to be very 

commercialized and inauthentic. It is also challenging for the foreigners to tap into the 

concept unless they have Danish connections (Section 4.2.2.1). In addition, happiness is 

not a reliable branding asset to use as a part of the Danish nation-brand. In order to 

understand the happiness defined by Danes and Carlsberg, you need insights into the 

Danish culture and society. Therefore, “The Danish Way” is aligned with the life of 

Danes observed by the foreigners and the nation-brand image, but it is to a less extent 

portraying the tendencies related to the foreigners’ own lives and experiences. To sum it 

up, the CDA, along with the findings from Sub-question 1 and 2, highlights a 

discrepancy between the communicated image of Denmark and the tendencies brought 

up by foreigners, when taking departure in their experiences. Hence, these tendencies 

have to be incorporated into the nation branding strategy with the purpose of presenting 

an accurate and effective nation-brand image. 

  

Chapter 5 

Sub-question 4: Discussion and Recommendations 

To evaluate the extent of modifications for the Danish nation-brand, the researchers will 

discuss the findings from sub-question 1, 2 and 3. The discussion sheds light on elements 

that may not have been fully elaborated on in the gap analyses and CDA, but which the 

researchers find necessary to relate to the findings in order to propose suitable 

modifications. Afterwards the researchers will outline modifications of the nation 

branding strategy by using the category flow model by Dinnie (2008) to recommend 

initiatives to implement in the overall nation branding strategy. 

5.1. Discussion 

The discussion starts with an outline of the most prominent perceptions among expats 

and tourists and the implications of these, where after it moves on to how the brand 

architecture can be optimized to different target groups. Additionally, it will be discussed 
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how the nation-brand influences the Danes, who also function as a target group for the 

nation-brand. Finally, the researchers will examine the challenges of using the prominent 

brand assets, happiness and hygge as parts of the current nation-brand.  

5.1.1. Distinguishing Between The Foreigners  

In the methodology section, the researchers divided the foreigners into subgroups of 

expats and foreigners. The division was based on their reasons for coming to Denmark, 

which affected their experiences of Denmark, and are linked to different travel 

motivations: physical, cultural and interpersonal motivations (Section 3.2.2.). Hence both 

the gap analyses and CDA revealed similarities and differences in their perceptions about 

the Danish nation- brand. In the following paragraphs, the most conspicuous perceptions 

will be outlined and explained.  

 

First, starting with similarities, there was an overall agreement on Danes being reserved 

in the beginning when meeting them, but once you break through their hard shell they are 

warm and kind. It is mostly the expats who are affected by Danes’ reserved behavior, 

because they live in the country and wish to establish long-term social relationships with 

locals. However, one of the tourists also took notice of Danes’ standoffish behavior 

during her stay in Denmark. The reserved behaviors, as observed and experienced by 

both expats and tourists, were found to be linked with e.g. language barriers. A second 

and significant similarity was found when perceiving hygge as an object or as an 

atmosphere. The majority of expats interpreted hygge as a good quality of life that entails 

coziness and hominess, but almost everyone mentioned it in relation with material 

possessions. It correlates with how the tourists conceive it; in specific surroundings, but 

“accompanied” by objects: “(...) it is a little bit more cabin in the woods perception (...) 

having soup and that woman was singing live (...) the lights were kind of dim (...)” 

(Interview L, 1. 166-170). These are proofs of how much the wide-spreading 

commercialization of the concept affects the subgroups’ perceptions of how hygge can 

be practiced, and denotes that their perceptions are not based on the duration of their 

stay. The notable difference is, however, how easy or difficult they find it to adapt to the 

concept while being in Denmark. Expats, who are in the country for a longer time period, 

are naturally more “exposed” to Danish culture and society, than tourists. Therefore, they 

link the difficulties of adapting to hygge with the lack of being a part of social groups. 

This is strongly connected to the ability to adapt to a foreign culture (InterNations, 2017). 
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This is naturally a vital element for the expats, but not to the tourists, because they were 

not in Denmark with the objective of creating new relations. Moreover, they did not state 

specific reasons for why they found it hard to adapt to hygge. 

 

When looking at the differences in perceptions, one of the most significant themes in the 

interviews and in “The Danish Way” was work-life balance. Evidently, expats and 

tourists had different experiences and perceptions about it. Whereas almost every expat 

see work-life balance as a cultural and interpersonal motivational factor, even though the 

majority have not yet experienced it, the tourists did not take it into their considerations 

when deciding to visit Denmark. However, both subgroups link the theme to a “fairy tale 

lifestyle”. Relating to this is the perception of Denmark as a happy nation. Both 

subgroups share the same apprehension that Denmark in overall terms is a happy 

country. However, the major difference lies in what they find to be the reasons behind 

the happiness. The expats’ focus were overall on that Danes are not that joyful, and that 

their happiness derives from the social welfare system. On the contrary, the tourists 

views on happiness are linked to the outward appearance of Copenhagen and the fairy 

tale discourse: “(...)people who might live in these quite colorful houses and have a very 

upper-class life and style (...) (Interview L, l. 51-52). 

 

The above differences in perceptions between the expats and tourists are based on how 

the sub-brands have different focus areas for the different target groups. WoCo focuses 

on bringing tourism and business life, such as sports events and conferences, to 

Copenhagen. When looking at VisitDenmark’s branding strategy (2017), which WoCo is 

a part of, it is stated that for the countries outside the EU, including UK, the focus is on 

city-tourism. Meanwhile the tourism efforts directed towards European countries also 

include, or have more focus on, nature- and coast tourism. Therefore, when the expats 

state that there is not a lot to see in Denmark, which may be because they have been 

exposed more to the internal values of the Danish nation-brand image and Copenhagen 

in particular (urban dichotomy), rather than the rest of Denmark - for example nature. 

This relates to the expats’ travel motivations, which are mainly dominated by 

interpersonal, cultural, and status and prestige motivators, rather than sports and rest 

motivators. Evidently, this point to different sub-brands that have more focus on the 

everyday life of expats, e.g. the organizations www.workindenmark.dk, and 

www.internations.org/copenhagen-expats and www.studyindenmark.dk. 

https://www.workindenmark.dk/
https://www.internations.org/copenhagen-expats
http://www.studyindenmark.dk/
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On the contrary, the tourists have been informed about Danish landscape through 

research on history and peers, which in turn improves their motivation to experience both 

the urban and rural areas of Denmark. 

5.1.2. Brand Architecture 

On the basis on the above, an aspect to discuss is the brand architecture, i.e. how the 

relations between the mother-brand and sub-brand are established and what the brands 

consist of. The mother-brand, which is the overall nation brand of Denmark, should be 

the starting point for the sub-brands, such as WoCo and other organizations that are part 

of the Greater Copenhagen initiative. SN mentions VisitDenmark (2018a), an 

organization that focuses on bringing tourism to Denmark and that targets the same 

countries as WoCo (UK, US, China and India), in addition to European countries. 

Moreover, VisitDenmark was part of establishing WoCo together with several 

government institutions in the Capital region (Wonderful Copenhagen, 2018). While 

VisitDenmark functions as the umbrella organization for tourism initiatives in Denmark, 

the researchers have not been able to identify an organization functioning as a mother-

brand. According to Johnston (2008), the mother-brand is the overall brand of the nation 

and is essentially the connecting link between the different sub-brands which creates 

coherence in the story of a nation. As mentioned in Section 3.1.5, Dinnies argues that 

governmental institutions should initiate a nation branding process. In this case, such an 

institution exists in the shape of Denmark.dk, which is branded as the official website for 

Denmark (Denmark.dk, 2018). It is governed by the Ministry of Foreign Affairs, 

meaning it is a suitable candidate to embody the overall mother-brand, as the Ministry of 

Foreign Affairs knows the agenda of the nation in regards to both expats, tourists and 

investments. However, Denmark.dk is not linked to VisitDenmark, and when looking at 

its Instagram profile, the content is purely related to Danish culture and society 

(Instagram, 2018b). On the other hand, VisitDenmark and WoCo incorporate inspiring 

pictures of Denmark and its sights (Instagram, 2018c; Instagram, 2018d). In addition, the 

website Expatindenmark.dk (2017) is purely targeting expats and is managed by the 

confederation of Danish Industry. Hence, it could be argued that the brand architecture 

for the Danish nation-brand is somewhat fractured and lacks a clear mother-brand to 

create a coherent and consistent nation-brand of Denmark. 
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Figure 5.1: Authors own creation: The Brand Architecture of The Danish Nation-Brand 

5.1.3. Including The Locals 

According to Dinnie (2008), nation branding organizations that promote their nation 

abroad have to be aware of both the external audience and the domestic audience. He 

states: “If the domestic population and other domestic stakeholders are not aware of the 

images and reputations that are being projected of their own country, they cannot be 

expected to ‘live the brand’” (p. 70). In this case, the “Localhood” strategy is built 

around the notion that visitors and locals should interact for the benefit of both groups 

(Wonderful Copenhagen, 2017a; Interview SN, l. 194-199). It is therefore important to 

not only cater to the visitors and understand their needs and motivations, but also to 

know the internal audience. As many of the foreigners perceive interacting with Danes 

and becoming a part of the social group as quite difficult, the researchers believe that 

understanding the locals will add value to the nation branding strategy. Knowing the 

locals’ motivations for interacting or not interacting with foreigners, allow nation 

branding organizations such as WoCo to oblige to both the external and internal 

audience. Hence, developing a nation-brand that appeals to the locals will also increase 

the possibility of them supporting and enhancing the nation-brand as argued by Dinnie 

(2008): “(...)rather than expecting the population of a country to ‘live the brand’, the 

nation-brand should be reflective of the people and the culture.” (p.70). Since many of 
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the foreigners express that Danes are reserved and that it is difficult to integrate in the 

society, which is also highlighted by InterNations (2017), it seems that the locals are not 

buying into WoCo’s nation-brand: “(...)Danes have their groups of friends, and they tend 

to be together and (...) like you can be friend with a Dane (...) it is difficult to enter his or 

her group of friends.” (Interview F, l. 73-74). 

 

Additionally, some of the foreigners are concerned whether the Danes appreciate the 

increased hype around hygge: “(...)hygge became this like trend almost in America over 

this past year which I don’t know how you feel about it“ (Interview L, l. 148-149). Not 

only does this utterance reflect a challenge with hygge as a brand asset, which will be 

discussed later, but it highlights a concern among the external audience; the locals do not 

like the export of Danish brand assets, which can contribute to a negative attitude 

towards foreigners trying to tap into the concept in Denmark. Although SN expresses 

that conversations with locals are necessary in order to follow through with the 

“Localhood” strategy, she and MW do not see an issue with exporting something Danes 

perceive to be their unique heritage, even though it might create misconceptions when 

other nations transfer it to their own culture. This could potentially create a challenge 

because Danish companies are already beginning to show sarcastic tones towards the 

immense focus on Denmark as happy and hyggelig (Section 4.3.3.) Therefore, WoCo has 

to be more aware of how their communicated nation-brand appeals to the locals and not 

just to their target group. 

5.1.4. Challenges of Using “Happiness” and “Hygge” 

As a part of the Conceptual Model of Nation-Brand Identity and Image by Dinnie 

(2008), the researchers discovered that happiness and hygge according to the experts and 

media are significant parts of the current Danish nation-brand (Section 4.1.3). Based on 

the findings from sub-question 2 and 3, the researchers will state reasons behind the 

challenges of incorporating the above concepts as parts of the future Danish nation-

brand. 

 

The researchers have found that the concept of happiness has to be reconsidered as a part 

of the nation-brand because of various aspects. First, while the majority of the foreigners 

observe happiness in Denmark, they connect it to the safety of the welfare system and a 

contentedness with ones’ life rather than joy and cheerfulness. As an example, 
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participant O states: “That you are the (...) happiest country around? Yeah (...) that is the 

point I disagree the most in this thing because (...) I also see (...) that Danes you do 

complain a lot (...)” (Interview O, l. 162-165). Additionally, some of the expats find it 

difficult to identify with the Danish nation-brand because Denmark, according to 

InterNations (2017), has the lowest possible ranking in regards to “Personal Happiness”. 

Therefore, if the expats move to Denmark in order to take part of the happiness, it can be 

viewed as a dishonest reflection of the expats’ reality. From Anholt’s perspective 

“(...)national reputation cannot be constructed; it can only be earned” (Anholt, 2009: l. 

122), and hence using brand assets that are not aligned with reality can damage 

Denmark’s cultural and social heritage and image. In line with this, to brand a nation on 

such a generic term does not add unique value to the nation-brand. Instead, Denmark 

should brand itself based on what creates the happiness in the country, because the 

ranking as the happiest country in the world is not credited to Denmark anymore. While 

Danes are still very happy, the happiest nation in the world is according to the World 

Happiness Report, Finland, with Norway in the second place (Helliwell et al., 2018). 

This allows the researchers to draw the conclusion that happiness should be reconsidered 

as a brand asset. 

 

The concept of hygge made its hit in 2015 and generated innumerable headlines in 

lifestyle magazines, websites and newspaper articles worldwide, along with up to 1,000 

books on Amazon (Rasmussen, 2018). This increasing interest of hygge has sparked an 

initiative to apply to be inscribed on the UNESCO list of “intangible cultural heritage” 

(Morris, 2018). VisitDenmark is the brain behind the idea and argues that hygge to a 

great extent appeals to the international audience and is a desirable brand asset to 

embody in the market of Denmark (VisitDenmark, 2018b). The application is going to be 

prepared and executed by external practitioners of the Danish culture. This is why 

VisitDenmark has established a “Hyggeråd” that consists of 10 hygge experts, including 

Meik Wiking, who are striving to get hygge acknowledged as a world heritage in 2021 

(VisitDenmark, 2018c). 

 

When considering the persistent and worldwide interest in hygge, the researchers have 

based on the interviews, reached a couple of reasons why nation-brand communicators 

should downrate the market of hygge in future marketing practices. First, it was found 

that several of the foreigners believe that hygge has become too commercialized and 
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mainstream. During the conduction of the interviews, the researchers had the sense that 

some of the foreigners were sceptical of using the word in front of two natives Danes, 

because they were “afraid” of using the concept in the wrong context. This is correlated 

with a statement by MW, who explains the risk of the hype about hygge: “(...)you have 

to learn it and how to interpret it (...)whatever people enjoy now, they’ll say ‘that’s 

hygge’, when we’ll say ‘I’m not sure that’s the case’.” (Interview MW, l. 188-193). 

Additionally, the commercialization has generated the idea that hygge has to entail 

objects, which is contrary to Danes’ interpretations of hygge; hygge can be created 

without the use of possessions and is rather a way of life - “simple living”, than a forced 

event. Secondly, even though some of the foreigners have experienced hygge in 

Denmark, the remaining group finds it hard to tap into hygge because they do not 

consider themselves to be a part of small social groups, which according to MW is the 

epicenter of hygge (Interview MW, l. 269-270). SN further points to the difficulty of 

tapping into “private hygge” (Interview SN, 252). This creates a large discrepancy 

between what is communicated to the audience and what the foreigners experience while 

living in or visiting Denmark. Because it is such an essential part of Danish DNA and 

deeply rooted in the Danish culture, the concept of hygge should not be completely 

ignored. Dinnie argues that in order to establish an authentic nation-brand, it must 

include “(...)many elements and expressions of a nation’s culture; if it fails to do so, it 

will wrightly be perceived as shallow and superficial and not truly representative of the 

nation.” (Dinnie, 2008: 112). Hygge should be an authentic brand asset that contributes 

to differentiate Denmark from other countries, instead of making it too commercialized. 

The above-mentioned allows the researchers to suggest that marketers could expand the 

somewhat narrow and stereotypical image of Denmark in regards to hygge. By applying 

an image expansion strategy, visitors might see that Denmark is beyond its stereotype as 

a “hyggelig nation”, and can offer other things that are inspiring, surprising and varied 

(Avraham, 2018). The suggestions will be presented in the following section as part of 

the category flow model. 

5.2. Recommendations 

As to the recommendations, the researchers will go through the category flow model by 

Dinnie (2008) and propose modifications to the current nation branding strategy. 

Afterwards, as part of “consequences”, the researchers will present the concrete 

initiatives to counter the identified gaps between the communicated and perceived image 
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of Denmark, in order to present a nation-brand that represents the reality of both Danes 

and foreigners. 

5.2.1. Antecedents 

The first step in the category flow model revolves around the antecedents, such as 

stereotypes and personal experiences. The researchers have identified the main elements 

of the Danish stereotype and the personal experiences of foreigners through the analysis 

in sub-question 1, 2, and 3. The preconceptions of Danes are that they are slightly 

reserved, organized and happy people. The concept of hygge and the ranking as the 

happiest country in the world have made the impression that Denmark is a hyggelig 

fairytale nation, with joyful and positive citizens (Section 4.2.1). Besides these terms, the 

foreigners do not know much about the nation before arrival, hence they have low or no 

expectations of Denmark. Through the gap analyses, the researchers have found that the 

perceptions of Denmark have changed after the foreigners arrive to Denmark. Now, 

some of the foreigners perceive Denmark as less interesting for tourists or people, who 

are interested in nature (Section 4.2.3.3.), and the weather is described as mostly rainy 

and dark, but with the occasional sunshine. Meanwhile, the Danes are described as 

homogeneous, reserved, appreciative of nature, and hard to get to know but nice once 

you break through their barriers. The perceptions of Danes have changed as the 

foreigners realize that Danes’ happiness is based on a contentedness with life and 

sustained by the welfare system - not because they are exceptionally positive or cheerful. 

Additionally, the sociocultural issues experienced by the foreigners are mainly inclusion 

and exclusion and language barriers, which add to feeling excluded from social groups. 

The foreigners state that the current nation-brand, as presented by WoCo and the 

Carlsberg advertisement, applies to native Danes but does not reflect the reality of 

foreigners in the nation. Based on the above, the researchers have found that the Danish 

nation-brand does not represent their actual experiences in regards to their own lives. The 

elements do not send out a particularly positive image of Denmark, and therefore, the 

nation-brand has be modified to diminish the discrepancy between the communicated 

and perceived image. 

5.2.2. Properties 

The researchers believe that in order to enhance the Danish nation-brand, a mother-brand 

has to be established to create a consistent message throughout the various sub-brands 
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like WoCo. The researchers believe that denmark.dk is an appropriate candidate for the 

mother-brand, because it is controlled by the Danish government. Hence it is managed 

with the intention to fit the communicated brand of Denmark and presents the reality of 

Danish citizens, including expats. While the Danish brand architecture has to establish 

relations between the various brands, the mother-brand has to be modified in regards to 

its properties, which will be reflected in the sub-brands’ strategies. 

 

The first component to consider as a property is the complexity of the Danish nation-

brand, specifically managing diversity and the urban/rural dichotomy of the nation. The 

researchers find that the management of diversity should be modified because the 

foreigners do not feel the current nation-brand represents their reality. Therefore, the 

mother-brand should incorporate the reality of foreigners and reflect the diversity of the 

nation in the brand stories they present to target audiences. In this regard, the mother-

brand should incorporate the urban and rural elements of the nation. While the 

population of Denmark is about 5.781.000 people, the population in Copenhagen and the 

surrounding areas amount to about 1,321,000 people (Statistics Denmark, 2018). This 

means that the nation-brand has to represent the rest of Denmark, including rural areas, 

rather than just the capital city. On the contrary, for WoCo and VisitDenmark, countries 

outside of EU are being targeted with focus on city-tourism, which shifts the dichotomy 

of the Danish nation-brand in an urban direction. This explains why many of the 

foreigners believe there is not a lot to do in Denmark besides exploring Copenhagen. The 

researchers suggest that the mother-brand creates a balance between the urban and rural 

dichotomy, which should be implemented in the sub-brands to add value for 

communities outside the Capital Region. As an example, the Instagram profile of WoCo 

contains mostly pictures of the Inner City and the the neighbourhoods e.g. Vesterbro and 

Nørrebro. It does not feature many images of the surrounding Copenhagen area, e.g. the 

varied landscape that comprises small picturesque villages, fields and forest, despite 

being part of the Greater Copenhagen collaboration. Therefore, the researchers suggests 

that the mother-brand should present the complexity of reality, by including what the 

foreigners’ experience and specifically target different audiences with different brand 

stories. In addition, the mother-brand should contain an improved balance between the 

urban and rural dichotomy and avoid portraying the nation as a purely urban nation. 
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Cultural expressiveness is the second component of properties to include in the Danish 

nation-brand. In order for Denmark to carry out a successful nation branding strategy that 

attracts engagement from both the internal and external audience, the three concepts in 

the category need to be taken into consideration. One of WoCo’s core brand stories, “A 

pocket-sized fairy tale” highlights and entails Denmark’s heritage through stunning 

castles, a fairy tale tradition and the Danish royal family - one of the oldest monarchies 

in the world (Wonderful Copenhagen, 2017a: 8). However, by analyzing “The Danish 

Way” along with statements from the foreigners, the researchers have found that the 

Danish fairy tale draws on romantic nationalism in the sense that Denmark is considered 

a perfect country where you can pursue happiness through the Danish lifestyle. Instead of 

focusing on happiness as one of the main contributors to Danish fairy tale life, the 

“pocket-sized fairy tale” should include reasons for Danes’ happiness, such as Danish 

traditions of solidarity and safety, to a greater extent. In line with this, hygge should 

should be connected to localhood activities and atmosphere rather than objects only. 

Moreover, the nation-brand should draw more on the Danish Viking heritage as the 

country has been shaped by Viking culture. An example of promoting this could be 

inspired by HBO Nordic’s commercial “HBO Nordic - Spokesperson Spot ‘Vikings’” 

(YouTube, 2017c). The spokesperson uses ironic tones when articulating the description 

of Scandinavians as friendly and calm people, and afterwards he refers directly to the 

violent Viking history and culture. Instead of presenting Denmark as a fairy tale 

kingdom, the researchers suggest to brand Denmark as a proactive nation with an impact 

on the world. In continuation of urban/rural dichotomy, the landscape of Denmark, in 

terms of nature, does not constitute a key element of the nation-brand. A majority of the 

foreigners state that Denmark does not have a lot to offer in terms of nature sights. To 

bring it into focus, the Danish landscape should be linked with great investment 

opportunities - innovation and sustainability initiatives, which the foreigners perceive as 

part of their image of Denmark. By linking these components to the landscape, the 

nation-brand will highlight the opportunities that Danish nature can offer in regards to 

investment and tourism. 

 

Lastly, in regards to the arts, the researchers find it important to highlight Danish 

authors, artists and musicians that add significant value to the nation-brand. As an 

example, the film and arts industry have been mentioned as assets for Denmark by the 

experts, and are therefore considered communicators of the nation-brand. Examples of 
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these are “Borgen” and “The Killing”, which have gained wide attention from external 

audiences (Interview MW, l. 146-147). Additionally, prominent personalities, such as 

Danish actors and actresses in the international film industry and YouTube personalities, 

should be used to present Denmark to different target groups. Cultural artefacts such as 

literature and music should also be utilized, both traditional artefacts and modern 

artefacts, while avoiding portraying the nation as a utopia. 

5.2.2.1. Encapsulation 

The researchers propose that a mother-brand should be established to create a consistent 

image of Denmark with clear relations between the sub-brands and the mother-brand. 

The mother-brand should remove the focus on Denmark as the happiest nation in the 

world. Instead, it should present the underlying reasons for the Danes’ contentedness 

with life; including stories from both rural and other urban areas in Denmark. Moreover, 

the mother-brand should be defined by the following values: Sustainability, innovation, 

heritage, solidarity and opportunities. Hygge will not be left out as a brand asset but it 

will be included in the cultural heritage of Denmark. Hence the zeitgeist of hygge will 

still be utilized but will place more emphasis on solidarity and Danish DNA. Meanwhile, 

Danes’ happiness will be explained through the above-mentioed values and how they are 

practiced in everyday life.  

In regards to the sub-brands, the expat sub-brand comprises of many of the same 

elements as the mother-brand, but should additionally include work-life balance and 

acknowledge the obstacles in sociocultural relations. For example, websites for expats 

need to include information about challenges expats might encounter when establishing a 

social life in Denmark, as well as the solutions to accommodate them. As found in the 

gap analyses, language is considered an obstacle in relation to feeling welcome and 

attempting to establish social relations with locals. For tourism sub-brands, there should 

be placed more emphasis on the cultural heritage and arts in Denmark, as these values 

are easily transferable to tourists own lives. In order to modify the nation-brand, the 

researchers propose initiatives to actively redefine the values of the Danish nation-brand, 

which can be projected internally and externally. These will be outlined in following 

section. 
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5.2.3. Consequences 

First, the overall narrative about Denmark has to be redefined to increase people’s 

knowledge about Denmark and diminish the impact of the Danish stereotype as 

presented by the foreigners. As SN states, one of Denmark’s brand assets is the people, 

and for the researchers, this includes the expats and the tourists - what SN defines as the 

temporary locals. The researchers want to create a campaign that emphasizes the outlined 

keywords in the “encapsulation” section. The idea is to present various perspectives of 

Denmark and its people through the eyes of the locals, expats, tourists, companies and 

also by denmark.dk itself. It should include testimonials from non-actors to enhance the 

authenticity of the campaign, like the campaign videos “My Big Danish Moment” by 

Workindenmark.dk (YouTube, 2017d). The testimonials should focus on the experiences 

of Denmark and the interactions between Danes and foreigners, emphasizing the 

opportunities in the nation. Furthermore, the visuals should include different locations 

around Denmark to highlight the diversity of the nation as well as the urban and rural 

landscape. To spread the message, the campaign should be executed both internally in 

Denmark and to nations mainly outside EU. It should be featured as videos ads on social 

media platforms such as Instagram, Facebook and LinkedIn, with a link leading to 

website of the mother-brand. Additionally, the researchers want to feature campaign 

images in both print and online media, to expose the message to a broader target group. 

 

The basis for establishing a consistent nation-brand lies in the level of engagement from 

both the mother-brand and the sub-brands. Therefore, the researchers believe that 

creating coherent and clear relations in the brand architecture could benefit all Danish 

brands. 

As mentioned in the beginning of the discussion, the foreigners come from two 

subgroups with the intend to portray the similarities and differences in their perceptions 

about Denmark. The same applies to the following, where the researchers will outline 

initiatives that target tourists and expats. This will naturally make it easier for sub-brands 

to apply these initiatives as well as to establish a level of commitment that reflect the 

focus and values of the specific sub-brand (Dinnie, 2008). 

5.3.1. Tourism Initiatives 

The first initiative takes outset in Danish cultural heritage as a significant part of the 

nation-brand. A way to establish and enhance tourists’ interest for a destination and 
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engage them can be created through gamification and augmented reality tools. First, the 

researchers propose to create a WoCo app that entails gameful interactions that appeal to 

tourists emotional, physical intellectual and spiritual engagement - all part of tourists’ 

personal experiences (Xu et al., 2017). This suggestion, inspired by the “Eye 

Shakespeare” app (Xu et al., 2017: 51) takes outset in augmented reality tools, where 

H.C. Andersen will act as a narrated tour guide in the Greater Copenhagen area. When 

showing tourists around to different tourists sights, he will link his different fairy tales to 

the presented locations, e.g. when arriving at The Little Mermaid, a 3D virtual scene 

from The Little Mermaid fairytale will be played out for the tourists, while he presents 

the virtual scene. Secondly, as a part of exploring the Viking heritage, the researchers 

could expand on VisitDenmark’s “Follow the Vikings - Legends” initiative 

(VisitDenmark, 2018d) and make a location based game that takes tourists around the 

Viking treasures in Denmark. Based on a route that follows the trail of Danish Vikings, 

3D virtual Danish Viking legends will introduce tourists to the different locations that are 

of particular importance to the Danish Viking heritage - including sights, stories and 

locations of battles. As an example, Harald Bluetooth or King Gorm the Old could 

introduce tourists to The Jelling Stones. These mentioned gamified apps provide 

dynamic interaction through the suggested “missions” that link it with physical locations 

in Denmark. 

 

The second suggestion can be aimed at both tourists and expats. For those who want to 

discover a more “modern Danish fairy tale” through the eyes of locals, the researchers 

suggest to expand on http://www.meetthedanes.com‘s concept. Instead of only inviting 

tourists and expats to dinners, native Danes could mix it with small walking tours to 

show them around in their neighbourhood or show them local and interesting sights near 

their homes. In that way, the concept of hygge can be “spread” to other activities besides 

sitting around a dinner table. 

 

The last initiative for tourists builds on WoCo’s initiative to include social media 

influencers as a part of “Localhood”. WoCo has picked out six Danish influencers, who 

over the next couple of months share “(...)their visions and their stories (...) around 

greater Copenhagen (...) presenting a localhood(...)” (Interview SN, 302-304). To 

facilitate the concept of localhood to an even greater extent, it is suggested that these 

native Danish influencers enter a collaboration with WoCo that allows them to do 

http://www.meetthedanes.com/
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walking tours in Copenhagen and the surrounding areas - e.g. the local art scenes in 

Nørrebro, Vesterbro and Østerbro, or the architecture - inspired by light, water, open 

spaces and sustainability at Islands Brygge or Ørestaden. By incorporating this initiative, 

the influencers can bring in stories that function as exemplars, e.g. types of success 

stories and can secure engagement for the Danish nation-brand (Dinnie, 2008). 

Additionally, WoCo should link their posts on social media platforms to the above 

activities, which allow tourists to be exposed to exemplars, instead of only portraying 

beautiful pictures of the sights and landscapes of Copenhagen. Therefore, the researchers 

suggest that WoCo and VisitDenmark also include posts that feature events and 

happenings to incorporate “Localhood” thoroughly in their nation branding strategy. 

5.2.3.2. Expat Initiatives 

The researchers find it important to ease the transition for expats into the Danish culture, 

as they contribute with diversity and additionally communicate the image of Denmark to 

peers in their country of origin. As outlined in the analysis, the foreigners heard about 

Denmark from their peers, which influenced their disposition before arriving to the 

nation (Section 4.2.1). Since expats can influence potential tourists through word-of-

mouth (Wonderful Copenhagen, 2017a; Wonderful Copenhagen, 2014), the researchers 

find it important to enhance a successful integration of the expats into Danish society. 

While the expat community is described as thriving in Denmark, it does not decrease the 

gap between the expats and Danes. This is visible through the expat organizations’ 

websites that rarely includes a page on socializing with Danes, although the foreigners 

experience it as a challenge and wish to increase their Danish social networks. Therefore, 

the researchers reach the conclusion that expat events and clubs do not necessarily bring 

the expats together with the Danes and initiatives are needed to connect the two groups. 

 

In order to prepare expats for their arrival to Denmark, the researchers propose using 

social media platforms to inform them about the society and culture. One type of social 

media series, which would clarify the Danish culture for expats and tourists, includes the 

use of prominent Danish YouTubers - people who have gained fame on YouTube. The 

researchers propose making a series, wherein YouTubers, such as Kelly Louise Killjoy 

(YouTube, 2018), explains and elaborates on different aspects of the Danish lifestyle and 

important concepts to know before arriving to Denmark. The series would function as 

mini-documentaries created by Danes to foreigners, and should cater specifically to the 
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foreigners’ experiences and knowledge about Denmark. By having Danish YouTubers 

presenting Danish concepts, it would add authenticity to the series and give the expats an 

idea of what to expect from a Dane’s point of view. Thereby, the difference between the 

image of Denmark before and after arrival could possibly be decreased and controlled by 

the mother- and sub-brands.  

 

To include expats in the local community, the researchers suggest establishing an 

organization that focuses on encouraging Danes and expats to interact. An example of 

such an organization exists at CBS and is International Student Ambassadors 

(International Student Ambassadors, 2018). The organization comprises students with 

different nationality backgrounds who work together to ease the transition of full-time 

international students into living in Denmark and bring them together with Danish 

students. By creating such an organization independently of a workplace or university 

secures that expats can interact with Danes, who volunteer for the organization. As 

mentioned earlier, the researchers have become acquainted with 

http://www.meetthedanes.com, which offers the possibility to join a Danish family for 

dinner for DKK 480 a person.  

 

While this initiative may work with tourists, the researchers suggest that the proposed 

organization, similar to International Student Ambassadors, arranges different events that 

do not have such a high price. The organization would recruit Danish and local 

volunteers to help expats integrate, e.g. by creating outlets for expats to meet with Danes 

through events and initiatives in local communities. Potentially, the organizations could 

facilitate a “buddy system” where new expats would be paired up with a Danish local, 

who could help the expat adapt to Danish life and provide a social network point. The 

buddy systems could also include language partnerships to engage expats in Danish 

conversations and help them break down the language barrier in social relations. This 

measure is deemed important by the researchers, especially because learning Danish is a 

sign that expats want to integrate, as opposed to only speaking English: “The club that 

I’m a member of (...) They are mainly to ban isolation. I have spoken to many of the 

different women who said that if they didn’t had this club they would really be socially 

isolated. Because loads of them cannot speak Danish, around 85 % can’t“ (Interview S, 

l. 120-124). To have a local teaching Danish provides expats with an opportunity to 

focus on the language as not just a professional skill but also a social skill. Moreover, it 

http://www.meetthedanes.com/
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is important to create volunteer language activities because the language schools in 

Copenhagen are targets for budget cuts (Kaufmann, 2018) and therefore the quality of 

the teaching is decreasing. The researchers consider it essential to have a wide offer of 

high-quality language classes to enhance integration of the expats. By offering language 

partnerships and buddy systems with Danes, the expats would be able to experience 

social integration and get the possibility to strengthen their bonds with Danes by 

breaking down the language barrier, which lastly enhances solidarity. 
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Chapter 6: Conclusion 

The thesis sought to examine and answer the following research question: Is the Danish 

nation-brand aligned with the foreigners’ expectations and experiences of the nation? If 

not, how can it be modified? 

With departure in the research paradigms - social constructivism and hermeneutics, the 

research question was investigated through Grounded Theory. This research strategy 

influenced the choice and the analysis of primary empirical data, which was collected 

from semi-structured interviews with experts and foreigners. The overall research 

process was structured by four sub-questions that outlined and addressed the current 

situation and the challenges that could influence the success of Danish nation branding 

strategy. 

 

Sub-question 1: What is Denmark’s current nation-brand approach? was examined with 

an outset in the two expert interviews and the Conceptual Model of Nation-Brand 

Identity and Image by Dinnie (2008). This sub-question functioned as a descriptional 

question wherein the nation-brand approach was examined through three phases. The 

researchers found that the nation-brand identity was built around the notion of a fairy tale 

nation. It placed large emphasis on the cultural concepts of hygge and happiness, 

intertwined with romantic nationalism in relation to the lifestyle, society and 

accomplishments. Secondly, the communicators relied heavily on prominent 

personalities such as Meik Wiking and Danish actors, who have gained international 

fame and thereby function as Danish brand ambassadors. Additionally, media focus on 

Danish happiness increasingly led to a spotlight on Denmark and the concept of hygge. 

Through these two phases, the nation-brand image was constructed and spread to the 

internal and external audience, where the researchers focused on the external audience, 

mainly outside of EU - namely the foreigners. 

 

Sub-question 2, How do the foreigners experience Denmark in comparison to the 

communicated image of the nation, and sub-question 3, Are the significant tendencies 

brought up by the foreigners aligned with the nation-brand image presented in 

Carlsberg’s advertisement “The Danish Way”, were questions of investigative character. 

Starting with sub-question 2, the gap analyses and destination choice accentuated the 

foreigners’ experiences and image of Denmark in comparison to the communicated 
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image from media and experts. The foreigners had little expectations of Denmark besides 

knowing about the welfare system and Danes’ happiness from media and peers. In line 

with statements from peers, the foreigners experienced Danes to be reserved and found it 

difficult to adapt to Danish culture and social groups. Happiness was found to be one of 

the primary gaps, as the foreigners’ definition of happiness was impacted by the 

commercialization from media. Instead, a majority of the foreigners found that hygge 

and happiness were related to social circles that are hard to tap into. These social circles 

were impacted by the organized and already established lives of Danes’ as well as 

language barriers. While the foreigners deemed Denmark a good nation to live in 

because of the welfare system, work-life balance and safety, some did not consider it an 

attractive and interesting tourist destination. In line with this, some of the foreigners 

preferred to recognize Denmark through “traditional” tourist sight images rather than 

images that portrayed the everyday life of Danes. Additionally, they found the 

communicated images to be an accurate portrayal of the Danish lifestyle, but not a 

reflection of their personal experiences in Denmark.  

 

Sub-question 3 sought to investigate how the tendencies from the gap analyses were 

aligned with the nation-brand image, as portrayed by experts and companies like 

Carlsberg, through the CDA’s three interrelated phases. It was concluded that the 

advertisement reflected the current nation-brand approach as explained by the experts 

and media, however with a slight sarcastic tone that indicated a scepticism towards the 

portrayal of Denmark as a fairy tale nation. Additionally, the advertisement rested on the 

somewhat “ideological” notions that Denmark is a country where you can find true 

happiness. Consequently, the advertisement draws on two prevalent discourses: the 

cultural discourse - the “fairy tale” discourse, and a social discourse, the “group” 

discourse, both including a nationalistic sentiment. Even though the advertisement 

indicates “skepticism” of the nation-brand, it does, however, portray many of the 

elements and plays into the stereotype of Denmark. Therefore the researchers conclude 

that it is not aligned with the selected gaps from sub-question 2. 

 

This lead to the discussion of which elements besides the mentioned tendencies should 

be modified and incorporated into the nation-brand, by answering the fourth sub-

question: How can Denmark modify its branding strategy to accommodate the tendencies 

among the foreigners? The researchers found that the brand architecture of the nation-
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brand has to align with the sub-brands, by establishing an overall mother-brand. The 

values comprising the mother-brand would be reflected in the sub-brands, as some of 

them appeal to both expats and tourist e.g. “Localhood”. Thereby, the sub-brands can 

create a consistent message to their respective target groups, wherein they distinguish 

between expats and tourists. Additionally, the Danes must be treated as brand endorsers, 

because they are important stakeholders that represent the brand - Denmark. To appeal to 

Danes, it is important to be mindful of how the Danish heritage is being presented. This 

is why the researchers reached the decision that happiness should be reconsidered as part 

of the Danish nation-brand, whereas hygge was suggested to be presented as part of the 

Danish heritage and localhood. In conclusion, the researchers proposed to modify the 

nation branding strategy in combination with the category flow model by Dinnie (2008), 

essentially by decreasing the influence of romantic nationalism on the fairy tale 

discourse. The elements that would encapsulate the strategy are sustainability, 

innovation, heritage, solidarity, opportunities. The modified strategy would be 

implemented first, with initiatives from the mother-brand and subsequently be 

incorporated into the sub-brands. 

 

6.1. Future Research 

For future research, the researchers are aware that the limitations have not made it 

possible to develop concrete in-depth strategies for the various sub-brands. Therefore, if 

the focus was to be on a specific sub-brand, their data and respective target group could 

provide specific insights within the given industry, to both the sub-brand and its co-

brands. Additionally, by looking into another nation’s image of Denmark, e.g. China, it 

could project specific findings that would affect the Danish nation branding strategy, 

targeting that specific country. 

 

A future research could therefore investigate the applicability of the findings in a 

business case study. Furthermore, the validity of the findings could be enhanced by 

broadening a target group that would reveal new insights into the alignment of the 

communicated image and the perceived image of Denmark. Lastly, the researchers 

propose an investigation into the Danes’ perceptions of the Danish nation-brand, to 

compare it with the foreigners’ perceptions, and thereby improve the communication 

process between the external and internal stakeholders. 
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Appendix 1: Interview Guides 

Appendix 1.1: Interview guide MW 

Date: 07-02-2018 

Interviewee: Meik Wiking 

Interviewers: Julie Hollensen & Emilie Krogh Hallin 

Theme Research Questions Interview Questions 

1. hygge book  What is the definition of 

hygge? 

 

How does hygge has an 

influence on the Danish 

culture? 

 

What are the downsides of 

hygge? 

 

What is your definition of hygge? 
 

You state the Denmark is the happiest country 

in the world, based on hygge. However, other 

nations also use similar words to hygge. Why 

do you think that it can be translated to other 

countries, when it is to some extend is related 

to Danish culture? 
 

You state that Danes believe a small group of 

people is more hyggelig - can you elaborate 

on this? 
 

Why is there a tendency among Danes to have 

clear separations between their intimate social 

groups e.g. high school friends, work friends 

etc.? 
 

‘Once you are in, you’re in’ - what does it 

take for Danes to let someone into their social 

group, which we describe as an in-group? 
 

What do you believe Danes expect from 

others in social relations? 
 

What are the characteristics of the Danish 

lifestyle? 

 

2. The 

popularity of 

hygge 

How is hygge a brand asset 

for Denmark? 

 

What is the perception of 

hygge outside of Denmark? 

 

Does hygge lose its cultural 

meaning when it is exported? 

Hygge has gained attention all over the world 

as the secret ingredient to Danes’ happiness. 

Why do you think it has become so popular 

outside Denmark? 
 

We have found this video clip from 

VisitDenmark where a reporter goes to 

Copenhagen in search of hygge. What are 

your thoughts on this? https://goo.gl/67GP2t 

Do you think that hygge is a slow or long 

process – as in do you sit down and proclaim 

‘Let’s hygge’? 
 

When making hygge a trend, does it lose its 

cultural meaning (and significance)? 
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What are other aspects of Denmark that make 

it an attractive destination? 
 

Do you think that people find Denmark 

attractive because of its reputation as a happy 

country or as a hyggelig country? 

 

3. Adapting 

hygge to other 

cultures  

What do people associate with 

Denmark? 

 

What are the major challenges 

of branding Denmark as an 

attractive nation? 

 

How does hygge have an 

influence in social relations? 

Which words do you think fits with the brand 

image of Denmark? 
 

As we are looking into foreigners’ brand 

image of Denmark, we find it relevant to 

include what you call the ‘Dark Side of 

hygge’. An Italian article has recently related 

hygge to social isolation. What are your 

thoughts on this? 
 

Do you think that Law of Jante also has an 

effect on hygge e.g. that you cannot disrupt 

the group harmony? 
 

As hygge emphasises the importance of social 

relations, do you think that the concept relates 

more to collectivism although Denmark is 

perceived as a individualistic nation? 

4. Nation 

Branding 

How is hygge part of the 

Danish nation brand? 

 

Is the concept of hygge and 

the Danes interlinked? 

 

How do Danes perceive 

themselves? 

 

In a previous interview, you have stated that 

hygge is part of the Danish DNA. What is 

Danish DNA in your opinion? 
 

Does Denmark brand itself on a concept that 

foreigners cannot tap into when visiting 

Denmark? 
 

Do you think Danes associate themselves 

with the image of Denmark as a hyggelig and 

inclusive country? 
 

Is hygge mandatory as a part of being, or is it 

something that Danes perceive as a part of 

their actual selves? 
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5. Campaign  How does the campaign add 

value to the Danish nation 

brand? 

 

Is the campaign an accurate 

portrayal of Denmark? 

 

What are foreigners’ 

perceived reactions to the 

campaign? 

 

What do you think would be foreigners’ first 

impression of the advertisement? 
 

One of the constant objects in the 

advertisement is the bike Mads Mikkelsen 

rides. Do you think that when foreigners see 

this ad, they connect the bike with the Danish 

lifestyle, i.e. that they can identify better with 

Danes if they own a bike? 
 

If they identify with the image of Denmark 

presented in the campaign, do you think they 

would also identify with Denmark in real life? 

 

What do you associate with the campaign? 

Do you from a Danes’ perspective think that 

it portrays the nation accurately? 

 

Do you think there is a reason for choosing 

Mads Mikkelsen as the main character in the 

advertisement? Is he ‘the perfect fit’ as a 

Danish brand ambassador? 
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Appendix 1.2: Interview guide SN 

Date: 14-02-2018 

Interviewee: Sofie Nyholm  

Interviewers: Julie Hollensen & Emilie Krogh Hallin 

Theme Research question Interview questions 

1. Wonderful 

Copenhagen 

 

What is IP’s background? 

 

What is Wonderful 

Copenhagen (WC)? 

 

What is the purpose of WC?  

What is your age? 

 

What is your position in WC? 

 

How long have you been with WC? 

 

What is WC? 

 

What is the overall purpose of WC? 

2. Branding 

strategies  
 

How has the WC’s branding 

strategy evolved? 

 

What is the current brand 

strategy? 

 

Which consumers are they 

trying to targett? 

 
 

What keywords are used to 

describe Denmark?  

 
 

 

What has been the previous brand focus for 

WC? 

How would you describe your new brand 

strategy ‘Localhood for everyone?’ 
 

Why has WC decided to move towards 

‘Localhood for everyone’ as a new strategy 

and what does it imply? 
 

Within the Greater Copenhagen Collaboration, 

WC states that they will engage in the 

conversation about attracting more people to 

the city - how are they determined to do that?  
 

Who is WC’s target group? 
 

What associations do the strategy try to 

connect with Denmark? 
 

Can you mention some aspects of Denmark 

and Copenhagen that make the country 

popular? 

3. Localhood 

and hygge 

 

Is there a connecting link 

between Localhood and 

hygge? 

 

How are other nations’ 

perception of hygge affecting 

their own cultures?  
 

How would you define hygge? 
 

Do you think your strategy and vision 

‘Localhood for everyone’ is linked to the 

concept of hygge? 

   If so, how and why? 

 

Hygge has gained attention all over the world 

as the secret ingredient to Danes’ happiness. 

Why do you think it has become so popular 

outside Denmark? 
 

When translating hygge to match other 

cultures, do you think it loses the cultural 
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meaning? 

4. Challenges 

for branding 

Copenhagen 

and Denmark 

 

What are the major 

challenges of branding 

Denmark as an attractive 

nation? 

 

How does the strategy 

include Danish citizens? 

 

How can Denmark set itself 

apart from other nations 

through branding? 

 

Danes are said to have a very closely-knitted 

social group. Do you think this is a challenge 

in regards to branding Denmark on Localhood 

since it might be a concept that foreigners 

cannot tap into? 
 

How can WC encourage Danish citizens to 

contribute to the image of Denmark? 
 

An Italian article has recently related hygge to 

social isolation because it doesn’t ‘allow’ 

opposing values within the social circle. What 

are your thoughts on this in relation to your 

strategy? 
 

Many countries use nation branding to attract 

foreigners. How can Denmark stand out 

amongst other nations that e.g. have similar 

cultures? 

5. Usage of 

media exposure 

How does WC use media to 

convey their messages? 

 

How is the current strategy 

implemented into media 

campaigns? 

 

How does the Carlsberg 

campaign add value to the 

nation brand of Denmark? 

 

 

How do you communicate the message of 

Localhood through social media platforms? 
 

What do you think are foreigners’ first 

impressions of the ad? 
 

In what way do you think the ad portrays the 

nation accurately? In what way does it not? 
 

Do you think Mads Mikkelsen personification 

of Denmark and Danish values? 
 

Could there be any improvements of the ad? If 

so, which?  
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Appendix 1.3: Interview guide expats 

Theme Research question Interview questions 

1. Background What is the interview 

person’s (IP) background? 

What is your occupation? 

 

What is your Nationality? 

 

How long have you be in Denmark 

approximately? 

2. Preconceived 

ideas of 

Denmark  

What are the reasons behind 

choosing Denmark as a 

destination?  
 

Did the interview person 

have experiences with 

Denmark prior to their 

visit/stay? 
 

How has the interview person 

become acquainted with 

Denmark? 

Why did you choose to come to Denmark? 

 

What were your expectations of Denmark 

prior to your arrival? 

 

Did you do any research about Denmark 

before your arrival? 

3. Personal 

experiences and 

identity 

What was the IP’s perception 

of Denmark upon arrival? 

 

Does the IP base actions and 

consumption on 

‘Danishness’? 

 

Does the IP feel a connection 

with Denmark and their own 

identity? 

What were you first impressions of Danes? 

 

Do you in your everyday life do/buy things 

you would consider Danish? If yes, are those 

actions done purposely?  
 

Which words would you associate with 

Denmark and Danish culture? 

 

Would you consider living in Denmark for a 

longer period of time? 

4. Socio-

cultural issues 

What does the IP perceive as 

the main challenges for 

foreigners coming to 

Denmark? 

 

Does the IP experience a 

discrepancy between the 

nation brand and the reality 

of Denmark? 

 

 
 

Current branding strategies of Denmark are 

focusing on ‘Localhood for everyone’ - 

Have you felt included in the Danish culture 

and by Danes? 

 

Besides practical issues, what challenges 

have you experienced while living in 

Denmark? 

 

Do you feel your expectations of Denmark 

have been met? 

 

Would you recommend Denmark as a tourist 

destination or country to live in? 
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5. Image of 

Denmark 

What are the key words 

associated with Denmark? 

 

How does the advertisement 

affect the IP? 

 

How does the IP perceive 

nation associations of the 

advertisement? 

 

How does social media 

portray Denmark? 

How do you feel the advertisement portrays 

‘living life the Danish way’ and Denmark? 

 

Does the storytelling reflect your 

experiences of Denmark? 

 

Highlight 3 things you would consider as 

‘Danish’ in the images? 

 

How do you feel the images portray 

Denmark? 

 

Do you see a significant difference in the 

images of Denmark as opposed to your 

personal experiences? 

Appendix 1.4: Interview guide tourists 

Theme Research question Interview questions 

1. Background What is the interview 

person’s (IP) background? 

What is your Nationality? 
 

Where in Denmark did you go? 
 

How long were you in Denmark 

approximately? 

2. Preconceived 

ideas of 

Denmark  

What are the reasons behind 

choosing Denmark as a 

destination?  
 

Did the interview person 

have experiences with 

Denmark prior to their 

visit/stay? 
 

How has the interview person 

become acquainted with 

Denmark? 

Why did you choose to come to Denmark? 

 

What were your expectations of Denmark 

prior to your arrival? 

 

Did you do any research about Denmark 

before your arrival? 

3. Personal 

experiences and 

identity 

What was the IP’s perception 

of Denmark upon arrival? 

 

Does the IP feel a connection 

with Denmark and their own 

identity? 

 

What were you first impressions of Danes and 

Danish culture? 

 

How would you describe with Denmark and 

Danish culture? 

 

What did you do during your stay?  
 

Would you consider coming back to 

Denmark? 
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4. Socio-

cultural issues 

What does the IP perceive as 

the main challenges for 

visitors coming to Denmark? 

 

Does the IP experience a 

discrepancy between the 

nation brand and the reality 

of Denmark? 

 

 
 

Current branding strategies of Denmark are 

focusing on ‘Localhood for everyone’ - Did 

you interact with locals and how? 

 

How could Denmark improve in regards to 

visitors? 

 

Did you feel your expectations of Denmark 

have been met? 

 

Would you recommend Denmark as a tourist 

destination? 

5. Image of 

Denmark 

What are the key words 

associated with Denmark? 

 

How does the advertisement 

affect the IP? 

 

How does the IP perceive 

nation associations of the 

advertisement? 

 

How does social media 

portray Denmark? 

How do you feel the advertisement portrays 

‘living life the Danish way’ and Denmark? 

 

Does the storytelling reflect your experiences 

of Denmark? 

 

How do you feel the images portray Denmark? 

 

Do you see a significant difference in the 

images of Denmark as opposed to your 

personal experiences? 

 

Did you become acquainted with the Danish 

word ‘hygge’? If yes, what is your personal 

perception of it?  
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Appendix 2: Images 

Appendix 2.1: Expat images (a-h) 

     

Image a : Instagram / @isabellath      Image b: Instagram / @isabellath 
 

   
Image c: Instagram / @visitcopenhagen                Image d: Instagram: @visitcopenhagen 
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Image e: Instagram / #hygge            Image f: Instagram / #hygge 
 

    
Image g: Instagram / #hygge                 Image h: Instagram / @lasseribergard 
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Appendix 2.2:Tourist images (i-n) 

     
Image i: Instagram / @isabellth             Image j: Instagram / @visitcopenhagen 
 

      
Image k: Instagram / @visitcopenhagen     Image l: Instagram / #absaloncph 
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Image m: Instagram / #hygge            Image n: Instagram / #mønsklint 
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Appendix 3: Coding 

Appendix 3.1. Coding of expert interviews 

Term Underlying phrases  Meik 

Wiking  

Sofie 

Nyholm  

Hygge Hygge, hyggeligt 43  13 

Nature nature, outdoor, parks, woods 4 5 

Happiness/happy happy, happiest 8 4 

Social (behavior)  socialness, socialist, social stigma, social stability, 

social calendars, social consequences, social life 

3 8 

Welfare 

system/state 

socialist country  1 2 

Brand 
 

4 8 

Groups smaller groups, friend groups, different groups, social 

groups, social circle, social relations, social isolation, 

social relationships  

3 3 

Stories Fairy tale, history, heritage, H.C. Andersen, stories, 

Little Mermaid, perfect 

1 22 

Weather cold, rain, sunny, sun, wind, snow 
 

12 

Exclusion difficult/hard to penetrate social groups/circles, closed 

off 

4 5 

Inclusion  
 

0 0 

Work-life 

balance 

leave work early  0 3 
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Appendix 3.2. Coding of foreigner interviews 

Term Underlying phrases Number 

of 

mentions 

Hygge Hygge, hyggeligt, cozy, coziness, staying in, stay in 59 

Commercialization Commercial, mainstream, candles, blanket, book, fireplace, 

fire, kanelboller, pastries, pajamas 

43 

Weather Cold, rain, sun, sunny, snow, wind, winter, wintery 33 

Language Language, Speak Danish 35 

Happiness Happiness, happy, happiest, joyful 36 

Safety Safe, comfortable, walkable 11 

Commute Bike, biking,  34 

Exclusion Exclusive, group, isolation, circle, society, difficult to interact, 

difficult to integrate 

31 

Inclusion Included, socialize, helpful 19 

Reserved Cold, distant, distance, affectionate, affection, closed, 

standoff-ish 

29 

Scandinavia Scandinavia, Scandinavian 22 

Simple living Simple, minimalist, minimalistic 36 

Nature Nature, parks, outdoor, lakes 22 

Work-life balance Work-life, relaxation, relaxed, relax, easy, opportunity 47 

Structure Structured, organized, schedule, on time 12 

Story Fairy tale, utopia, perfect, little mermaid, viking, story, unique 31 

Homogeneous Homogeneous, many blonde girls, blonde people, dress 

similar, simple way of dressing, all black 

8 

Innovative Sustainability, sustainable, clean, developed, green, innovation 19 
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Appendix 4: Transcriptions of experts 

Interview SN 

Theme 1 – Background 

I1: So first of all we would like to know what is your position in WoCo? 1 
SN: So my position is Head of Market Relations, and Market Relations is a team that is under our 2 
Communication director and Market Relation we handle all incoming press inquiries and we deal 3 
with the travel-trade industry, which are the tour operators, incoming bureaus. So we try to work 4 
on the Business-to-Business side to work with influencers and journalists and different types of 5 
media. A lot of them come to us by themselves, a lot of them come through VisitDenmark, the 6 
market offices they have around the world, and some of them we go to ourselves when we have 7 
like ‘this is a story that we need to get out there and we identify the and the target group that we 8 
want to get in touch with (...) So there is that side, there’s the travel industry where it is helping 9 
the travel trade to sell Copenhagen better. We try to inspire them to being selling Copenhagen in 10 
the first and once they start doing that we try to help them do it better and better and maybe for 11 
longer trips. Like we work a lot with India and with China are some of our main focus points and 12 
they have a tendency that when they travel to Copenhagen (...) they travel to all of Scandinavia so 13 
it is like the first round of travelers from those areas and in that case it is more about trying to 14 
work with the travel trade saying ‘instead of having one night in Copenhagen, let’s try two nights 15 
or three nights and these are all the things you can do in Greater Copenhagen (...)’ and then with a 16 
more mature market UK or US it is more trying to find the specific stories that are interesting to 17 
them. 18 

I1: How long have you been with WoCo? 19 
SN: I am fairly new I have only been here around four months so I am pretty new to the team. I 20 
have a media background and I was at TV2 for a long time (...) and before that I was in Zentropa. 21 
I1: So we wanted to ask you to say in your own version what WoCo is, because you [red: 22 
WoCo] are part of Greater Copenhagen as well and collaborating with Copenhagen 23 
Capacity. 24 
SN: So WoCo is a group, a foundation, non-profit who work to enable others to do business in 25 
Copenhagen to the tourists mainly. So our main focus is tourism but including in that umbrella is 26 
a lot of other sub focuses like what we try to do is work with upcoming businesses and start-ups 27 
we try to help them how to have a better business with the tourists like an example would be go-28 
boat (...) So there is that part. And then we are a knowledge hub (...) we have a very big analytic 29 
department and we try to gather a lot data and be very data-oriented in the decisions that we make 30 
and what we are working on is how we can better make this data available to the Greater 31 
Copenhagen area, to the people who can use it to make their business better. So we try to be very 32 
data oriented which means that we have analysts (...) like VisitDenmark they do a lot of great 33 
analysis as well. We do ours, we do very much also in different projects (...) we have a base 34 
funding and then we do different project, like we have big analytics project called Tanax that we 35 
are working on the our developing department and then we try to pull out who could be relevant 36 
for this information, what can we use, and it is all about obviously bringing Copenhagen to be a 37 
great destination for visitors. 38 

Theme 2 - Branding Strategies 

I1: What has been the previous brand focus for WoCo in the previous years? 39 
SN: That’s one of those where I’m a bit lost because I am new, but I can find out for you. But I 40 
think the most interesting thing is that last year (...) WoCo came out with a new strategy 41 
‘Localhood’ (...) which is the one we are working on now. It is a good theoretical strategy (...) the 42 
last year has been about trying to get down to that (...) what does it actually mean. 43 
(I1: Do you know why they changed it?) 44 



 141 

SN: I think it’s a matter of looking at the world, the industry (...) it’s based on a lot of analyses 45 
and reports written by people around the world. I think it’s about capturing this spirit and the 46 
moment there is now. And what we are seeing is that in a lot of big cities, like Barcelona, Venice 47 
and Amsterdam, they’re having a lot of troubles with tourism (...) over-tourism. That’s not a good 48 
situation to be in. We want to have a lot of tourists coming (...) It’s great for the Danish economy. 49 
Not only in hotels and restaurants, but also in the greater scheme of things (...) with our GDP. 50 
One of the reasons why we work with attracting new routes to Copenhagen (...) is because every 51 
time a new route opens up, you open what’s called ‘Tilgængelighed’, and whenever you have 52 
that, you have the direct effects from tourism and on the airport industry, but it also have the 53 
catalytic side effects on the society in general. It’s about bringing new ideas in, meeting people 54 
and all these things that create higher productivity in the society. So there’s a tourism but it's also 55 
a catalyst for a lot of bigger things. When you have the problem with over-tourism you need to 56 
look at how we can grow, but not over-grow, and how can we find a right balance that’s good for 57 
the people who come here, and for the people who live here. And I think what we’re seeing in 58 
general, is that some countries are just starting to get passports and enough money to travel. But 59 
in the Western world we’ve travelled for a long time and (...) we’re starting to seek out this new 60 
traveler that’s coming. It’s more about experiencing the localhood of whichever city you're in and 61 
it’s about trying to tap into that feeling.  62 
(I2: So it’s about getting tourists and locals to interact with each other?) 63 
SN: Yeah and if you think about it yourself when you’re travelling (...) not a lot of us want to be 64 
identified as tourists (...) We want to experience how is Barcelona, how is Lisbon, how is New 65 
York (...) but we want to be there the way the New Yorkers are. We don’t want to go to the 66 
highlighted places where everybody else is and it is just tourists, we want to be Lisbon and go 67 
into the small restaurants that nobody knows about and be really unique. It’s about doing 68 
something nobody else have done before. That’s our feeling, and it’s shared. When it comes to 69 
Copenhagen (...) we have a fairly special city, a very good story about the city (...) the little fairy 70 
tale about this socialist country which pays ridiculously amounts of taxes in others view, but still 71 
we are some of the happiest people in the world. That’s an attractive at itself. So for us to sell 72 
Copenhagen (...) we don’t have the biggest hotels, food scene, music scene, mountains or the 73 
biggest anything, but we have (...) a sense of fairy tale (...) not in the H.C. Andersen type, but 74 
more in the lifestyle. We leave work early, we bike with our kids on our Christina bikes. All these 75 
things are something that attracts. So the more mature generation of travelers are more attracted to 76 
this type of story, than the Little Mermaid. There are still some who wants to see that. So it’s a 77 
matter of tapping into the reason why WoCo changed, it’s about tapping into where the travelers 78 
are actually at. 79 
I2: How would you describe your new brand strategy ‘Localhood for everyone?’ 80 
SN: It’s about finding the hidden gems that a lot of us are interested in. It’s also in the way we 81 
work with it (...) when we have journalists and influencers coming here, it used to be that we 82 
would take them on a tour around Copenhagen and say ‘here you can bike, and this is a great 83 
building (...)’ we would tell them everything. And we have some people who are really good at 84 
that and know all about Copenhagen. But we found that when we go more specific into areas of 85 
interest, instead of shouting out a great story that tries to capture everything, it’s more efficient 86 
when we tell a more narrow story to a narrow audience. When doing that, as an example (...) 87 
we’ve had some architecture-interested journalists here, and then we asked a Danish girl called 88 
Astrid who has an Instagram-profile, and she’s very good at photography and architecture (...) so 89 
we asked her to give them a guided tour instead of us, because then they meet her and they see 90 
Copenhagen through her eyes. Because either way we put it, we are an official DMO, so we are 91 
an advertising bureau in a lot of people’s eyes, so hooking them up with a local (...) another time 92 
we had a very well-known musician from China who came here to Copenhagen and met up with 93 
Danish musicians (...) so we tried to put together basic interests instead of (...) broad. 94 
(I2: Who is your narrow target group? Because you said localhood, but would it be 95 
European visitors or would it be first-timers) 96 
 SN: It’s a lot of the city-segment. When we choose our focus areas, because we can’t do 97 
everything for everyone. So do we choose the places where a lot of people are coming here 98 
already, or do we choose markets where they haven’t really found out about Copenhagen yet? 99 
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Should we do one or the other? We try to do a little bit of both. These days we are very focused 100 
on India and China. There’s opened a new direct route from Delhi to Copenhagen, and that bring 101 
Delhi so much closer that it’s ever been before. And India is a huge market and the economy is 102 
going really well. So the amounts of people who are able to travel during the next ten years are 103 
rapidly increasing. So we see a great potential to work in that area and try to bring them there. 104 
The same with China, there’s a direct route coming from Hong Kong and Beijing to Copenhagen, 105 
that brings us new opportunities as well. Having said that, UK is still a very interesting market 106 
and the US is a focus market for us as well. So we do very specific work in some markets, and in 107 
other markets we take is more as it comes. This is a lot in collaboration with VisitDenmark.  108 

I1: What associations (...) word associations do the strategy try to connect with Denmark? 109 
For example hygge (...) 110 
SN: We’ve identified five (…) key stories. We don’t use all of them in one market (...) we find 111 
the ones that match that market. It’s a royal and historic tale, architecture and design, gastronomy, 112 
diversity and environmentally friendly. So we try to focus around the key stories. 113 

(I2: Is there a difference in what Chinese people are interested in vs. what British people are 114 
interested in?) 115 
SN: In some areas. One example is about diversity (...) tolerance and diversity, which are big 116 
things for us and historically (...) registration of same-sex partnerships, legalization of porn, how 117 
we look at LGBT (...) that’s something that has good traction in some places (...) not so much in 118 
others, because of culture and religion. So that’s not something that we focus on in China, but it’s 119 
something we focus on in the UK and US. For example (...) the Italian travelers seek architecture 120 
and are very interested in design and culture, which have very good traction. With our digital 121 
campaigns we see what people actually respond to, where the interaction is. In India, one of our 122 
biggest successes have been about talking about the Viking heritage and all this about coming to 123 
Copenhagen visit ‘one destination, two countries’ (...) you can also go to Sweden, and they really 124 
like to tick off that box. In China it’s more about the fairy tale (...) the big H.C. Andersen fairy 125 
tale for the more traditional segment. For the younger travelling segment it’s more about the 126 
living fairy tale (…) the work-life balance. It’s a matter of doing some analyses and see what 127 
actually works best. 128 

I2: So you collaborate with Greater Copenhagen on this? 129 
SN: Yes. This is something that has come into focus during the last couple of years. We work a 130 
lot in Greater Copenhagen to think of North- and South Zealand and Malmö as well. For us, 131 
Copenhagen is always going to be a large part of Denmark. As a tourist they are going to come 132 
here. So if we can give them a better experience and show them how many opportunities there are 133 
within a short travelling distance (...) so if they go home and tell their friends about it, it goes up. 134 
In the pure selfish form of what’s best for central Copenhagen, it’s also bringing tourists to a 135 
Greater Copenhagen. So it works really well in that way.  136 
I1: Can you mention some aspects of Denmark and Copenhagen that make the country 137 
popular? 138 
SN: What we hear is that Fyn is very popular among the Chinese. They like to go to Odense and 139 
see the H.C. Andersen. Skagen is also amazing. In general there are so many amazing things 140 
going on in Jylland. We are working along with Visit Aalborg (...) we are trying to figure out how 141 
we can combine everything, because the more we work together, the stronger the stories are. 142 
Instead of coming to Scandinavia and visit the other big cities like Stockholm, Oslo, Helsinki (...) 143 
what if we could get them to spend 8 days in Denmark instead. Because we have a lot of different 144 
things to offer, which we could be better at telling people. There are some practical aspects of it 145 
(...) transportation.  146 

Theme 3 – Localhood and hygge 

I1: So first of all, I would like to ask you how would you define hygge? 147 
SN: My own definition is feeling good, Coziness and feeling good (…) and relaxed. I guess I 148 
really should have like, what, a two-line pitch. 149 
I1: Do you think that the ‘Localhood for everyone’ strategy and vision is linked to the 150 
concept of hygge? 151 
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SN: Big time. It definitely feeds into each other cause that is one of the things that is also 152 
interesting with us in Greater Copenhagen and Denmark in general is this aspect of us living in a 153 
cold country with bad weather and high taxes and yet we are some of the happiest people on 154 
earth, how on earth does that work, it just does not make sense and we even have to bike when we 155 
go to work [laughter], You can’t even take a big car cause of the taxes on cars are also ridiculous. 156 
So I think it definitely works together because it is also a national sentiment that we have in, 157 
which hygge encapsulates and that is really what visitors want to try to experience, like who are 158 
these strange people and I thinks it is one of the (...) we are actually talking about a lot in a little 159 
different aspect in these days that in the summer time there is a lot of tourists here so the hotels 160 
are pretty much full (...) right now it is very difficult to find a hotel in summertime. So we are also 161 
trying to get people to come visit us in other times, in what we call the shoulder seasons (...) in 162 
spring and more in the fall and closer to the winter actually and we talk about how can we get 163 
people here in winter. Right now it is a beautiful day but we all know that is raining [laughter] 164 
(...) but then we talked about if you go to Malaga and it rains there is nothing to do because 165 
Malaga is made for sunshine. When you come here we (...) are used to the bad weather, it is like 166 
bring it on, we can do it because we can handle it and we have a lot of different opportunities and 167 
things you can do even though the weather is shit outside. So it is actually a really strong selling 168 
point for us is ‘come here at all times of year because we are used to it, we are geared for it’ and 169 
that is where hygge comes in because (...) well what do we do, we are sitting inside in a nice cafe 170 
where there is a fireplace and have a warm cup of coffee that is also hygge if you do it in the right 171 
mindset. If it is instead ‘oh I have to pass this next hour until the rain hopefully stops’ then it is 172 
not hyggeligt but if you do it as ‘I am enjoying this time and I am finding a nice place to be’. So 173 
that definitely ties in together and that ties into the whole story of how we live. Because for us as 174 
Danes it is so integrated (...) and we use this word - it was so strange when it started becoming a 175 
buzzword internationally because for us it is just (...) trying to define is something that I have 176 
never thought about until a couple of years ago when it started coming out (...) because it is just 177 
an integral part of our lives.. 178 
(I2: We just use it all the time for everything) 179 
SN: exactly (...) and I think that is definitely one of the things that (...) people are interested in in 180 
the locals so I think that hygge is a very big part (...) of our localhood. 181 
(I1: Do you also think that your strategy and vision ‘Localhood for everyone’ is also 182 
appealing for the Danes themselves?) 183 
SN: That is what we definitely hope (...) cause coming back to the over-tourism, if we just do a 184 
lot of things for the visitors coming here, if it goes like it has gone in a lot of other countries the 185 
locals will start to turn against (...) So the idea is that the more we talk to the people, the full-year 186 
locals instead (...) of the visiting locals, is more about how can we find ways where this can add 187 
value for them. One thing is adding value in the businesses but also on a more personal basis (...) 188 
If we can find some good way of combining the locals with the temporary locals. I was at 189 
Absalon kirke the other night having dinner and it is just a great example: you have these long 190 
tables (...) and we asked them ‘is it a problem if we send tourists here, cause we would like to tell 191 
about this place and we think this encapsulates a lot of the Danish spirit (...). and he said: ‘no that 192 
is amazing. we love having them’ and we already have mentioned it (...) and especially in the 193 
summer time, where a lot of Danes are out travelling or they are in their summerhouses, they 194 
don’t have a lot of visitors in Absalon so if we can help bringing visitors and tourist in that means 195 
they can stay open and that means the locals that are in Copenhagen, cause some of us don’t have 196 
a summer house (...) and we are here, and we are looking around ‘why is it so empty’, that means 197 
that me as a local living close by I can still go there (...) because their business is working because 198 
there are tourists coming in and that gives me as a local a good experience (...) because now I can 199 
actually go to Absalon again on those dates. So it is trying to bring them together in a positive 200 
way instead of the (...) I was in Barcelona in the fall and It was like ‘fuck tourists’ and I mean (...) 201 
you don’t feel good coming there when you see that and then there are a lot of really nice people 202 
but you don’t feel comfortable doing so and we really need to avoid that here. 203 
I1: Okay. So hygge has gained attention all over the world as the secret ingredient to Danes’ 204 
happiness, especially in Meik Wiking books. Why do you think it has become so popular 205 
outside Denmark? This word? 206 
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SN: That is a good question. I think it is because it is fairly unique to have such emphasis on 207 
feeling good. Not having such a big emphasis on making money, on having the right salary, the 208 
right job, the right title, the right house, the right car, all these things. We have a lot of focus on 209 
feeling good and in this really competitive world where everybody have to run so fast just to stay 210 
afloat. I think in our little socialist bubble, it is quite unique that our focus is different. and it is 211 
different because in my opinion, it is my private opinion, it has a lot to do with our political set-up 212 
because we pay a lot of taxes, we know that our kids can go to university. I don’t have to save up 213 
money my entire life in order for my daughter to go to university because I know that if she is 214 
smart enough she can go. And that gives a different kind of security and when you have that and 215 
you don’t need to strive - it is not that we lack ambitions, there is a lot of ambitious people here, 216 
but ambitions can be in different kinds of directions (...) and I think the work-life ambition is 217 
uniquely high here because of all these things we have, this system around us that supports us. I 218 
haven’t really been talking about this before (...) It is such a fortunate position to be in, I mean we 219 
are so bloody fortunate that we can actually focus on that more than just paying the bills. And that 220 
also brings in the whole it is not the same emphasis as ‘biggest house is the best, the biggest car is 221 
the best’ it is actually the most happiness is what we strive for. 222 

(I2: So like the internal values maybe? We value them more than the external values?) 223 
SN: Yeah and then they also go external. Cause we still just want to be seen, and want to be 224 
applauded and want to all these things but here we applaud the guy who can leave at four o’clock 225 
and still be a CEO but still picks up his kids (...) that’s what we applaud so it is still a matter of 226 
(…) there is still social stigma - it is just this kind of social stigma that we want (...) more in 227 
general than the big car, the big house (...) I think. 228 
I1: And then (…) we were wondering because hygge can be translated to other countries 229 
with some different adjectives - gemütlichkeit or gezelligheit or something like that, 230 
hominess in Canada. Would you think that is would lose its cultural meaning that is kind of 231 
being exported from Denmark to other countries? 232 
SN: No I don’t think so (...) you could take that argument, you could also take the argument that 233 
if more and more people are focusing on this, we are the (...) birth mother of this concept 234 
[laughter] so we are the kings in the hygge world, so the more people are focusing on it, the more 235 
we well also be attracted to finding out where the origin was (...) so I don’t think it is a dangerous 236 
thing plus you can’t do anything to stop it (...) So you might as well just love it and try to embrace 237 
it. We have had some Indian tour operators who did a ‘Hygge package’ and it was so funny cause 238 
it was the Indian kind of hygge package so you could get this box and it was just a box full of 239 
hygge (...) and it is just these things where we are like ‘Yeah… maybe not but if this is what 240 
works for you then by all means’. 241 

Theme 4 - Challenges for branding Copenhagen and Denmark 

I2: Danes are said to have a very closely knitted social group. Do you think this is a 242 
challenge in regards to branding Denmark on localhood since it might be a concept that 243 
foreigners cannot tap into? 244 
SN: That’s a very fair point. It’s a matter of us trying to find the right places to experience it. In 245 
general Danes are quite welcoming towards tourists (...) we are overall very good at English, so 246 
the communication is much simpler than in a lot of other places. What we generally hear is that 247 
Danes are very very nice and it’s a very pleasant country to be in. Maybe we are more nice to the 248 
visitors that we are to each other, I don’t know (...) a lot of feedback we got from the tours we 249 
arrange (...) they’re definitely not saying that we are closed off. I think there’s also a difference 250 
(...) if you have the concentric circles of our social lives (...) getting close to us is probably very 251 
difficult. It can be difficult to get into the inner circle. But I think we’re very polite people, so the 252 
outer circle (...) we’re usually more welcoming, in general.  253 
I1: An Italian article has recently related hygge to social isolation because it doesn’t ‘allow’ 254 
opposing values within the social circle. What are your thoughts on this in relation to your 255 
strategy? 256 
SN: If you only consider hygge being at home and sitting with your blanket and your closest 257 
friends and with a cup of tea or a game of monopoly, then yes, it’s a sort of isolated event. But 258 
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hygge is also sitting on Islands Brygge having a beer, and that’s not a very isolated thing to do. 259 
Whenever I do it I tend to talk to a lot of different people. hygge is also eating at Absalon where 260 
you’re forced to sit next to somebody you don’t know and thereby talk to them, so I think it’s a 261 
lot of how you do it. There’s the private hygge and the (...) openness (...) especially in the spring 262 
and summer. Spring in Copenhagen is for me the most perfect thing in the entire world. When it’s 263 
been winter and we’ve been closed off by ourselves, and then there’s the slightest sunshine (...) 264 
we’re all out ecstatically happy and when the opportunity is there we search out and we search 265 
each other (...) in the harbor, around the city and parks, and I find that very non (...) isolating. I 266 
find that whenever we have the opportunity we try to seek out. I may be sitting with my own 267 
friends in the park and you will be sitting with your friends, but there’s no reason for us to sit in 268 
the park if we’re not in some sort of way interested in the socialness of being together at the same 269 
time. It doesn’t mean that we play ‘Rundbold’ with each other and be super social like that (...) so 270 
I find only aspect of it to be excluding.  271 
I2: Many countries use nation branding to attract foreigners. How can Denmark stand out 272 
amongst other nations that e.g. have similar cultures like for example Norway and Sweden? 273 
SN: That’s what we’re trying to find out [laughter] (...) because it’s really difficult. When you’re 274 
trying to convince people in Delhi or in Beijing to fly to Copenhagen (...) why would they do 275 
that? Honestly it’s a strange decision to make when you can go to New York, London, Paris (...) 276 
we’re pretty far down the list of things. But that’s the way we can’t look at it, because then we’re 277 
comparing ourselves to these other cities (...) and we can’t compete (...) we shouldn’t compete, 278 
because then we are trying to be something that we’re not. It’s the same with Stockholm and with 279 
Norway (...) Norway has the fjords and the beautiful nature, but we have Møns Klint, and that is 280 
brilliant. We have the first place where there is the dark sky down there, we have the beaches of 281 
Northern Zealand (...) they’re beautiful. We have Skagen, we have Vesterhavet (...) we have all 282 
the little islands. So what I think we need to focus on is not looking so much as to what are 283 
they’re doing, what are their stories, but what’s our story (...) we’re also a really good city (...) 284 
this is what we can do and what we are as a country and a city. It sounds a little (...) ‘violenny’, 285 
but I think it’s way stronger branding when we look at what we actually have. Then let’s make 286 
the rain a good thing. I was at a conference where Knud Romer was there as a branding-guru, and 287 
he said that ‘let’s tell everybody in Sahara ‘you want rain, we got it!’. That’s not how we are 288 
gonna brand it [laughter], but there is some truth to it. We have a lot of people coming from Asia 289 
who come here and be like ‘the air is so clean, ‘I love having the cold here’, let’s go with that 290 
instead of ‘But it’s really nice 5 or 10 days a year’ [laughter], that’s not the odds when they come 291 
here. So if we’re telling them that it’s 25 degrees (...) odds are that they’re not gonna be here on 292 
that day, and then they will be like ‘that’s not what you told me’. It’s about being less focused on 293 
them and more focused on us, it’s a better way of branding ourselves.  294 

Theme 5 – Usage of media exposure 

I1: How do you communicate the message of localhood through social media platforms? 295 
SN: So what we do is (...) we have a social media team. They do social media campaigns, 296 
especially when there is a new flight route opening (...) but then we also have a lot of influencers 297 
that we invite here and we look at (...) what kind of stories they tell, what kind of followers they 298 
have. We are also looking at how we can work more with Danish influencers so there is some 299 
Danish instagrammers who have a big following and who are doing amazing things around 300 
Denmark while also traveling (...) We are actually doing right now a collaboration with, I think, it 301 
is five or six local (...) influencers about sharing their visions and their stories (...) around greater 302 
Copenhagen and feeding that into to (...) their channels. So the more we can do that the more we 303 
are presenting a localhood instead of (...) we really want to get away from the (...) There are so 304 
many amazing pictures of the Little Mermaid and Nyhavn and Rosenborg and it is all great and 305 
they need to be out there as well and we have taken a lot of them (...) and it is really good (...) but 306 
we also want to have the others (…) stories in so what we do is when we invite foreign 307 
influencers to come here, we do what we talked (...) about earlier that we hook them up with a 308 
local (...) and that is just to show the different versions and the different sights (...) cause some 309 
guy is all about Nørrebro and the little artsy (...) this and that and the other is about Islands 310 
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Brygge and Ørestaden and the architecture and we try to hook them up where that would (...) 311 
where there is some links. So that is the way we try to bring localhood into (...) the social media 312 
channels. 313 
I2: So when we talk about the campaign with Mads Mikkelsen, What do you think are 314 
foreigners’ first impressions of the ad? 315 
SN:I think looking at Mads [laughter] the females will be looking at Mads. I(...) I think for us it is 316 
brilliant campaign,(...) I mean we could have done that if we had the money (...) for us that is 317 
amazing, cause what Carlsberg is doing is totally tapping into the nationality of who they are (...) 318 
and the core of that story so (...) I think it is great and (...) if this is (...) something that helps our 319 
story (...) with what we are telling about the Danish culture (...) we have a lot (...) I keep 320 
mentioning India because of that route we are working a lot on India right now but for them 321 
Carlsberg is like the (...) brand beer so that is the one a lot of people drink so we have a lot of 322 
tourists who come here and they want to see the Carlsberg (...) museum, the visit Carlsberg thing 323 
and (...) they just do a very good job of linking the story which is basically just the beer, but it is 324 
not just the beer. It has a very deep root in (...) our history and also in other points of our history, 325 
where it (...) is more than just making a beer (...) What they have developed and that has been 326 
used in so many other ways which is actually coming back to the whole socialness of (...) our 327 
country and the whole thought of that is great. I think it is really brave of them to go all in (...) on 328 
this. 329 

I2: In what way do you think the ad portrays the nation accurately or of course like they 330 
have to sell beer? 331 
SN: He probably bikes places that the rest of us wouldn’t bike [laughter] but (...) I think the 332 
general idea of it is obviously the fairy tale story, it is obviously the (...) very painting with the big 333 
brush and everything, but hey if it works it works. (...) I think (...) it is maybe a concentration of it 334 
and then blown up to a big very beautiful picture. 335 
(I2: So it is like the best bits of Denmark and Danish culture put into one commercial?) 336 
SN: Yeah, and of course it is a little (…) for us looking as it is maybe like a tad too much because 337 
that is our lives (...) and it is not really like that all of the time but in this respect I think it makes 338 
sense. 339 

I2: Do you think Mads Mikkelsen personification of Denmark and Danish values? 340 
SN:I do not think so (...) I guess right now it should have been Nikolaj Coster Waldau if (...) you 341 
have every choice. But I think (...) it works and I think it makes sense to have (...) Mads has a 342 
great face and he has a special face and he is recognizable. 343 
I2: calm [laughter] 344 
SN: And he has got this calmness and (...) the women are just reacting violently to him, I mean 345 
they really, really like him so having somebody like that gives you and instant push instead of just 346 
some normal (...) they can get a lot of good-looking guys to do it (...) but bringing someone who 347 
also has the brand, I mean (...) I think for the Danish culture, for the Danish brand the whole 348 
success of the (...) Danish actors internationally has a lot of effect (...) I mean from my time at 349 
Zentropa (...) when I worked with Lars Von Tries and Susanne Bier and those guys (...) what they 350 
did is unparalleled in cultural export, I mean people have a lot of opinions about Lars Von trier 351 
and that is fair enough (...) but coming out to the film festivals and (...) sharing his film (...) I 352 
think that is perhaps the biggest cultural brand Denmark has had. And the other films like 353 
Susanne Bier who came after him, he paved the way for a lot of others and now we have the 354 
actors coming, like Pilou also doing great and (…) Nikolaj is also coming in as well, and Lie 355 
Kaas and Birgitte Hjort has also (...) I think that has all been helping (...) us so it makes great 356 
sense to (...) take one of them instead of taking an unknown. (...) I mean why not play on the 357 
instruments you have. 358 
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Interview MW 

Theme 1 – The hygge book 

I2: So and we are switching to English now 1 
I1: Yes  2 
MW: Alright (…) 3 
I2: [pause] Thank you for showing up for the interview, and if you can just briefly give and 4 
introduction of yourself that would be great [laughter] 5 
MW: So my name is Meik Wiking, and I am the CEO of the Happiness Research Institute in 6 
Copenhagen also I have written a couple of books; one of them is called ‘The Little Book of 7 
Hygge’ (…) and (…) I think that is why we are here (…) 8 
I2: That is right and we are starting with the first theme and that is mainly about the book 9 
you have written about, ‘the Little Book of Hygge’. 10 
I1: Yes so the first question is (…) we would like you to give us your definition of hygge, just 11 
as a quick starter. 12 
MW: alright, so I think that the best quick definition of hygge is [pause] the art of creating a nice 13 
atmosphere, but it is about togetherness, it is about relaxation, it is about savoring simple 14 
pleasures but if you wanted something that fits into a dictionary then it is the art of creating a nice 15 
atmosphere 16 
I1: You state in your book that hygge is (...) that Denmark is the happiest country in the 17 
world and that is mainly because of hygge because that is the secret ingredient (...) But also - 18 
there are other nations that have that similar words to hygge [Laughter] and (...) we were 19 
(…) why do you think that it can be translated to other countries when it is to some extent 20 
related to Danish culture? 21 
MW: Okay - so but let us rewind because I think (...) you know (…) the main reason why 22 
Denmark does well in the Happiness rankings is the welfare state [inaudible] society, that is why 23 
all the Nordic countries do well. We invest in the common good and we focus on improving 24 
quality of life for the less fortunate; that brings up the average but it is true that hygge might be a 25 
component that explains why Denmark does better than the other Nordic countries (...) So [pause] 26 
whether hygge is a Danish phenomenon, whether it can be exported (…) I think that hygge 27 
happens in a lot of places (...), I do not think that Denmark has a monopoly (...) on hygge (…) and 28 
there are similar words in Dutch and German that comes quite close to it (…) Gezelligheit, 29 
gemütlichkeit in German (…) I think we Danes, we like to think that it is a unique Danish 30 
phenomenon (...) We like to say that it is. I am not sure that is the case. I think they have just as 31 
much hygge or they have hygge in France (...), they have hygge in Canada, they have hygge 32 
elsewhere (…) but what we might have is a focus on hygge or sort of a celebration of hygge and a 33 
use of hygge. I mean we use it in our conversation (...) right now in our everyday language a lot. 34 
That perhaps makes us focus more on it that is why young students from CBS brings candy to am 35 
interview [laughter] (...) and because of that focus on it, because of that celebration of it and 36 
because we see it as part of our culture and part of our national DNA maybe that is why we do it 37 
more than others. But it has been interesting; there was one French mother who wrote me. She 38 
read hygge and she wrote that ‘I have been having hygge all my life, I just did not know there was 39 
a word for it’ and there is a lot of readers who have written me more or less that exact same thing. 40 
What she also wrote was that earlier on she would have afternoon with her two kids on the sofa 41 
with blankets and some treats and some tea and she would have called that ‘a lazy afternoon’; 42 
now she calls it a hyggelig afternoon. So basically I think we removed the guilt from something 43 
people were already doing and giving them a word and a language and an ability to appreciate 44 
something that is nice, and I think that is perhaps the uniquely Danish thing that we see a value in 45 
(…) these simple pleasures. So 46 

(I1: As you say it is part of Maslow’s Pyramid of Needs? So that is kind of part of the third 47 
level with social relations and social stability) 48 
MW: Exactly, yeah. 49 
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I1: and (...) it will be a bit static I guess because we are going to follow the questions but we 50 
just want to get through those bits. But you state that Danes believe, or that most Danes 51 
think that a small group of people is more hyggelig. Can you elaborate on this? Why do you 52 
think that it is a small group of people that people find more hyggelig than a big group? 53 
MW: So we asked people (...) We did a survey when we did research for the book; what is the 54 
ideal number of people for hygge and this was the answer that the majority had. I think it is 55 
because (…) I think in smaller groups (…) because it is about atmosphere (...) It is a different 56 
atmosphere in smaller groups, there is not so much competition over the conversation (…) I think 57 
perhaps also in a smaller group people are more comfortable with sharing things with talking 58 
about personal matters (...) whereas in a larger group, you know, conversations split up and 59 
suddenly you have a conversation over here and a conversation over there, and people might not 60 
be as comfortable with letting their guards down(...). Also in a bigger group there might be people 61 
you are not so close with or you meet for the first time and Danes, it seems, at least my guess is 62 
that (…) we are more comfortable letting our guards down if there is, if we are surrounded by 63 
people we know really well. (...) And I think that is why smaller groups are considered more 64 
hyggelig. 65 

(I1: Do you also think it is because (...) we have like observed maybe a tendency, that Danes 66 
(…) have clear separations between their intimate relationships like the social groups for 67 
example work group, and school group, and friends from high school and (...) that is a clear 68 
separation, and that is why they prefer small groups?) 69 
MW: I do not know but it would be interesting to do studies on that because I do not know, you 70 
know, whether we are relatively, whether we separate our friend groups as you say compared to 71 
others, we might do. I think you are right that we are not so good at mixing different groups and it 72 
seems like a lot of our relationships are bilateral and - so let us say Julie, right (...) we are friends, 73 
we have been hanging out for years and tonight we are meeting and Emilie you are asking ‘so do 74 
you have plans for tonight?’ and in a lot of other cultures it is my perception that I would say ‘Yes 75 
I am meeting with Julie, you should join us. It will be really cozy and Julie is this girl from CBS 76 
you would really like her (...)’ and the three of us meet. It seems like in a Danish context I would 77 
say ‘Tonight I am meeting with Julie but how about Thursday?’ (...) and I will not introduce the 78 
two of you (...) Whether that is the case I do not know but that is my experience, that (...) we 79 
separate different groups, different people and we are not so good at mixing(...) 80 

(I1: So in the survey the respondents did not elaborate on why they would choose a smaller 81 
group?) 82 
MW: No. 83 

(I1: But do you think it is an interesting concept that people would separate into their 84 
intimate relationships or social relationships?) 85 
MW: Yeah interesting and like (…) probably something we should be mindful of and consider 86 
the consequences of (…) because if we always behave like that then you will never meet and it 87 
might also be why Danes are considered, it is quite difficult for expats and foreigners to penetrate 88 
the social circles in Denmark because you do not get invited unless you know the other people 89 
and you will never get to know the other people unless you get invited right. So it is sort of (…) 90 
an unfortunate catch 22 (...) in that sense. 91 
I1: Yeah, that is kind of related to the next question that we state ‘once you are in, you are 92 
in’. You are in the social group, which we would describe as an in-group, then you do not 93 
get out, (...) unless you do something that is disrupting the group harmony (...). but what 94 
would you say it maybe take Danes to maybe let someone into their social circle, for 95 
example an international? 96 
MW: (…) First I think we are battered and that is what you hear from everyone not just my 97 
international friends but also… the ambassadors and the ambassador spouses. We have them visit 98 
the institute a few years ago, and I think there were twenty different nationalities, all spouses of 99 
ambassadors and all saying the same things; that it is super difficult to penetrate the social circles 100 
(...) and I think one of the [pause] that is one of the Dark sides of hygge(…) and also the way we 101 
organize our social calendars, other people, other cultures seem more spontaneous where Danes 102 
are super planned and where there is two cultures clash, it is an issue (...) I think (…) another 103 
reason for this is that getting invited home is sort of the end of the friendship journey in Denmark, 104 
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where as in other cultures you (…) maybe that will be an earlier step? But I spoke to I think it was 105 
a French Canadian or (…) something to that extent who lived in Norway that might have the 106 
same sort of culture (...) and he said ‘In order to, you know, be friends with the Norwegians, first 107 
you have to join the same berry-picking club and then you slowly progress and then at the end 108 
you will achieve the friendship’ where in other cultures you might become friends first and then 109 
go berry-picking together at the end but it seems that our social life is quite organized and 110 
structured and we meet each other in ‘Foreningslivet’ and from there on friendships will evolve 111 
where it might be sort of a reverse (…) 112 
(I1: So we do things together (...) and then that is how we get to know each other (...) and 113 
then we would become more connected (...) and then be invited in) 114 
MW: and (...) this is my own personal experience that the sort of international friends I have in 115 
Copenhagen (...) have been introduced by other friends, so one of my good friends is Indian and 116 
we met at a bachelor party for one of our common Danish friends and Ishen asked me ‘Do you 117 
play poker?’ and I do play poker. And then he started inviting me for Poker evenings together 118 
with a very diverse group nationality-wise and actually because of that group I have several 119 
international friends now in Copenhagen (...) So that might be a trick (...) in a good way for 120 
expats to themselves (...) get closer to Danes, invite them into events like that. 121 
(I2: So I have like just one question because I was (...) considering especially Americans. 122 
This is just an example but I stayed in an Airbnb for three days and the couple who lived 123 
there they asked me out for dinner for the last night, and that would have never have 124 
happened in Denmark and they said oh so you are part of the family now, Julie. And to me 125 
it seemed very nice but also a bit like superficial like (...) in some of these cultures that you 126 
are very open in the beginning but you might maybe have in mind that it does not last 127 
forever, like maybe it does but in Danish culture do you think it is the same(...) or like do 128 
you agree with that?) 129 
MW: I think that is a common (...) experience (...) so yeah and I do see [inaudible] in my 130 
experience. 131 
I1: There is a last question but it is: what do you believe Danes expect from others in social 132 
relations? Might be a tough question to answer 133 
MW: I honestly (…) 134 
(I1: as a Dane to Danes [laughter]) 135 
MW: I do not know because I do not know relatively whether there is a unique Danish desire (...) 136 
I do not think I am the best one to answer that. 137 
(I1 and I2: Okay) 138 

Theme 2 – The popularity of hygge  

I1: As you know yourself and from your book, hygge has gained enormous attention all over 139 
the world as the secret ingredient to Danes’ happiness. Why do you think it has become so 140 
popular outside Denmark (...) it exist everywhere else, but now the word ‘hygge’ has become 141 
very popular.  142 
MW: (...) so (...) I think there was a broader interest in Denmark. I think that there’s a growing 143 
awareness of that Denmark and other Scandinavian countries are doing something right, in terms 144 
of creating good conditions for good lives, and that we are consistently ranked at the top in the 145 
world happiness reports. I think the cultural exports, TV-dramas, Broen and The Killing and so 146 
on, have increased interest of Denmark. And I think again for the broader context, that more and 147 
more countries are looking for new role models. We get a lot of visits from around the world at 148 
the Happiness Research Institute (...) a lot of them are from South Korea (...) we feel that we have 149 
gotten richer as a society without getting happier. And as one editor from South Korea said: 150 
‘We’ve earlier been looking at the U.S. as the big role model, that’s where we thought we should 151 
go (...) and now we’re questioning whether that’s the right path for us’. So he was on a tour in 152 
Scandinavia to see what they could learn and what they could bring back home. And I think that’s 153 
a part of the explanation. (...) Secondly, I think it also had something to do with what we talked 154 
about earlier. That we essentially gave a name to something people were already doing. We 155 
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described what they were already practicing and enjoying (...) a lot of people saw themselves in 156 
the book and described that emotion and atmosphere for the first time. So I think we tapped into 157 
that (...) it’s an awesome book, of course [laughter]. The third reason was that (...) there were a lot 158 
of books that came out at the same time in the UK (...) around 10 books about hygge were 159 
published. And that created a hype. Perhaps if there would only have been one book about hygge 160 
then we might not have seen the same attraction. But suddenly because 10 books were out it 161 
created a lot of hype.  162 

I1: Actually we have to show you a video now. It’s a video of Visit Denmark about hygge 163 
(...) we would like to hear your thought about it.  164 
I1: When you watch the videos, what are your thoughts? 165 
MW: I think they are definitely on to something (...) thing’s I’ve tried to describe in the book. So 166 
I think they are definitely trying to capture to what hygge is in the right way. Well done.  167 

(I2: Is there a slight misconception of hygge? (...) the whole thing about that hygge can be 168 
bought (...)) 169 
(I1: And that it is a forced (...) 1,2,3 now we hygge?)  170 
MW: Yeah yeah yeah. I get a lot of questions from American journalists that would call me say: 171 
‘I only have 10 minutes to hygge, how do I do it fast?’ Or ‘what’s the first thing I should buy to 172 
get hygge?’ I’m not sure if you’re getting it right. (...) I think also a lot of companies attempt to 173 
hygge through products (...) for example ‘this is the hyggeligste cup you can get’. And I think 174 
that’s natural. You see the same things with yoga, mindfulness - if something becomes popular 175 
among people (...) companies are gonna trying to get into that part. That happened with hygge as 176 
well (...) that’s the law of the jungle to some extent. I think they are right - There are some 177 
misconceptions.  178 
I1: So you think hygge is not something you just buy into or a fast process (...) a slow 179 
process? 180 
MW: Yeah (...) a lot of people have seen other similarities to slow and simply living. And what I 181 
put in the book about hygge experience things and to us Danes (...) it’s something that’s 182 
accessible and relatively cheap or even free, and we use is a ‘walk out of jail card’ if we walk into 183 
a restaurant that is too expensive (...) ‘Shouldn’t we find another place that’s more hyggelig?’ 184 
And (...) those points are sometimes forgotten in the translation.  185 
I1: When hygge becomes a hype and a trend (...) do you think that it might lose some of its 186 
culture meaning in the translation process? The significance?  187 
MW: (...) For a lot of people around the world, this is a new concept (...) you have to learn it and 188 
how to interpret it (...) what does hygge mean. There’s a risk that (...) companies will 189 
‘indholdsudfylde’ (...) fill in the content of that concept with things that we Danes say ‘that’s not 190 
a part of hygge’ (...) so I think we’ll see a lot of cultural variations of hygge in the coming years. 191 
It’s almost like (...) whatever people enjoy now, they’ll say ‘that’s hygge’, when we’ll say ‘I’m 192 
not sure that’s the case’ [laughter]. But if it rocks your boat (...) sure. It has become this label that 193 
people stick on different things, where we as Danes would probably disagree.  194 

I1: Of course hygge is one thing that’s very attractive in Denmark if you can tap into it, but 195 
what would you say are other aspects of Denmark that makes it attractive? We wrote 196 
destination (...) for both foreigners that come to visit the country (...) but also to live here.  197 
MW: Especially the latter part (...) It’s a very convenient life (...) what I often talk about in my 198 
global presentations about Denmark (...) what works really well in Scandinavia is that we invest a 199 
lot in the quality of life for all and invest in the public good, meaning that the rich and poor will 200 
both be able to enjoy a relative high quality of life (...) that mobility is relatively free, that the 201 
majority of people in CPH can cycle to work, CBS, the parliament (...) and that mobility is free 202 
for all. I think it reduces stress and worry. One of my favorite things in the summer is to going 203 
down to Islands Brygge for a swim, and everyone can do that. What really works in Scandinavia 204 
is that to some extent we have removed the price tag on happiness (...) whereas in a lot of other 205 
societies quality of life is something you buy. (...) that creates a better society for everyone. That 206 
is something that you as an expat can also tap into.  207 
(I1: (...) it just takes time. ) 208 
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Theme 3 - Adapting hygge to other countries  

I1: As we look into foreigners’ brand image of Denmark, we wanted to include ‘the dark 209 
side of hygge’ An Italian article has recently related hygge to social isolation. Paradox: the 210 
concept threatens solidarity, kindness and diversity because it ‘allows’ opposing values 211 
within the social circle. What are your thoughts on this? 212 
MW: I think he’s right. (...)  213 

(I1: Do you think the Law of Jante maybe have an effect on hygge in that sense?)  214 
MW: (...) To some degree. I think (...) I mean, it’s frowned upon in Denmark if you flaunt your 215 
success and do it too much. And people probably also consider that you’re spoiling the hygge if 216 
you are too (...) ‘look how great I am’ 217 
(I2: Bragging?) 218 
MW: Yeah, yeah. So I think that’s an element (...) he’s right in his points that he’s making (...) 219 
that there is a dark side to hygge and it is to some extend excluding people. (...) That is also an 220 
example of why people are not better at opening up their social circles.  221 

(I1: We were also thinking as hygge emphasizes of social relations, do you think that the 222 
concept relates more to collectivism although Denmark is perceived as an individualistic 223 
nation? How do you think that it works that we embrace this very collectivistic ‘rituals’ 224 
perhaps, but we also keep our individualism?)  225 
MW: (...) I think we call both call us individualistic and collectivistic. I think there’s just 226 
complexity in humans and our national DNA. (...) So I don’t think that the two are necessarily 227 
antagonistic. I think both can co-exist. I don’t see them being inconsistent.  228 

I1: What happens if you disrupt the group harmony?  229 
MW: you’re probably ousted if you do it, but I think that’s not necessarily a Danish thing, that’s a 230 
human thing. So the questions is what are the social consequences for disrupting the group 231 
harmony (...) you won’t get invited back for (...) couples-dinner (...). Again, relatively speaking, 232 
there are probably more conformism in Denmark than in other cultures (...) probably more raised 233 
eyebrows or people drawing outside the lines. Where I see more diversity in types and lifestyles 234 
elsewhere (...) again, broadly speaking (...) maybe on a Western spectrum.  235 

Theme 4 – Nation branding  

I1: So now it’s the theme about Nation Branding. (...) First of all, in a previous interview 236 
you stated that hygge is part of Danish DNA. 237 
MW: Was it this interview? I think I said DNA. 238 
I1: Yeah you said it once[Laughter ] What is Danish DNA in your opinion? 239 
(I2: And another [Laughter]) 240 
MW: You’re onto me, I say the same things so yeah. 241 

I1: What would you said it is consist… Danish DNA, what is it consisting of in your 242 
opinion? Like hygge and what else is values that go through a Danish individual? 243 
MW: (…) It is not something I have given a lot of thought. I explored hygge because of the book 244 
(...) and (...) I mean I’m an expert into the Danish soul per se, but I think one other thing that 245 
comes to mind is our love of sort of the outdoors (...) like Danes, we seem to really enjoy getting 246 
out into nature and into parks (...) and into different woods all that and I think that is also again a 247 
Scandinavian thing. You know [pause] 248 

(I2: Even though it is cold.) 249 
MW: Yeah [all three laugh] (…) So I think that is probably also if we look closely a 250 
Scandinavian/Danish trait 251 

(I1: Do you think it is something that (...) fits with the brand image of Denmark as well?) 252 
MW: Yeah, Yeah I think it does. (...) The question is what is the brand image of Denmark but I 253 
think a lot of (…) I think the international audience would consider us a [pause] happy [pause] 254 
people with sort of a wholesome sustainable healthy lifestyle. That is at least the American 255 
perspective (…) and that would fit in well with the Danes biking around (...), hiking (…) 256 
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(I1: Yeah yeah, so like healthy in the sense that we are [pause] making healthy choices?) 257 
MW: right (...) 258 

I1: Okay, and then because hygge is part of Danish DNA you feel like foreigners if they visit 259 
Denmark can they actually tap into Danish hygge when they are in Denmark? Or is it hard 260 
to brand ourselves on that concept? Because it is not purely Danish.)  261 
MW: So (…) It is actually two questions, right? 262 
(I1 & I2: Yes [Laughter]) 263 
MW: I do think it is hard to tap into the Danish hygge, because hygge happens within the sort of 264 
four walls of the home right, and that is difficult if you are on a weekend trip (...). Good Luck 265 
getting invited to a family dinner at home, right, in Copenhagen (...). So that is part, I think it is 266 
difficult (...) to get to the [pause] Saint Peters of hygge in Copenhagen. Of course you can 267 
experience it in the cafes (...), you can see the amount of candles and all that, lights in Tivoli so to 268 
some extent you can experience the part of the culture. But I would, I think the sort of epicenter 269 
of hygge, the family hours (...), the family dinners and so on I think that is difficult to tap into 270 
(...). The second question was whether you can brand or what was it…? 271 
(I1: like (…) use hygge as a brand for Denmark, when people cannot really tap into it.) 272 
MW: Right, but that is why I said that it is actually two questions because I think it is difficult to 273 
tap into as a tourist (...) but I think you can definitely use it (...) in the brand (...) and I think it is 274 
already being done (…) 275 

(I1: that is what we thought.) 276 
MW: So I mean, you see now embassies using hygge and the articles and spreading them (...) if 277 
not already then I am sure that a lot of companies are gonna brand their products as hygge (...) in 278 
the years to come. I mean, we are gonna see the same things as with happiness. You know earlier 279 
when you landed in Kastrup airport, you were greeted by the [interrupted] 280 

(Interviewer 2: The Carlsberg.) 281 
MW: The Carlsberg ad: ‘Welcome to the happiest country in the world’ and of course as 282 
Carlsberg you could put hygge on as well. (...) So I think we are definitely gonna see that, (...) so 283 
yes you can definitely use it because there is an awareness and there is a hype around it, (...) yeah. 284 
I1: Do you also think that Danish people themselves may associate themselves with 285 
Denmark as a hyggelig nation? 286 
MW: Yeah, yeah but I don’t think that is a new thing. That’s part of our Danish DNA, yeah 287 
[Laughter] So, So I think that the cultural part and we have this perception that hygge is 288 
something uniquely Danish. I’m not sure that is really the case but I think that is our perception. 289 
I1: Okay. 290 

Theme 5 – The Carlsberg campaign, ‘The Danish Way’  

I2: So the last theme is about Carlsberg’s advertisement ‘The Danish Way’.  291 
I1: You have seen the advertisement, and (...) what do you think would be foreigners’ first 292 
impressions when they see it? 293 
MW: I think it’s really well done. I think it’s a great ad. Well done to the marketing department at 294 
Carlsberg. (...) Also, it taps into the perceptions that foreigners have of Denmark. That perception 295 
is based on reality (...) of course in a extreme version. But I think it’s well executed. I think it’s a 296 
great ad.  297 
(I2: So you think it’s collecting the best bits of Denmark into one (...) one advertisement?)  298 
(I1: Is it the best bits of Denmark?) 299 
MW: To some extent yes. It’s well done. Is it representative? No. Because you are taking the best 300 
part of the spectrum. So (...) you can have a lot of things about the story of Denmark that are not 301 
included. (...) So yes and no.  302 
I1: One of the main and central things in the ad is the bike Mads Mikkelsen rides on. Do 303 
you believe that when people see this commercial, they will think ‘Oh I need to buy a bike’, 304 
because that is part of the Danish lifestyle? (...) If they identify with Denmark, of course.  305 
MW: (...) Are they gonna go straight out and buy a bike? Probably not. I think there are other 306 
factors are more important. Is there safe bike infrastructure in my city? 307 
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(I1: But if they own a bike do you think they can better identify with the Danish lifestyle 308 
represented in the ad?) 309 
MW: Yeah. (...) But I mean that’s how ads work, right, and also TV-series. If we watch Mad Men 310 
where people are smoke constantly, more people are gonna smoke. So we are highly adjustable to 311 
things.  312 
(I1: And if we watch the killing we buy Sara Bro’s sweater.)  313 
MW: Exactly, exactly.  314 

I1: So do you think if they identify with the image of Denmark presented in the campaign, 315 
would they also identify with Denmark as it is (...) because it’s the best bits vs. the reality.  316 
MW: I don’t understand the question.  317 
(I1: It’s about the perceived and actual image of Denmark. So if they watch this ad and they 318 
go to Denmark expecting to see the same things (...) do you think it would have an effect on 319 
them like their satisfaction? Would they feel that there’s a misconception between the two?)  320 
MW: Oh (...) so the question is ‘does the ad promise something that I doesn’t deliver’? I think 321 
every ad does that, right? (...) Actually, speaking of Mad Men. I think Don Draper at one point 322 
says: Advertising is about one thing: happiness. And (...) advertising is about promises and the 323 
best features of Carlsberg, Denmark, VW (...) and of course there is a gap between promises and 324 
reality in every advertising campaign. It’s a part of the game.  325 
(I1: We were also thinking about the choice of Mads Mikkelsen as the main character in the 326 
advertisement, cause’ he doesn’t look very happy in the advertisement [laughter]. So is he 327 
the perfect fit as a Danish brand ambassador?) 328 
MW: [laughter] I’m sure there are smarter people than I that have had that conversation in the 329 
marketing group at Carlsberg (...) I mean (...) he’s a good Danish ambassador. He’s a well 330 
recognized face (...) What is the alternative? Ole Henriksen. He’s a very smiley guy. (...) That’s 331 
not what Carlsberg want. I think he’s a good fit.  332 
(I1: What would you associate with the campaign if you thought of it right now? Like if you 333 
would see it as a Dane (...) like if it portrays Danes accurately?)  334 
MW: (...) But I’m biased because (...) it is my field they are working with. But I think they are 335 
capturing it quite well. (...) That’s my first instinct (...) they read my book [laughter]. But I think 336 
that’s probably the ego talking [laughter]. Well played Carlsberg, well played. 337 
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Appendix 5: Overview of theme 1 in foreigners’ interviews 

 

Appendix 6: Transcriptions of foreigners 

 

Interview A 

Theme 1: Background 

I1: We have the first theme it is about your background. So, what is your Nationality? 1 
A: I’m British 2 
I1: Where in Denmark did you go? 3 
A: I went to Copenhagen. 4 
I1: We will ask you how long were you in Denmark approximately? 5 
A: First time I visited was about for two weeks (…) and second time was for a year.  6 

Theme 2: Preconceived ideas of Denmark 

I1: So let’s focus on your first experience of Denmark (…) the two weeks you were here. 7 
I2: So, why did you choose to come to Denmark the first time you were here? 8 
A: I’m really interested in Scandinavian history (…) So my first love will always be Ancient 9 
Egypt but the Vikings is my second (…) so that kind of swayed my decision to come and visit 10 
(…) So I did some time in Denmark and then moved on to Sweden as well (…) 11 

I1: What were your expectations of Denmark prior to your arrival – and the Danish people? 12 
A: (…) I hadn’t had much contact with you know Danish people before (…) I tried to get 13 
involved in like the Scandinavian society at my uni (…) but I found it difficult to kind of integrate 14 
in (…) So that was sort of one of my concerns. I knew I was gonna be there for two weeks (…) 15 
but I worried that I’d stick out like a sore thumb (…) But I sort of expected everything to be like 16 
on time which is a novelty because everything here is always late (…) I sort of expected it to be a 17 
much more relaxed sort of country (…) compared to here [interrupted] 18 
(I2: In what way may I ask?) 19 
A: Well everybody here is sort of very stressed and rushing around (…) not enough hours in the 20 
day kind of thing. I had this idea in my head that you know Denmark is not quite the same, you 21 
make time (…) 22 
(I1: and you said you went to the Scandinavian society at your uni. How many of the people 23 
there were Danes?) 24 
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A: (…) It wasn’t a very big society though I was only about like a hundred people (…) a third of 25 
them were Danes 26 

(I1: and then the rest were like Swedish and Norwegian or?) 27 
A: Yeah (…) a couple of Finns in there as well (…) 28 

I2: So you didn’t do any research about Denmark before your arrival except that you (…) 29 
mentioned (…) a big interest in (…) Danish history and Vikings? Was there anything 30 
besides that, relating maybe to our culture and about Danes? 31 
A: (…) I didn’t really do too much research (…) It was more on like the history side of it (…) So 32 
I did a Scandinavian history class at uni (…) and we did briefly touch on like the current culture 33 
but (…) there wasn’t much research done (…) 34 
(I1: I just have a quick question, so (…) would you say like your main purpose to come to 35 
Denmark was to see the sights, like the cultural sights? (…) not so much to interact with like 36 
the Danish people? 37 
A: Yeah it was predominantly like more the touristy thing to go and see (…) sights and stuff but I 38 
knew that in a month I would have to interact (…) but I kind of prefer that aspect, I do like 39 
touristy destinations (…) but if I can like sort of go off the beaten path and get involved with 40 
locals (…) I will do cause I think that’s more of a true experience of the country that you are 41 
visiting (…)  42 

Theme 3 – Personal experiences and Identity  

I1: What were you first impressions of Danes and Danish culture? 43 
A: It reflected my expectations in that everyone was super relaxed and (…) nobody seemed to 44 
rush around. I did kind of get a slight (…) I wouldn’t say standoff-ish (…) but I found it quite 45 
difficult to interact with the people. I don’t know it that was whether here where I’m from (…) 46 
you talk to people on the bus, in the queue in the supermarket (…) like complete strangers you 47 
would stop and chat to. But I found that it wasn’t (…) the same, so that did kind of throw me. So I 48 
had so sort of adapt to not randomly stop and talk to people. But I found that once you did start 49 
talking to people (…) it was like you’ve known them for ages.  50 
(I2: Yeah because I was just going to ask you if you then tried to (…) just throw yourself out 51 
into it and tried to talk to some Danes and see how it went?)  52 
A: I managed to take a few Danish classes before (…) So I sort of attempted the language a little 53 
bit. I think they found it more endearing than anything else. They had this little smile like ‘oh 54 
you’re really cute but let’s switch to English’ (laughter) 55 
(I1: How did you feel about that? Did you feel like you were making a big effort and then 56 
they would just be like ‘yeah let’s just not’?) 57 
A: No I thought (…) it was actually quite nice of them because I struggle with languages (…) but 58 
I tried at least (…) I think it’s polite to (…) if you’re going to another country then at least learn a 59 
few phrases. So I knew I couldn’t hold a full conversation with them (…) but you know (…) I 60 
know I’m bad at languages and my Danish is really poor, but they might be saying that because 61 
they want to practice their English. So I was like (…) well if I can help them out there and 62 
practice with them that’s fine with me.  63 

(I1: Do you feel like any of preconceived ideas of Denmark did not meet your expectations? 64 
Like how you expected Danes to be on time (…) structured) 65 
A: No I think everything kind of did meet my expectations (…) which was like that because it 66 
wasn’t such a chock.  67 

Theme 4 - Sociocultural issues 

I2: What did you do during your stay here?  68 
A: There was an awful lot of sightseeing (laughter) and we kind of saw every sight possible. We 69 
made sure to sort of eat in little local restaurants that weren’t so touristy in order to get a more 70 
authentic experience and such. But it was predominantly a sightseeing trip.  71 
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(I1: As you said, you were interested in the Viking heritage (…) what sights did you 72 
prioritize? Was it the little mermaid and all the museums or more like going to see the 73 
Viking boat in Roskilde?) 74 
A: So I wasn’t travelling by myself, so I sort of had to balance out what I wanted to do with what 75 
my travel companion did. We did a lot of museums in Copenhagen (…) there was a special 76 
Viking exhibit at the Viking museum. We definitely prioritized the Little Mermaid (…) that was 77 
actually quite interesting because growing up that was my favorite Disney movie, but I didn’t 78 
know the actual true story behind it. So when I was in Copenhagen for the two weeks I got to 79 
learn the story and I realized it really isn’t like (…) Disney at all.  80 

I2: Current branding strategies of Denmark are focusing on ‘Localhood for everyone’ - Did 81 
you interact with locals and how?  82 
A: When we arrived we decided to do a walking-tour of the city. So we met in front of city hall 83 
and there was a local guide (…) that predominantly spoke English with us, but we got the chance 84 
to speak a bit of Danish with them. And they sort of showed us around (…) some key sights but 85 
then also some of the less-known sights as well. Also, we went to a local flea market because my 86 
friend likes that, so we went and checked it out. That was in a more residential area (…) so there 87 
was less tourist impact and we tried chatting with them when we asked about prices and things. 88 
My friend wasn’t too confident in her Danish language skills so left most of it to me. Then we 89 
went into stores and sort of greeted in Danish (….) tried to order in Danish as well. Sometimes it 90 
worked and sometimes we just ended up laughing and the waiter or waitress would end up 91 
laughing with us. But whenever we came across (…) a local we made sure to try and interact and 92 
sort of fit in.  93 
I1: How could Denmark improve in regards to visitors? 94 
A: I don’t really think there is much that could be done. I personally found it very welcoming (…)  95 

(I2: But do you maybe think then that it’s more about (…) Danes’ attitude towards tourists? 96 
Maybe that they can be a bit like you said (…) standoff-ish, a little bit closed of?) 97 
A: Yeah I would say that that was the main barrier we had to try and break in order to interact 98 
with locals, which is why we attempted the language because we thought that might (…) break 99 
that down a bit more. But we kind of noticed that it was difficult to (…) integrate and such.  100 

I1: Would you recommend Denmark as a tourist destination? 101 
A: Yeah I would. 102 

(I1: Do you feel that there still is a lot to see? In regards to that some say that Denmark is 103 
not the greatest tourist destination with a lot of interesting sights? 104 
A: In terms of Europe it’s definitely not a super duper popular tourist destination. But I do feel 105 
that it is worth a visit event though it’s just for a long weekend. Copenhagen itself (…) there is a 106 
lot of things to see and do (…) and the culture it’s quite different.  107 

Theme 5: image of Denmark 

I1: So you watched the advertisement and how do you feel the advertisement portrays 108 
‘living life the Danish way’ and Denmark? 109 
(I2: like (…) from your experiences when you were here for the two weeks (…)?) 110 
A: It’s very stereotypical, (…) but I think it like (…) hits the nail on the head. 111 
I1: Does the storytelling reflect your experiences of Denmark? 112 
(I2: Do you think it reflects like what the media sort of is trying to (…) portray and 113 
accentuate?) 114 
A: Yeah, I think it definitely plays to that (…) it works though. 115 

(I1: Yeah it works. (…) Which elements are stereotypical in the advertisement?) 116 
A: (…) The whole life and work balance (…) that kind of thing really struck me. I noticed as well 117 
like when I was over in the two weeks a lot of things were sort of shut on the weekends or on 118 
Mondays (…) which is like unheard of over here in the UK. (…) So that line kind of really struck 119 
a cord with me (…)  120 

(I1: What about hygge?) 121 
A: I love that (…) I definitely think it is something that should be adopted everywhere (…) We 122 
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kind of experienced it a bit in the two weeks that we were there. I experienced it more in the year 123 
but it is definitely something I brought back with me 124 

(I2: in what way?) 125 
A: So you know rather than like going out I say to friends ‘why don’t you come over (…) get 126 
cosy on the couch, we will have a chat and a catch-up (…) I’ll throw some candles on’ (…) I now 127 
kind of prefer that to going out (…) sort of staying in, catching up (…) in a cosy sort of 128 
environment 129 

(I1: Do you say ‘let’s hygge’?) 130 
A: Not to some people but to those who are aware of the time I spent in Denmark and what the 131 
word actually means I can use that with them (…) cause they get it. 132 
I1: (…) How do you feel the images portray (…) and describe Denmark? 133 
(I2: Just with a few words, you don’t need to (…) [interrupted]) 134 
(I1: go into every detail.) 135 
A: I would say again they are very stereotypical (…) you know the whole cozy by the fire, the 136 
blonde haired girl (…) but also the little mermaid with the wintery (…) yeah the winters were 137 
kind of brutal (…) I wasn’t used to that. The cycling (…) that was very strange going everywhere 138 
on a bike (…) I kind of wish I could do that here but unfortunately there are too many hills, I 139 
think I would [laughter] from lack of oxygen. Everybody sort of crowd around tables, that to me I 140 
don’t feel like it (…) is very Danish (…) 141 

(I1: in what way do you not feel it is very Danish? Like is it the social aspect like sitting with 142 
people you don’t know?) 143 
A: Yeah (…) cause my experience was very sort of stand offish not really wanting to talk to 144 
people you don’t know (…) So that, that to me is a bit of an odd one (…)  145 
(I2: What about the last two? (…) in the bottom) 146 
A: Oh the pastries! [laughter] Oh I miss the pastries honestly over here they don’t hold a candle 147 
for your pastries. (…) But that to me is very stereotypical like with the pastries and the cozy and 148 
like the scarf and I am assuming that is bedding underneath (…) Yes like breakfast in bed kind of 149 
thing (…) The outdoors one, yeah I’d say that’s getting out in nature (…) being outside, like I 150 
know that you guys kind of like staying in and like having dinners in and (…) you know but I also 151 
did experience a lot of people who liked to go out in explore (…) being amongst nature and I 152 
noticed that (…) in the city there were a lot of parks (…) and they were always busy (…) whereas 153 
over here most of the parks are empty all the time (…). 154 
(I1: With the pastries, I was just thinking, do you feel like Danes are quite healthy in the 155 
food?) 156 
A: oh yeah, definitely. That was my biggest shock when I (…) less in the two weeks, more in the 157 
year, when I went into the supermarket (…) I’m used to there being a lot of like pre-done meals, 158 
easy grab meals that kind of thing over here (…) but I found in Copenhagen that everybody 159 
would cook things from scratch (…) and there was a lot of fresh produce (…) 160 
(I1: (…) But you also feel like the images that we showed you are, are quite like what you 161 
experienced or?) 162 
(I2: even though it is stereotypical?) 163 
A: Yeah  164 
I1: Do you feel like people might have a misconception of the word ‘hygge’ in the UK 165 
sometimes? 166 
A: I think so, I mean it’s definitely being pushed over here a lot so (…) the pictures with like the 167 
pastries and stuff and with the book (…) I’ve seen that book a lot over here (…) there’s like a 168 
little section in one of the major chain bookstore dedicated to Danish culture books (…) but I 169 
think while it is great for people to adopt it, I think it is very different if you actually visit 170 
Denmark and live it.171 
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Interview F

Theme 1 - Background 

I2:What is your occupation?  1 
F: I am working as an intern in the marketing department in Bacardi Group.  2 
I2:What is your Nationality? 3 
F: I’m Italian.  4 
I2: How long have you be in Denmark approximately? 5 
F: I’ve been living in Denmark for two and half years. Now I’m back in Italy because I found a 6 
better occupation.  7 

Theme 2 - Preconceived ideas of Denmark 

I2:Why did you choose to come to Denmark? 8 
F: I decided to come to Denmark because I think it’s a great country and when I was looking for a 9 
master course after my bachelor I wanted to study abroad and I was looking for something a bit 10 
more innovative (...) like more special in marketing and communication. So first of all, I was 11 
guided by this decision because I found the perfect course in a Danish university. And second of 12 
all (...) I thought that Denmark would be a great opportunity for my future carrier and for my 13 
future in general. Before coming I had no idea of how Denmark and Copenhagen would look like 14 
(...) but it was fine.  15 
I2:What were your expectations of Denmark prior to your arrival? 16 
F: (...) I thought it was a super innovative country and (...) with a welfare system and very green-17 
oriented (...) and a place where people were (...) happy.  18 
I2:Did you do any research about Denmark before your arrival? 19 
F: To be honest not really. I don’t know why if I think about it now [laughter]. But (...) I suppose 20 
it was because I just decided to go as a student so I just researched a lot about the university and 21 
about things for (...) students, but not so much about the country itself.  22 

(I2: What about research of Danes?) 23 
F: No I haven’t. 24 

Theme 3 - Personal experiences and identity  

I1:What were you first impressions of Danes? 25 
F: [laughter] Okay, first impression (...) everyone is so beautiful. Everywhere (...) blond people. 26 
Of course my first impression (...) I remember it was very physical I would say, because I arrived 27 
and I went to the university the second day. So I was at CBS and I saw so many blond people all 28 
together and I thought everyone was very perfect to me. (...) then the first days I didn’t had the 29 
chance to talk to a lot of Danes even though we were in a super multicultural and multinational 30 
course (...) but I realized that they were together all the time and they were together in small 31 
groups and they would stick together (...) they wouldn’t really be open to talk to new and foreign 32 
students mainly. But of course we were with some other Danes who were super open and super 33 
friendly. (...) but yeah maybe first impression was beautiful but cold.  34 
I1: Do you in your everyday life do/buy things you would consider Danish? If yes, are those 35 
actions done purposely?  36 
F: Yes I did. 37 
I1:(Like what?) 38 
F: Like (...) stuff for my bedroom. So (...) interior design and small pieces from (...) typical shops 39 
like Søstrene Grene. And clothes. 40 

(I2: And did you do or buy these things on purpose? Or did you just find it appealing and 41 
good looking?)  42 
F: (...) I think it was kind of unconscious. Like (...) I was simulating the style and looking and the 43 
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girls’ way of dressing or (...) you know (...) different images of style and looking in stores. So I 44 
think it was kind of unconscious but on the other side to be honest (...) I like the style and the way 45 
of dressing and stuff like that. So basically I bought it because those were things I liked and and 46 
still like the Scandinavian style.  47 

I1: Which words would you associate with Denmark and Danish culture? 48 
F: (...) Cold (...) the weather and people and the Danish culture [laughter]. (...) as a country I 49 
would say very small and after a while you can really feel that you’re in a small place. (...) and 50 
white (...) both for the country and people [laughter]. And about Danish culture I would say (...) 51 
maybe a little bit exclusive (...) like they are not including people.  52 

I2: Would you consider living in Denmark for a longer period of time? 53 
F: I still can see myself going back to Denmark someday. I like the country and I had nice 54 
experiences (...) I can’t say that I had bad experiences. While I was there (...) to be honest (...) If I 55 
would have found a better job I would have stayed. Not forever but for some years (...) while I’m 56 
still young.  57 

(I2: Even though you found Danish to be cold?) 58 
F: Yeah (...) I mean that was of course the bad part. But anyways I had my friends (...) not many 59 
Danes (...) but I had friends and hobbies and it was my comfort zone to be honest. 60 
(I2:Did you have any bad experiences with Danes? Besides them only working together in 61 
groups. Were they rude to you?) 62 
F: No not that I remember.  63 

Theme 4 - Socio-cultural issues 

I1: Current branding strategies of Denmark are focusing on ‘Localhood for everyone’ - 64 
Have you felt included in the Danish culture and by Danes? 65 
F: No. I would say that I haven’t felt very included in the society (...) basically because it’s a very 66 
distant culture and a very different culture like (...) Danes are scheduling everything they have to 67 
do during the week and also meeting friends. And I’m a super spontaneous person so I would just 68 
ask whenever I wanted to go out or go for coffee. So I would say the main (...) barrier between the 69 
two cultures and maybe the reason why I perceived that I wasn’t included in the society (...) is 70 
because that you need to plan everything and for me it’s crazy, but for you its crazy that I just 71 
decided the last minute where I want to go and what I want to do. (...) and also I realized that 72 
Danes have their groups of friends, and they tend to be together and (...) like you can be friend 73 
with a Dane (...) but it is difficult to enter his or her group of friends.  74 
(I1: Do you feel like it was tough getting this invitation into this social network? Because 75 
maybe you belonged to ‘another social group’?) 76 
F: No. I never thought they would do it on purpose. I maybe thought that it just wasn’t that 77 
natural for Danes to include people to come to their places, invite them for dinner or just to (...) 78 
get to start a new friendship with someone from another country. But I can also understand 79 
because they know that you’re not from Denmark and probably you are just there for a short time. 80 
But still for me (...) it was weird because I’m not used to it.  81 

(I2:But then do you think that because they have this strategy ‘Localhood for everyone’ 82 
which is bascially about letting visitors see Copenhagen through the eyes of a local - do you 83 
feel that it is maybe a bit hard to implement this strategy? Because it’s basically telling 84 
Danes to integrate with visitors right away) 85 
F: I think it wouldn’t be difficult because they are tourists. So the people are there for a while 86 
therefore they don’t need to get (...) because we are talking about visitors right? I think the 87 
strategy is cool and it might go well. As I was saying (...) because they are tourists (...) in few 88 
days (...) it’s difficult to understand a culture. You can get to know a culture if you live there, if 89 
you know people, talk to them and travel around. (...) You know, if you look around all the time. 90 
But if you are a visitor you are open to hear what locals are telling you and (...) I think its a good 91 
strategy because there intend is to (...) make people feel that Denmark is a great country and to 92 
make them perceive Denmark as a local. That’s a good strategy.  93 
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I1:Besides practical issues, what challenges have you experienced while living in Denmark? 94 
F: What I mentioned earlier about Danes (...) like not letting foreigners into their social groups.  95 

I1:Do you feel your expectations of Denmark have been met (...) while living here? 96 
F: (...) to be honest I didn’t have so many expectations (...) like I expected it to be an innovative 97 
country and I found it supper innovative. I expected that everything would be clean, perfect and 98 
organized (...) and it was like that. So many of my stereotypical expectations I had (...) they were 99 
met. But I didn’t really have expectations of people.  100 

I1:(But were you surprised by Danes being the way we are?)  101 
F: Yeah I was. (...) of course it is something that you know (...) that you say that Scandinavians 102 
are cold but you know (...) it’s just a stereotype like saying that Italians eat pizza every day 103 
[laughter]. But of course I realized that it was true about Danes and it was affecting my personal 104 
life. Because I didn’t have so many Danish friends and I always felt bad for that. Of course I 105 
wanted to be with internationals but (....) I was in a foreign country and I wanted to be with locals, 106 
live like locals and travel with a local.  107 

I2: Would you recommend Denmark as a tourist destination or country to live in? 108 
F: (...) Yeah (...) both, but many more as a country to live in. But yes I would recommend it.  109 

I1:(Why would you recommend it more as a country to live in?) 110 
F: Because comparing to Italy there are more opportunity. Salaries are higher (...) there are higher 111 
standards of living. But still it is linked to the carrier. Because on the other side (...) it’s difficult 112 
to find a place to live (...) practical things. Italians are used to bigger rooms, toilets (...) not 113 
smaller things. If you want a place like that you have to be prepared to pay more for it.  114 

Theme 5 - Image of Denmark 

I1:How do you feel the advertisement portrays ‘living life the Danish way’ and Denmark? 115 
F: As it is. The everyday for Danes. When I watched the video with the old streets of Copenhagen 116 
and when they were having (...) dinner in the forest (...) I can recognize the Danish style (...) the 117 
Danish way of living. So to my eyes it looks like (...) real.  118 

I2:(what about the hygge thing? Did you experience that as well?) 119 
F: Yeah a lot (...) and you also see it in this video. First of all what he’s saying (...) that we create 120 
beautiful things and then there’s like product placement (...) like with the ambiance (...) that’s 121 
hygge. Also the dinner around the table, that looks hygge to me. And also the landscape (...) for 122 
me now Denmark is just connected to the word hygge. So whenever I see Copenhagen I think of 123 
that. 124 
I1:(You said that the you feel that the ad portrays life of Danes (...) 125 
F: Yeah like Danes live it. 126 

I1:Does the storytelling reflect your experiences of Denmark? 127 
F: Yes it does. 128 

I2:(What about work-life balance?) 129 
F: Yeah and like I was talking about it before (...) before here its crazy and in my mind I’m like in 130 
the Danish mood because I want to leave work at 4 or 4:30. But here I can’t because I have to 131 
work until 7. And when I’m back home it’s already night and I don’t have time for anything. 132 
When I was in Denmark I had more time and I felt more free (...) I could to go the gym and I had 133 
more time for myself. 134 
I1:Highlight 3 things you would consider as ‘Danish’ in the images? 135 
F: Can I say hygge? Definitely hygge. So coziness, beautiful Scandinavian interior design, 136 
relaxing time (...) kanelboller (...) simplicity. And (...) the Danish way to have dinner during 137 
summer. A little bit of coziness everywhere. 138 

I1:How do you feel the images portray Denmark? 139 
F: As a beautiful country where (...) people are relaxed because there are a lot of relaxation in the 140 
photos. And (...) there are the bikes, so also the Danish way of moving around, the Danish way of 141 
being together. I personally love the Scandinavian style but sometimes it’s a little bit empty. For 142 
example the picture with the guy just sitting on the chair (...) it’s a very empty image (...) very 143 
white of course and with just two plants and this guy all alone. It do present a lot of Danish style 144 
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at our age. It’s true that they go living alone when they’re super young which for me it’s super 145 
weird (...) like personally I prefer living with people because I need to be social and talk.  146 

I2:(So Danes are social with each other but also alone?) 147 
F: Yeah social with each other in when you schedule time for it (...) often I would say it seems 148 
like you prefer also being alone. 149 
I2: (So a lot of individual time…)  150 
F: Yeah exactly (...) individuality. 151 

I1:Do you see a significant difference in the images of Denmark as opposed to your personal 152 
experiences? 153 
F: To be honest no. To me the keyword to the images are hygge, individuality and inclusion of 154 
scheduled time and relaxation (...) it reflect a lot of what I experienced. I knew a week before 155 
hand when I had a dinner with friends or when I would go out. I also learned to spend a lot of 156 
time with myself which I’m still doing. 157 
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Interview G 

Theme 1 - Background 

I1: What is your occupation? 1 
G: I’m a master student, 2nd year at Copenhagen Business School 2 
I1: What is your Nationality? 3 
G: Nicaraguan 4 

 I1: How long have you be in Denmark approximately? 5 
G: I’ve been here for one year and six, seven months (…) for the masters. 6 

Theme 2 - Preconceived ideas of Denmark  

I2: Why did you choose to come to Denmark? 7 
G: For me it was a bit interesting (...) it was mainly based on personal experiences and personal 8 
connections. I have met (...) a few Scandinavians while I was doing my bachelor and that gave me 9 
an introduction to the region, and it definitely put it on the radar for me and (...) my own personal 10 
interests (...) it always included seeking to do my masters in Europe (...) that was my first teer. 11 
And (...) for some reason (...) all the people I’ve met and the things I’ve heard about Scandinavia 12 
(...) it was definitely on the radar for me. And I applied to schools (...) I applied to Sweden and 13 
here in Denmark and (...) after that application process and learning about these universities and 14 
opportunities here at CBS that was the main draw that attracted me to Denmark. CBS was always 15 
my top choice because of the program and my interests along with the very specific nature of the 16 
program and (...) it was because of CBS and the acceptance.  17 

I2: What were your expectations of Denmark prior to your arrival? (And also (...) you said 18 
you applied to Sweden and Denmark. Did you also apply to Norway?) 19 
G: I did not actually. I think (...) I don’t know why I didn’t apply to Norway. Maybe it was to do 20 
with the costs of living (...) that it was much higher than here as well. And Denmark is also high 21 
enough. And Sweden (...) I had a good friend in Sweden, so that was kind of like (...) cool to 22 
consider. Actually, one of the reasons why I didn’t apply to Norway was probably because I 23 
looked up the CEMS schools and the network (...) and that kind of let me into a search of it. I 24 
definitely had a lot of expectations of Denmark. While growing up you always hear about 25 
Denmark (...) Scandinavia. And (...) also for like the past (...) four or five years you guys were 26 
famous for being the happiest country in the world. That of course gained a lot of popularity 27 
internationally. That is also one of the main things that you hear about Denmark and of course 28 
that sparked my interest (...) studying development as well. I wanted to come and see and 29 
experience how it was to live in the quote on quote happiest country in the world and (...) to see 30 
how these societies function and hopefully learn from you guys a bit and learn to everything 31 
works. But my initial perception of Denmark was extremely positive. You always (...) it’s a safe 32 
country with highly educated people and (...)  33 
I2: Did you do any research about Denmark before your arrival? 34 
G: I did. I looked at the costs of living, budgeting (...). Culture-wise I think it’s all linked. I wasn’t 35 
(...) when you start researching about schools here you also start researching about scholarships 36 
and stuff (...) there’s always a section about understanding Danes [laughter] (...) like how to make 37 
friends with Danes and how to get along with locals and everything (...) so that was probably my 38 
first (...) introduction to Danish culture. Before that I can’t really say that I really knew what 39 
Danish culture was. But you slowly get introduced to it when you start researching about schools 40 
and and scholarships.  41 

Theme 3 - Personal experiences and identity 

I1: What were you first impressions of Danes? 42 
G: Overall (...) I had a really good impression of Danes from the beginning. You always read 43 
about how (...) like in the international newspapers you read about how to adapt to Denmark (...) 44 
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people usually say that Danes are very closed and very hard to get along with. But I’ve had very 45 
good experiences overall in the beginning. I experienced the total opposite (...) people were very 46 
welcoming and open (...) and they were generally friendly and trying to help you in whatever way 47 
they can. I think however (...) in our case as students at CBS in a very international environment 48 
(...) of course effect this. But right from the beginning I was able to make friends with my 49 
classmates and both international and Danes. I think that our program kind of promotes it a bit 50 
because we study about different cultures, languages and different countries so people in the 51 
program have an interest in learning about each other. So in that way I kind of got along with 52 
like-minded people and we hit if off right from the beginning. So at uni it was very easy to make 53 
a group of friends. 54 
I1: (What about outside uni? Do you hang out with the same people?) 55 
G: Yeah mostly. However (...) sometimes you feel that closeness with people from your 56 
workplace. But I think it’s different circumstances. You have grown-up people with families and 57 
responsibilities and kids and all that (...) and they can’t be like (...) heeey you’re the new guy 58 
[laughter] (...) a student and how’s your life going? I mean (...) you respect and understand that 59 
people have different responsibilities and stuff like that. But in some cases there are different 60 
working-environment cultural differences. For example it’s a much more quiet working-61 
environment (...) people are focused on their own projects (...) at the cantine it’s a quick lunch and 62 
then you’re out. That might come across as closed, but I don’t think it’s intentional.  63 

I1: (So maybe it’s more professional relationships?) 64 
G: No not only. I remember that right from the beginning I went to a conference at the Chinese 65 
center and I started talking to an older lady who was there (...) she was super nice and asked me 66 
about my contact info and said that she maybe could offer me an apartment to live in. She then 67 
texted me afterwards once or twice the following days to let me know that she was still looking 68 
for an apartment for me. And I don’t think that’s very common here in Denmark [laughter]. Also 69 
with the neighbors in my apartment building (...) we all try to know who each other are.  70 

I1: Do you in your everyday life do/buy things you would consider Danish? If yes, are those 71 
actions done purposely?  72 
G: I have candles [laughter]. That would never never never happen back home.  73 

I1: (So you bought that on purpose because you knew it was Danish?) 74 
G: I don’t know. I just started seeing it in different places and thought it looked nice [laughter]. 75 
And suddenly I saw myself buying candles and thought (...) okay [laughter]. And by now I light 76 
them up every other day. 77 
(I1: Do you participate in activities (...) community life?) 78 
G: Not frequently no. We have these events with the neighbors (...) like summer barbeques, 79 
julefrokost and I try to go to those. Also with the company (...) they had a marathon (...) things 80 
like that. I try to get involved as much as possible.  81 
(I2: Do you have a bike?) 82 
G: I do. That was a big change as well (...) a big cultural change. 83 

(I2: Did you buy the bike because you thought I would be easy to move around with or 84 
because you thought that you needed it?) 85 
G: Both. I was told the first day that I was here that I needed a buy. And it kind of made sense 86 
because it is the easiest way to move around. So that’s one other Danish thing I do [laughter]. 87 

I2: Which words would you associate with Denmark and Danish culture? 88 
G: I’m trying to stay away from ‘hygge’ [laughter] (...). 89 
(I1: But you can say hygge) 90 
G: But I think it’s become so commercialized and stuff. But still (...) ‘hygge’.  91 
(I2: But what is it to you? If you don’t think of the commercial definition? Is it something 92 
else to you?) 93 
G: It’s these situations where you are just in a very happy and relaxed mindset with no major 94 
interference from anything stressful or negative. You’re having a good time with friends and 95 
family. It can be something simple from a picnic outside to being on a boat or (...) simple things 96 
like that (...) being home chilling and being cozy. Thinking about the culture I think about the 97 
food as well. Like all the flæskesteg and a lot of pork and potatoes [laughter] 98 
(I1: Do you think it may Danes seem as very healthy [laughter]? ) 99 
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G: Good question. Those necessarily those aren’t very healthy. I don’t know if it’s a Copenhagen 100 
thing (...) but you have this (...) being super healthy mindset and vibe with all the fancy organic 101 
restaurants, and everything is super hip and trendy (...) and I think that is very strong over here 102 
and a very Danish thing. It’s funny because when you go around (...) I’ve had the chance to travel 103 
around Europe a bit, and you go into a café in Prague or Barcelona and you would see that there 104 
definitely is a Nordic influence, like the minimalistic style and Danish design elements (...) so 105 
that’s an important part of Danish culture (...) all the furniture designs 106 
I2: Would you consider living in Denmark for a longer period of time? 107 
G: Yes I would like to stay a little bit longer. And (...) it all depends on everything goes. But if I 108 
have the chance to stay for longer I would stay.  109 
(I1: What would convince you to stay?) 110 
G: I think overall (...) it’s a combination of things. Job opportunities over here, the easy 111 
connection to other countries, safety is another big one and the group of friends I have here is also 112 
a big draw. And (...) it’s a very manageable lifestyle you have here in Copenhagen. It’s very easy 113 
to move around, there’s no pollution (...) you don’t have to worry about things like that, like you 114 
would in any other big city. It’s an easy city to live in.  115 

Theme 4 - Socio-cultural issues  

I1: Current branding strategies of Denmark are focusing on ‘Localhood for everyone’ - 116 
Have you felt included in the Danish culture and by Danes? 117 
G: (...) yeah I have in several occasions. Mostly because of the friends I’ve made here in school. 118 
Because one of my friends, Anders as an example (...) he has invited me to his childhood home at 119 
Bornholm to meet his family and to learn about the family business and Danish culture. And 120 
meeting in Copenhagen with his brother and his friends who are all Danes, so you really feel that 121 
you are a part of (...) you are hanging out with locals so you feel like a local. Having these dinners 122 
and just hanging out and seeing Copenhagen through his eyes as well. Sometimes at my old 123 
working place I felt like it was too quiet at the working environment and (...) it can be a little 124 
closed (...) you’re the outsider. Also I think language has to do with that as well. I have the belief 125 
that if you live here you should make an effort and try to learn the language and incorporate 126 
yourself and pick up on different words, so it should be a gradual process. So with time you 127 
would be feeling more incorporated.  128 

(I1: How do you see the language barrier at the workplace?)  129 
G: Is mostly in casual conversations. Of course everyone here has great English skills. There’s no 130 
barrier per say (...) if you would be needing something everyone would answer and help you out 131 
but it goes up to a certain point. Once you try to have a casual conversation or try to be in a 132 
relaxed environment, the language switches to Danish, and I feel that makes it a bit more difficult 133 
to be at the same level.  134 
(I1: So like getting into the social network?) 135 
G: Yeah like the next level of (...) beyond the initial small chat (...) having a real conversation (...) 136 
that mostly happens in Danish.  137 
I1: Besides practical issues, what challenges have you experienced while living in Denmark? 138 
G: Things like getting along with my Danish roommate in the beginning was pretty challenging. 139 
You live with somebody and try to be open and chill about stuff (...) but it took her a long time to 140 
get to that level. And by discussing this with friends (...) they all pointed towards the Danish 141 
culture of being a bit reserved and then trying to get comfortable and then opening up a bit. Now 142 
it’s all good and we get along really well. But I’ve been there for a year and half and it took a 143 
while to get things going.  144 
(I2: So do you think that this process might have been different and quicker if it was a 145 
situation with for example a Spaniard, Italian or South American?) 146 
G: I think so. Probably. The darkness is also something I have to get use to [laughter]. I think it's 147 
manageable. It’s not like you get these crazy winters in Northeast US.  148 

(I2: I also think it’s linked to the Danish culture and hygge because (...) to a lot of people it 149 
means that we get snuggling inside when it’s cold outside)  150 
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(I1: Yeah like the weather might be bad but we can do a lot of hyggelige things inside).  151 
G: Exactly. I think that ties along with Danish mentality (...) there’s always something good to do.  152 

I1: Do you feel your expectations of Denmark have been met? 153 
G: Yes I think so. There definitely was an adjustment period (...) I would guess it took me three 154 
months to finally feel comfortable because of a combination of the housing search and just the 155 
switch (...) mostly the housing situation (...) everything is just tied together. If you don’t have an 156 
apartment and a CPR you can’t function as a resident [laughter]. Also I got pick-pocketed the first 157 
day I was here, and that kind of ruined the perfect image I had of Denmark being a safe country 158 
[laughter]. 159 

I2: Would you recommend Denmark as a tourist destination or country to live in? 160 
G: For visiting, definitely. I would totally recommend it. For living I think you have to understand 161 
and do your research about what to expect before you move here. Maybe (...) like my initial 162 
expectations were like a big European capital and things like that, and I would say that 163 
Copenhagen is relatively small for a capital city. This is based on my personal experience and 164 
perception (...) despite that I think that Copenhagen is very international and there are a lot of 165 
things going on. It’s a beautiful city (...) just walking around the parks and the lakes and see the 166 
buildings and stuff. Those make it worth visiting for. For living as well I would recommend it, 167 
you just really need to try and understand how it works over here because it is different from 168 
many other places.  169 

Theme 5 - Image of Denmark  

I2: How do you feel the advertisement portrays ‘living life the Danish way’ and Denmark? 170 
G: I think that the fairy tale version of things. In that sense, it’s there (...) the hygge, the designs, 171 
the work-life balance (...) everything is there and it does exist, and the ad portrays it in a very 172 
beautiful way. I would agree (...) everything that he says is true.  173 
I2: Does the storytelling reflect your experiences of Denmark? 174 
G: (...) I guess the work-life balance I sort see with my colleagues with the ones that have families 175 
and stuff, and I find it very interesting that its common here to speak about their kids and say like 176 
‘I have to go to a school-event and see them in Santa Lucia’ and therefore I have to leave at 3:30’ 177 
(...) which seems very acceptable. So I guess that I see that through them. I don’t experience it 178 
myself as I’m still a student, but I can definitely tell it’s there. The ad is a very romanticized 179 
version of it.  180 
(I2: What about the hygge part?) 181 
G: It’s very much durable. If you have friends and stuff (...) as they say it’s the simple pleasures 182 
and you can do them with friends and just hang out with them. But yeah, that’s a romanticized 183 
version (...) Copenhagen is a city where you have a life there with pros and cons like any other 184 
city and it's not all one hundred percent picture perfect all the time. You have your life going on 185 
and expectations and responsibilities. You can’t just ride your bike around the city all day and sail 186 
through the canals on boats [laughter]. 187 

I1: Highlight 3 things you would consider as ‘Danish’ in the images? 188 
G: The fur on the chair in the first image is very Nordic I would say. The furniture designs, the 189 
lamps, the lightning, clean minimalistic look and clean surfaces (...) for example the cloth on the 190 
sofa. The soft touch (...) blankets. And then the colors of the buildings (...) that’s very Danish and 191 
then (...) picnic tables (...) very Danish [laughter]. Candles (...) and his simple way of dressing (...) 192 
white t-shirt and black pants. 193 
I2: (Do you think that’s a typical way of dressing here?) 194 
G: Yeah it’s very (...) Danish. I completely changed my wardrobe when I moved here. It’s all 195 
black jeans and white t-shirts [laughter]. I went back home in January and it was so crazy to see 196 
people wearing very colorful clothes [laughter]. I wore more colorful clothes back home, but I 197 
like the simple way of dressing here (...) simple and minimalistic, so that’s why I changed it.  198 
I2: How do you feel the images portray Denmark? 199 
G: Objectively speaking I don’t think they portray Denmark. I would more say that they portray 200 
Scandinavia. Before coming here and showing me these pictures as a foreigner (...) I would only 201 
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be able to pinpoint Northern Europe. They don’t necessarily scream Denmark. And now if you 202 
were to tell me that these are Swedish or Norwegian or Dutch (...) I could be like ‘oh’ and I would 203 
believe you.  204 
I1: Do you see a significant difference in the images of Denmark as opposed to your 205 
personal experiences? 206 
G: Yeah I wish my room was that nice (...) with more candles [laughter]. But the biking culture, 207 
the picnics and the simple living (...) I see that. Something I learned over here is that you start to 208 
appreciate the simpler things in life and the simpler pleasures (...) and being in good company and 209 
in a relaxed environment (...) and I would say that is influenced by Denmark. One thing I like 210 
about Denmark is that it is very (...) in terms of consumerism (...) it's not a consumerist society. 211 
Coming from Nicaragua we are very influenced by the US (...) the US is just insane, and we get 212 
that a bit (...) you have to have the newest cell-phone, the newest computer and the biggest TV, 213 
and I don’t find that here, and that’s refreshing. It’s nice (...) I haven’t thought about upgrading 214 
my phone since I moved here and it’s just great to see that people don’t necessarily find pleasure 215 
in those things (...) they’d rather put emphasis on experiences, their friends and things like that. 216 
Maybe if you’re a very ‘show-off person’ you would feel the culture clash when you move here 217 
and it’s just a part of the adjustments you have to make (...) and if you’re a bit like that you might 218 
find it a bit more difficult to ‘fit in’.  219 
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Interview K 

Theme 1 - Background 

I1: What is your occupation? 1 
K: I’m a graduate at Nordea in the people and culture communications team.  2 
What is your Nationality? 3 
K: I am American.  4 

I1: How long have you be in Denmark approximately? 5 
K: I have been here for four years, but not consecutively. So I moved here for an exchange 6 
semester, moved back for a year to finish a bachelor (...) and then I came back to Denmark for 13 7 
months to work, and then I left again and moved back to the US for four months in June 2015, 8 
and now I’m here.  9 

Theme 2 - Preconceived ideas of Denmark  

I1: Why did you choose to come to Denmark? 10 
K: There were a few different reasons. Since I was here for the school I was looking at programs, 11 
mainly. Also my parents were paying my tuition so they had some strict requirements for me as 12 
well. So basically they said ‘Whichever program you choose you have to get school credits for it’. 13 
The other reason why I wanted to come here was kind of a lazy one (...) I didn’t want to take any 14 
more French class [laughter]. If you did this program you didn’t had to have any prior Danish 15 
knowledge, but while you were here my school said that you had to take a one-on-one Danish 16 
language class. Last thing (...) were just word of mouth. I knew a lot of people who have been and 17 
said that they loved it and said it was pretty fun. Also at the time I was studying positive 18 
psychology and that was one of the years where Denmark won the prize as the happiest country in 19 
the world, and I thought that was kind of funny and I wanted to find out why [laughter] 20 

(I1: What did your peers say about Denmark (...) those who were also here?) 21 
K: Because it was colleague students it was not so much about academic life but more about 22 
parties. People said that Danes are super chill, its super fun, great parties and such a good 23 
atmosphere. So (...) that was part of it.  24 
I1: What were your expectations of Denmark prior to your arrival? 25 
K: The school was kind of good at giving you guides about what it was about. DIS, who 26 
organized everything (...) actually came to New Orleans and talked about the program and 27 
Denmark (...) they talked a lot about the café culture and how people take a lot more time to have 28 
this work-life balance and stuff like that. They talked about different sports Danes are into and 29 
(...) just trying to ‘sell’ you on it [laughter]. So like these are all the great things you can do.  30 

I1: Did you do any research about Denmark before your arrival? 31 
(I1: It sounds like you did a fair amount of research?)  32 
K: Yeah I would say so. Once I decided that I wanted to do this program I (...) did the usual 33 
Googleling to find out more about Denmark [laughter]. Because honestly I think that some 34 
Americans don’t even know that Denmark is a country and what it is about. But I knew some 35 
small things before that (...) like it’s a small Scandinavian (...) and probably a peaceful place 36 
[laughter].  37 

Theme 3 - Personal experiences and personal identity  

I1: What were you first impressions of Danes? 38 
K: My very first impression was that a lot of people had British accents [laughter], but I don’t 39 
think that anymore. I also thought that people were a bit serious which I found weird because I 40 
don’t have that perception anymore [laughter]. But yeah (...) I thought that people were stoc 41 
around here (...) very down to business and serious, and part of it was because we had these big 42 
speeches from the head of the place and there were like (...) very nice and formal tones.  43 
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(I1: What about when you would interact with Danes during the exchange?) 44 
K: Because I went out quite a bit I think I got to know a side that I now see (...) which is hard to 45 
get to know but relaxed. So still this kind of ‘stand-off-ish vibe’ but once when you’re in a bar 46 
setting people are a bit more relaxed and open and super fun. People also like to debate stuff (...) 47 
not in a mean way. In the US people like to debate a lot about politics in bars and people upset 48 
each other and are very harsh. Here you have passionate discussions about stuff but then 49 
afterwards it’s very chill and people are friends again.  50 

(I1: Why did you decide to come back here after your exchange?) 51 
K: There were a few reasons. Mainly it was because I really loved it here. I felt like I met so 52 
many great people and (...) I just wanted to see more. A big reason at the time was that I also had 53 
a Danish boyfriend [laughter]. I was only here for a few months and when I had to leave I was so 54 
sad about leaving and I regret that I didn’t choose a one-year program instead.  55 

(I1: What specifically did you really like about Danish culture at that time?) 56 
K: I just really liked the way of life if that makes sense. Just compared to the US, people in 57 
Denmark are more equal and care about equality. There is less pressure to be on top of your game 58 
I would say (...) people are definitely ambitious about their careers and studies, but not at the 59 
expense of their health [laughter] (...) mental, physical whatever. So I really liked that.  60 
(I1: When you moved back here for work, how did you feel that it was different?) 61 
K: It was definitely different in that I felt more like I was truly living here. The second time I was 62 
here I felt a lot more that I was actually living in Denmark, and not just going to class, staying at a 63 
dorm and party every day [laughter]. Now I pay my own rent, I get a salary, I hang out with my 64 
friends and I just feel more grounded.  65 
(I1: And was it Danish friends?) 66 
K: Yeah also that, and Americans. So I had a good circle of both American and Danish friends.  67 

I1: Do you in your everyday life do/buy things you would consider Danish? If yes, are those 68 
actions done purposely?  69 
K: Yes [laughter]. And I say mainly because when I go home people are like ‘wooow you’re 70 
different now’. It’s a weird thing when you’re an expat because when you’re home you’re not 71 
quite home and when you’re at the place you feel home but you’re not quite (...) people always 72 
say ‘You’re not Danish enough’ [laughter]. So you are in a kind of grey area. In terms of things I 73 
do and buy (...) I would say things like buns and cheese. I never use to eat that, which sounds very 74 
boring [laughter]. People eat toast and stuff but you don’t go out and buy a bun and put cheese on 75 
(...) my parents thought that was weird [laughter]. I feel there are so many (...)  76 
(I1: Do you bike?) 77 
K: Yeah I bike. I bike in the rain, I bike in the snow (...) that’s pretty weird [laughter] 78 
(I1: Do you like candles?) 79 
K: I like candles very much. I wear a lot of black and neutrals as well. When I moved here I had 80 
way more bright pinks and things like that in my wardrobe (...) and when I go home to the US 81 
people say ‘Who’s funeral did you go to?’ [laughter]. In the US people either dress really terribly 82 
or really good [laughter]. Here I barely wear any makeup unless I’m going out or if there’s a big 83 
event. I dress up but in a casual way. So when I go to other countries I forget to bring club clothes 84 
because I’m like ‘What is that?’, and I go to bodegas [laughter] (...) which is pretty Danish and I 85 
enjoy that.  86 

(I1:So when you started to do these things and buy things, did you do it because you thought 87 
it was very Danish, I should try to do some of these things or?) 88 
K: I think that’s actually one of the reasons why it’s hard for me to actually name this stuff 89 
because it (...) slipped in and I didn’t mean to. 90 
(I1: And maybe also because you had a Danish boyfriend?)  91 
K: Yeah and that makes you to see traditions and stuff easier. For example I did a lot of family 92 
birthday parties and things like having an Easter frokost, and I did do a Danish Christmas as well. 93 
So I know a lot of these traditions and the things you eat and things you eat (...) like ‘that’s not the 94 
way to do the smørrbrød’ [laughter]. So I don’t even think about it anymore. Sometimes when I 95 
talk to some of my Danish friends they say that I’m even more Danish than them [laughter].  96 
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I1: Which words would you associate with Denmark and Danish culture? 97 
K: I was gonna say that I really don’t wanna say hygge [laughter], that makes me wanna die 98 
because its so mainstream now [laughter]. But do you want English words?  99 
(I1: Yeah just English words) 100 
K: I would say (...) can I choose the onion metaphor? I think that’s so accurate. Danes are like 101 
onions (...) you kind of have to peel some layers to (...) then you kind of have the core of them. 102 
The one with the glass ketchup bottle one is also good (...) actually better. It’s really hard to get 103 
out, and once you do it it’s everywhere (...) that’s literally Danes. It’s hard to get to know them 104 
but once you do they will never leave you. Just about Denmark in general I think of (...) it’s hard 105 
because I see it from such a Copenhagen perspective even though I have been to Jutland. But I 106 
think it’s clean, and friendly in the sense of it’s really easy to get around and if you bug people 107 
they will help you out. I would say it’s (...) beer [laughter] (...) drinking culture which I think is a 108 
huge part of it actually (...) the sad thing is some can’t control it and they have no social life, so it 109 
can also go wrong. I would have to say homogenous as well (...) I love it so much, but there are so 110 
many issues with that and with xenophobia and such (...) not directed towards me because I’m a 111 
nice white lady (...) big air quotes [laughter] (...) but I definitely see it with other people. I would 112 
also say that it’s very easy to live here (...) you pay your taxes, you have your healthcare sorted 113 
(...) you don’t have to worry about things like you do in the US. So I would use the word security. 114 
I1: Would you consider living in Denmark for a longer period of time? 115 
K: Yeah I definitely would. I always kind of freeze up when people ask me if I’m gonna stay 116 
forever (...) and I’m like no, can anyone say that about any place? [laughter]. I don’t wanna say 117 
that but I’m definitely happy and now that I’m working I can see it more (...) so when you’re 118 
studying you always feel a bit more like (...) anything can happen and you’ll move somewhere 119 
else and I don’t rule that out. I’m not saying that I won’t go back to the US, but especially 120 
considering the political climate (...) that was never motivation for me to leave, but now it’s a real 121 
motivation for staying here because I just don’t think I can live there right now. It’s just scary (...) 122 
with the school shootings and stuff. I don’t have to worry about things like that here. If I would 123 
ever have kids one day (...) it would be hard on the personal level with family far away and stuff 124 
like that (...) but in terms of security, maternity leave and stuff like that (...) it would be better 125 
here.  126 

Theme 4 - Socio-cultural issues  

I1: Current branding strategies of Denmark are focusing on ‘Localhood for everyone’ - 127 
Have you felt included in the Danish culture and by Danes? 128 
K: I would say definitely. But I kind of touched upon it before (...) I hate to say it but I think it 129 
does has a lot to do with the fact that I’m American (...) that I’m like from a good country (...) big 130 
air quotes again [laughter]. I come from an educated background and I sort of look apart (...) I’ve 131 
experienced a lot of people telling me that and that I’m practically Danish, and then I’m like why 132 
do you say that and then they’re like ‘look at you’ (...) and then I think that it’s a dangerous 133 
mentally because I’ve met plenty of Danes who are more Danish than me but they happen to be 134 
first or second generation immigrants, so they’re not even given the same benefits of doubt, 135 
which is so mean. That’s one of the big things I always feel sad about in Denmark.  136 

(I1: In the beginning when you met the first Danes and they had to get to know you, did you 137 
feel that it was hard to get through the first layer?) 138 
K: It definitely is. But I think that if you are kind of (...) people thought I was interesting because 139 
I was different, so they would be like ‘oh you’re American, so I’m intrigued now, tell me about 140 
that’ (...) sometimes that an easy in. From my first orientation days on my master's program I 141 
remember the first break was about to start, and I saw everyone clump together and I was like 142 
‘uuugh God they all know each other, that’s great’. So I kind of had a choice there (...) I could 143 
either go with the rest of the non-Dane group who kind of all clumped or I could go and make an 144 
attempt to meet some Danes [laughter]. Because I had the background knowledge and I’d been 145 
here and helped students (...) I kind of made that choice because I knew Frederikke from summer 146 
school, not very well but I just decided to walk up to her and her group of friends and just be like 147 
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‘Hi!’ and introduced myself. It was kind of awkward for like a few minutes and then it was fine 148 
(...) the said that that was so cool and what are you doing here in Denmark (...) I actually always 149 
love these kind of questions [laughter]. And today I’m really good friends with some of those 150 
girls, so it worked. But I think that if you are not that outgoing or if you don’t know that Danes 151 
can be kind of stand-of ish but it’s not because they are mean (...) it’s just because people grow up 152 
together and they have their group of friends. People are not necessarily looking for new friends 153 
(...) it’s not a mean thing but it can be hard for people who are not used to that.  154 

(I1: Have you had any bad experiences?) 155 
K: I actually can think of one. It was at Nordea before I ever knew that I would gonna work there 156 
[laughter]. It’s the only time I ever felt truly xenophobia towards me. I had a visa electron card 157 
and I had a contract with Nordea and was all checked up. I heard after 6 or 7 months that you 158 
could go in a get a Dankort, and I just wanted it because none of the stores around my apartment 159 
would take my card and I thought it was so annoying. So I went to a Nordea branch and casually 160 
asked how I could get a Dankort, and then the guy just looked at me and said ‘Pfff (...) we don’t 161 
get those to people like you’. And then I was like (...) what and was so thrown off, I’ve never 162 
heard something like this. I asked what it meant by people like me and he said that foreigners 163 
always run off and they can’t keep track off them. I just didn’t know what to say. But then I never 164 
tried it again and didn’t get one until later (...) like through the Nordea employee bank. I’ve heard 165 
that if you should get a Dankort you have to bring along your Danish spouse or bring in a lot of 166 
documentation.  167 
I1: Besides practical issues, what challenges have you experienced while living in Denmark? 168 
K: I would say getting a student job. And I think a big part of that is due to that networks are so 169 
important here, and people kind of have their network already. You have to have a network here 170 
for a lot of reasons (...) for getting a job, references and getting an apartment [laughter].  171 

(I1: Do you that employers might have discriminated on language when you applied for 172 
jobs?) 173 
K: ‘I don’t know. Because all the companies I applied for were English-language companies and I 174 
think that’s how I got my job in the end (...) because I’m a native speaker.  175 
I1: Do you feel your expectations of Denmark have been met? 176 
K: I would say no, but in a good way. I went here with a very open mind. I knew it was going to 177 
be fun. I didn’t expect to stay here, thats for sure (...) I expected to come here for four months and 178 
to have loads of fun, have some good stories and experiences to tell my friends [laughter], and 179 
then never come back. But that did not work out [laughter].  180 
I1: Would you recommend Denmark as a tourist destination or country to live in? 181 
(I1: We can start with the tourist destination) 182 
K: As a tourist destination (...) for sure. My parents came here and they absolutely love it. Of 183 
course they had a more personal connection because I could show them around and where I lived 184 
and stuff. But also they things they said (...) it’s super easy to get around (...) I mean, English (...) 185 
I told them not to ask anyone if they speak English because they do (...) it’s like offensive to ask 186 
[laughter]. So it’s really easy and my mum were like ‘I could move here’ [laughter]. So it’s very 187 
accessible with the language. I think as well they were shocked at how many things there are to 188 
do. They did come in the summer in a week that happened to be good [laughter]. I think people 189 
would be a bit disappointed if they came during all the rain that we had last summer. That’s a 190 
problem which we can’t control [laughter]. But there are still plenty of fun things to do. They 191 
were very surprised because I told them that you easily can spend a week in Copenhagen alone. I 192 
mean going to Louisiana and stuff like that as well. And they were like ‘nooo there are surely not 193 
that much to do’ and then they were like ‘Wow we want to stay to do that, that and that’. And the 194 
food scene is really picking up as well. I came in 2012 and it has exploded since then. It’s a great 195 
place (...) people should definitely come.  196 
(I1: And what about to live in?)  197 
K: I would but I think you have to be in the right mindset. You have to be a certain kind of person 198 
to want to live here.  199 
(IP1: In what way?) 200 
K: I would say (...) first of all what I talked about with having the confidence as to be awkward 201 
and force yourself into situations (...) and also sort of tone down certain things (...) I don’t like the 202 
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word assimilate because to me that means to get rid of who you are. But at least trying to 203 
understand where people are coming from. I know some people just refuse to do that (...) some 204 
people are just very shy and they won’t meet anyone. There’s a great expat community here. I 205 
think you have to be okay with being a bit awkward if you wanna make local friends. And I think 206 
you have to be someone who (...) is okay with the fact that this is a society where (...) the whole 207 
thing about Janteloven, or you don’t wanna be the loudest and most flashy person in the room, 208 
people will not necessarily applaud you for that, so you have to be careful with that sometimes. I 209 
would also say that if you’re someone who are very conservative in your view, you are not gonna 210 
have a good time here [laughter] because people are very liberal here. I’m even more liberal now 211 
than when I got here. You’re never gonna find anyone to argue about that abortion is so bad (...) 212 
people would just say leave me alone [laughter]. So if you’re that kind of person you’re not gonna 213 
choose to come here anyway. That wouldn’t work out. And obviously the high taxes would be a 214 
deter to some people (...) you will probably not be a millionaire here and you have to be okay 215 
with that.  216 

Theme 5 - Image of Denmark 

I1: How do you feel the advertisement portrays ‘living life the Danish way’ and Denmark? 217 
K: I think beer accurate (...) bikes accurate (...) obviously they picked the nicest most colorful 218 
places in sunny weather so there is that but of course you are going to do that if it is kind of like 219 
an ad for something. It has a bit of tongue in cheek vibe I think, I don’t think it is saying like ‘this 220 
is the way it is’ like it has a playful vibe about it (…) so it feels self-aware to me. It is not like 221 
when I see all the stuff about hygge and it is so (...) hollow (...) and in-authentic and I think like 222 
‘really’ 223 

(I2:What do you think about the bit about hygge?) 224 
K: and because they are like ‘is is because of this’ it seems a bit tongue in cheek they are not 225 
saying like ‘we are happy because of hygge(...)’ it is like oversimplifying (...) and I think that is 226 
very Danish (...) like ‘probably the best beer in the world’ like that is so Danish to say it is not 227 
like ‘this is the best beer in the world’ like other beers might advertise (...) it is weird people are 228 
very proud of Denmark and very proud like if Denmark is recognized internationally so there is 229 
like a secret like confidence of Denmark is the best but like you can’t go around saying that it is 230 
like you have to be like ‘no no we are fine we are humble (...) it is not a big deal’ so it is kind of 231 
that Jantelov (...) thing (...) 232 

I1: Does the storytelling reflect your experiences of Denmark? 233 
K: It would be a funny thing to like show a friend and be like ‘yeah I have been to that place’ or I 234 
do ride my bike on cobblestones like that would be kind of funny 235 

(I1: What about the people that leave the office when it hits 16 o’clock?)  236 
K:That is actually true. I don’t do that but I think a lot of people do (...) that actually. People stick 237 
to those schedules. I have seen it less actually where I work now I feel like people get there early 238 
and leave super late (...) But I mean if you have like a sick kid or gotta go drop them off pick, 239 
them up from school like nobody is going to question that like ever (...) there is a lot more 240 
flexibility in your work life. 241 
I1: Highlight 3 things you would consider as ‘Danish’ in the images? 242 
K: Oh definitely the design going on here. This apartment it is actually a bit colorful compared to 243 
some apartments but it has got you know the white walls, it has got you know the open space it is 244 
very minimal (...) I feel like this is way too instagram but it is reflecting something people do but 245 
I have never seen one of those (red:brændeovn) and she looks way too (...) posing 246 
(I1: do you think it is hygge?) 247 
I think it is portraying that but in a super instagrammy way (...) I have definitely done this dinner 248 
(...) and those have been some of my favorite summer nights ever like just sitting, long table you 249 
know you sit outside and then basically eat and drink all day (...) and just have fund and just laugh 250 
and I have done that so I would say that is accurate (...) Does that happen like everyday? No but 251 
that is definitely (...) in the summer it happens a lot. (...) This one where it is like Nyhavn (...) I 252 
think that is obviously always gonna be so iconically Copenhagen but I still do find it charming 253 



 172 

like it is not a place I try to go but (...) when I would go to Papirøen I would take the new bridge 254 
across so you obviously cut through and I always am happy to see it (...) ti is really nice and 255 
pretty and all that. These look like attractive tall men so (...) that is pretty accurate. What else. It 256 
looks like it is super dark in there so that is pretty accurate (...)  257 

I1: What do you feel about the atmosphere that is is the pictures? 258 
K: I feel like this guy down here with all the super white walls you know white flower pots (...) 259 
all the plants, very minimalist. I think that is a vibe that you find in a lot of apartments around so I 260 
think that is accurate. This one is a bit more flashy with this accent wall I don’t really see places 261 
that look like this so much. (...) 262 

I1: How do you feel the images portray Denmark? 263 
K: Well I think a lot of social media it shows like a really beautiful stylized version of reality so I 264 
wouldn’t say that any of them are like wrong. (...) It seems like nobody does any work which is 265 
not true. It also seems like yeah I guess that there are like no issues and that is also something I 266 
find problematic sometimes when not just Denmark but like Sweden and this part of the world is 267 
like portrayed as like a utopia and there is no problems, everyone is happy and nobody is stressed 268 
out you know. I think it definitely tends to be more (...) like that but (...) it is definitely not like 269 
that for everybody (...) and I mean I always just think it is funny to when you see (...) I mean that 270 
one is a bit more wintery but it (...) makes sense because summer is amazing in Denmark but you 271 
never see so much the side of like dark sad actually february time (...) where like Christmas is 272 
over and there is no more parties and you have no more money cause you spent it all (...) it is just 273 
a bit more sad vibe sometimes (I1: So that is never portrayed) No I don’t usually see that. 274 

I1: Do you see a significant difference in the images of Denmark as opposed to your 275 
personal experiences? Would you like curl up, eating cinnamon buns and reading a book? 276 
K: In my like ideal world but no I don’t do that ever but I honestly feel like because these (...) 277 
three at least seem more like summery (...) and those ones seem a bit more wintery. For me like 278 
winter is (...) I love it actually, I like it but it is not like my primetime (...) where I am doing stuff 279 
but I feel like these three I would do in the summer (...) I would stroll around, I would make my 280 
apartment look nice and let the sun in you know, I would sit with all my friends and just like eat a 281 
lot and have a good time, drink a lot. (...)  282 
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Interview L 

Theme 1 – Background 

I1: What is your Nationality? 1 
L: I’m American. 2 

I1: Where in Denmark did you go? 3 
L: I went to Copenhagen. 4 
I1: How long were you in Denmark approximately? 5 
L: Three days. 6 

Theme 2 – Preconceived ideas of Denmark 

I2: Why did you choose to come to Denmark? 7 
L: I came to Denmark to visit my friend Emilie. 8 
I2: What were your expectations of Denmark prior to your arrival? 9 
L: I thought it was going to be extremely cold but it was only cold. And then (…) what else (…) 10 
you know, I felt like it was going to be super historic everywhere, but it was actually much more 11 
modern than I had realized. 12 
I1: Did you do any research about Denmark before your arrival? 13 
L: Yes. So a few days before I got there I started to researching the museums, the art scene and all 14 
the must-do, must-see and must-eat. 15 

Theme 3 – Personal experiences 

I2: What were you first impressions of Danes and Danish culture? 16 
L: I have to be honest (…) I didn’t know so much about it because I never really have thought 17 
about Scandinavia. So then I feel that the first impression was you (…) so it was a very one-sided 18 
view of what it meant to be Danish or Scandinavian in general (…) because I didn’t know 19 
anything about it before. And I didn’t had any interest in knowing about it until I met you on 20 
exchange and the other guys [laughter]. And then I was like oh my God I have to go to these 21 
places because it sounds absolutely amazing (…) which they were. 22 
(I1: What did we say that made it sound amazing?) 23 
L: Because it was like ‘here’s our culture, here’s our history (…)’ here’s all these amazing (…) 24 
for example your Viking history or the amazing art that you have. And the art scene was 25 
something I travelled for (…) so being able to understand these things when people told me ‘go to 26 
this place in Copenhagen and eat these specific things and you have to have it’. So it was 27 
awesome to have that confirmed. And I went (…) and it was exactly as I imagined it (…) but a 28 
little more modern. I feel like I heard from you that it was these old stories (…) so I thought I was 29 
going to this super old town (…) like how I imagined Munich to be as well, which also turned out 30 
to be super modern (…) that’s just how Americans are I guess [laughter]. 31 
(I1: So you thought it would be small fairy tale-like?) 32 
L: Yeah I really did. I mean it was still more magical than anything that’ve ever existed in 33 
America (…) because America sucks [laughter]. But I mean (…) definitely super modern and I 34 
loved the subway system there. 35 

(I2: Did you meet any Danes besides Emilie? Like on the streets? Did you get an impression 36 
of how Danes were by seeing them in their natural habitat? Their attitudes towards 37 
foreigners?) 38 
L: That’s a good question. I didn’t have any bad experiences. Even when I tried to order my own 39 
æbleskiver in Danish they were very nice to me [laughter]. So you know how French people have 40 
that stereotype of being very rude to tourists? I don’t think that I ever experienced that. If you’re 41 
nice to someone they are gonna be nice to you as well. Danish people (...) I don’t feel like I was 42 
being seen as a tourist. They were more like ‘Hi welcome to our country’ and very helpful. At the 43 
museum they came up to me and asked if they should help me with something because I looked 44 
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very lost [laughter] and asked if I needed a map. And it was like taking initiative to come up to 45 
me that was really nice, as opposed to me having to stand around for ten minutes and be like great 46 
I think I can go and ask somebody for help. 47 
I2: How would you describe with Denmark and Danish culture? 48 
L: Still cold [laughter]. I think it’s very colorful (…) and unique is a very gross word so I’m not 49 
gonna say that [laughter]. It’s like a world onto itself if you know what I mean (…) it’s like a very 50 
not perfect society, but a very happy society. It’s a society that is colored by people who might 51 
live in these quite colorful houses and have a very upper-class life and style which I assume is 52 
very expensive (...) vs people who live in Christania. To know that you have that economy (...) 53 
you read about Denmark in the news about Denmark being the happiest country on earth and stuff 54 
like that. And to actually see that (…) it’s not that everyone is like ‘oh I’m so happy all the time’ 55 
(…) it’s just seeing Denmark have that kind of environment is very welcoming. To me it’s 56 
colorful and welcoming and (…) indicative of what a happy society looks like. 57 
I2: What did you do during your stay? 58 
L: We cooked (…) we went to museums, I went to the castle (…) we went to the Nutcracker in 59 
Tivoli, the bars in the meatpacking area. 60 

(I1: That were the things that stood out to you (…) the museums and the architecture?) 61 
L: Yeah for me it was definitely the castle (…) I had a great time there. The art museum I loved 62 
(...) and just walking around (…) all the streets were really cute and I just really enjoyed sitting at 63 
cafes with you and just (…) trying to look like the Danes as I am [laughte9r. 64 
I2: Would you consider coming back to Denmark? 65 
L: Yeah absolutely are you kidding me. If Copenhagen is the touristy destination of Denmark 66 
then I wanna see the less touristy places, because I’m not really a big fan of (…) just like touristy 67 
areas in general. I wanna to go Jylland [laughter]. 68 

Theme 4 – Sociocultural issues 

I1: Current branding strategies of Denmark are focusing on ‘Localhood for everyone’ - Did 69 
you interact with locals and how? 70 
L: I don’t think I did honestly. I had five hours and I was just walking around and kept to myself. 71 
If anybody it was the guys whom I bought my admission tickets from. I really don’t think I talked 72 
with anybody.  73 
(I1: What do you think of the concept of interacting with locals? I mean if I made you feel 74 
like a local by sitting at a local café and chilling (…))  75 
L: It was not that I was afraid of talking to others (…) I just don’t think the conversation topics 76 
came up (…) like saying ‘Hey what’s up do you love art?’ [laughter]. I didn’t feel like I was out 77 
of place or anything. Like I said before (…) Copenhagen is not known to be an international city 78 
like Singapore is. It’s definitely a city where you (...) you are not made to feel excluded as a 79 
tourist’. 80 
I1: How could Denmark improve in regards to visitors? 81 
L: That’s a good question. You know what I looked into? Maybe it always exists, but I didn’t 82 
look into walking tours or anything (…) which I’m sure they have tons of since it’s a very 83 
walkable city (…) but I would have loved to do something like that actually (…) so maybe (…) 84 
do they have stuff like that? 85 
(I2: Yeah they do (...) both walking tours and biking tours)  86 
L: Uuuuh biking tours (…) that’s sounds awesome. Maybe I should have done something like that 87 
when I was there. Maybe it’s not Copenhagen that needs to improve its tourism (...) maybe it’s 88 
me [laughter].  89 

(I1: One thing we were talking about with the company was that they are trying to make 90 
these tours but in like themes. So for examples they would organize a tour where a local 91 
would do a tour and present their view on sustainable places to be in Copenhagen or great 92 
architecture what they found would be great (…)) 93 
L: Oooooh you guys don’t have that?  94 
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(I1: I guess that’s what they’re trying to improve (…) they feel like Denmark doesn’t have a 95 
lot of tourist attractions like we have the Little Mermaid, Rosenborg Slot and all these 96 
castles (…) besides that (…) why do people come here? 97 
L: Ooooh I get it. Then first of all you need a food tour. A walking food tour is the best thing that 98 
could ever happen to anybody. They’re some of the most popular things if you got a thriving food 99 
scene (…) and if you don’t have a thriving food scene it’s a good way for people to know that you 100 
have a thriving food scene. In Montreal for example I would do a walking food tour (…) it’s 101 
popping up anywhere where it’s says ‘the number one thing you must do in Montreal’ (…) I 102 
would have love to do a architecture or art walking tour (…) because Copenhagen has such a 103 
good architecture (…) the spiral castle and things like that.  104 
I2: Did you feel your expectations of Denmark have been met? 105 
L: Yeah they were met and exceeded.  106 

(I1: So how were they exceeded?) 107 
L: Well like I said I didn’t expect it to be so incredibly interesting (…) I was coming from 108 
Norway so (….) honestly have you been to Oslo? It’s very boring [laughter]. But at the end of the 109 
day I had a great time in Copenhagen and that’s why I would love to go back. I mean yeah I 110 
wanna see you [laughter[ (…)  111 
(I1: But you also want to see things [laughter].  112 
I2: Would you recommend Denmark as a tourist destination? 113 
L: Absolutely. I would say all of Scandinavia is very worth going to like a big trip.  114 
(I1: So you would go for more than 3 nights?) 115 
L: Yeah I would. I mean you have to, right? Because you want the city aspect of it but then you 116 
also want the nature part. So trying to encaptualizing on the nature that Denmark has to offer (….) 117 
that would be great (…) because then you would cater your trip to nature junkies.  118 

Theme 5 – Image of Denmark 

I1: How do you feel the advertisement portrays ‘living life the Danish way’ and Denmark? 119 
L: It feels like I’m living in a fairy tale. (...) (I1: Can you describe it more?) L: Yeah, it just 120 
feels like everything is perfect (...) which is like natural I mean (...) it’s a commercial, (...) it is not 121 
like (...) a political thing right, (...) it is just a commercial for you to like (...) cater to people and 122 
be like ‘hey look how great Denmark is but also look at our greatest beers’ which is fine. But it 123 
seems like it is a fairy tale like everything is perfect and on time (...) which it is. 124 

(I1: Do you feel like it seems that Danish people are very structured?) 125 
L: Yes (...) Well no because there is this whole party about enjoying nature and (...) like simple 126 
fashion (...) It sounds like Danish people are a bunch of (...) woodland like gods and goddesses. 127 

I1: Does the storytelling reflect your experiences of Denmark? Like with the vibe and 128 
atmosphere? 129 
L: Yeah, like not too much like the nature part cause we just didn’t have time to go into nature but 130 
actually yeah (...) I mean like obviously a very idyllic and exaggerated version of it (...) but yes, 131 
(...) you notice the simple fashion (...) that he talks about and Samsoe and Samsoe clothing is still 132 
some of my favorites, (...) I still wear it (...). 133 
I1: How do you feel the images portray Denmark? 134 
L: So you know how it is the whole taking in the (...) wooden interior design kind of thing that 135 
America is finally picking up on, thank god, and like that simple fireplace and whatever. I think 136 
that is like when I went to Knut’s house and I was like ‘Oh my god like everything is like made 137 
out of wood (...)’ but everything was high-tech you know (...) and it was just like designed to be 138 
very simple and with nature so I think that is another big thing (...) I mean the pictures do 139 
represent (...) Denmark, because (...) it is like very monochromatic in terms of colors are very 140 
simple (...) It is there or it is not, (...) like it doesn’t give you some random like tie-dye (...) 141 
honestly I really like that, it makes (...) my closet look very easy and so that means like I don’t 142 
have to figure out what to wear everyday (...) I think seeing the pictures really reminds me of how 143 
(...) minimalistic Danish lifestyle is (...) even like the crowds of people sitting (...) the meal, the 144 
table (...) like the most anybody is wearing is like a striped shirt. 145 
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(I2: what about like the atmosphere in the photos? You have probably heard of hygge, and 146 
coziness?) 147 
L: (...) hygge became this like trend almost in America over this past year which I don’t know 148 
how you feel about it (...) like is it offensive to you or anything (...) I didn’t really think it was 149 
cool cause I feel like a lot of people at my school were like ‘Oh my god, hygge’ and I was like 150 
‘You don’t really know what that means’ (…) L: Like you don’t really know what that means 151 
until you’ve been there and then you understand (...) Except for that unfortunate snow covered 152 
picture of the little mermaid, other than that (...) It looks exactly like my trip except you need a 153 
fireplace. 154 

(I1: yeah I know) 155 
I1: So you feel like the pictures of Denmark are pretty similar to your experiences? 156 
L: Yeah. 157 

I1: Did you become acquainted with the Danish word ‘hygge’? If yes, what is your personal 158 
perception of it? 159 
L: (...) Yeah, like you taught me about it the year before, it is the only reason I know about it. (I1: 160 
What do you think of the trend in the US?) 161 
L: I thought it was fine, I thought it was just a different way to call like that whole like woodsy, 162 
cabin-esque type of like ‘stay in night with cookies’-kind-of-thing (...) hygge (...) like manifested 163 
itself in two ways in America, like one was like in that sorority type like (...) ‘oh my god let’s all 164 
hang out in pajamas and like cuddle by the fire’ kind of thing (...) it is either that or it is the whole 165 
cabin in the woods kind of perception (...) For me it is a little bit more cabin in the woods which 166 
is why I feel like that associated with me more Denmark is more woodsy (...) interior design than 167 
like the fact that it can also surprise you with castles and the fact that it also have a really cool 168 
modern art scene (...) hygge is like when you and I were having soup and that woman was singing 169 
live next to us and the lights were kind of dim and we were very wet. 170 
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Interview M 

Theme 1 - Background 

I1: What is your occupation? 1 
M: Now I work as a test engineer, so it is kind of a science-engineering job with developing new 2 
products to (...) clean diesel exhaust in busses. 3 
I1: What is your Nationality? 4 
M: Australian. 5 

I1: How long have you be in Denmark approximately? 6 
M: Three and a half years now. 7 

Theme 2 - preconceived ideas of Denmark 

I2: Why did you choose to come to Denmark? 8 
M: So I met a nice Danish girl (...) in Australia. My girlfriend Julie came over for a year to study 9 
at the university near (...) where I was living and, yeah we just started hanging out for the year 10 
and then she asked for me to come back with her here.  11 

I2: You knew a Dane before coming here to Denmark but did you have any expectations of 12 
Denmark prior to your like arrival like did you know anything? 13 
M: not a lot, I know it was sophisticated  14 

I1: Did you do any research about Denmark before your arrival? 15 

Theme 3 - personal experiences and identity 

I1: What were you first impressions of Danish people? 16 
M: So (...) when you first come to Denmark you have to get your CPR number and stuff (...) and 17 
that was a pretty bureaucratic process which is the same everywhere you go, but Denmark 18 
especially, I thought it was difficult because you needed a place to stay (...) and you couldn’t get a 19 
place to stay without a CPR, you couldn’t get a CPR number without a place to stay (...). Danish 20 
people are on the surface very friendly, yeah, but then I sometimes find (...) that is just as far as 21 
you can go with some Danish people. Not so much the group I was with but that is sort of a 22 
general feeling that I have heard a lot from Denmark and (...) sometimes you can (...) see that (...) 23 
It is not so much of a bad thing, you just have to try a bit harder to break through with some 24 
Danish people (...) 25 

(I1: So when you came here and had to find a job, did you have any difficulties in getting 26 
through because you didn’t speak Danish or you just came outside of Denmark?) 27 
M: So I remember two things: if you can’t speak Danish, people appreciate it a lot more if you 28 
speak Danish, which is (...) in my opinion, well founded. (...) I think the more you try to speak 29 
Danish the more people will respond to you and I respect the fact that people try to speak Danish 30 
here. It is nice that Danes speak English to you a lot (...) 31 
Another thing is I noticed is when I summertime, nobody was working. So (...) I tried to call 32 
places and they would be like ‘Call back in six weeks’ [laughter] and I was kind of ‘Why’, and ‘it 33 
is because everyone is on summer holiday’ (...) 34 
I2: Do you in your everyday life do/buy things you would consider very Danish? If yes, are 35 
those actions done purposely?  36 
M: I have a bike, yeah I love riding around Copenhagen, that is really cool (...) I have definitely 37 
grown to (...) appreciate the little finer things like we go to Meyers bakery instead of the normal 38 
bakery or, you know (...) when I got here food was, you’d get a little bit of it but it was very 39 
expensive (...) but now you appreciate the quality of the food a lot more than (...) sort of quantity. 40 

(I: What about purchasing ecological stuff? Aarstiderne?) 41 
M: Økologisk things? Yeah, Definitely. Aarstiderne we do. Definitely try to aim for the 42 
økologiske sort of food as well, more quality of food than quantity over here. (...) The 43 
microbrewery; Spending like 50-60 kroner for a beer in Australia would be totally unheard of but 44 
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you know you’d go for sort of the cheapest beers but here you know you got a Mikkeler and 45 
Friends, you got other places (...) and the microbreweries.  46 

(I1: Would you do these things on purpose or is it just because you kind of find it appealing 47 
to do now?) 48 
M: Yeah it becomes more appealing sort of (...) you appreciate those things more. 49 
I2: Which words would you associate with Denmark and Danish culture? 50 
M: (...) The weather is not great [laughter] I think it is very nice, it is very safe here that is one of 51 
the things it is. (...) You have a good healthcare, I think it is very structured in the way that 52 
everyone has like the CPR-number and that is tied to everything (...) There can also be a little bit 53 
bureaucratic sometimes you know when you have to call your doctor between 9 and 10 on 54 
Tuesdays on a full moon, drives me a bit crazy. (...) It is very forward thinking, you know with 55 
everything electronically, everything tied together (...) pretty calm, it has got a good pace; people 56 
here work hard (...)  57 
(I1: Do you think that innovation is something that is tied with Denmark as well?) 58 
M: Yeah I think so, I think a lot of the big players here like Maersk and Novo Nordisk (...) It is 59 
very international here, you know, with the free university brings a lot of people in as well. That’s 60 
a really big thing I think that a lot of other countries undervalues educating people and that is the 61 
reason why Denmark is safe and forward thinking (...) 62 
I2: Would you consider living in Denmark for a longer period of time? 63 
M: That I am currently doing (...) yeah (...) yeah I think that is the only drawback, the darkness 64 
and the winter, other than that I think yeah it is good.  65 

Theme 4 - Socio-cultural issues 

I2: Current branding strategies of Denmark are focusing on ‘Localhood for everyone’ - 66 
Have you felt included in the Danish culture and by Danes? 67 
M: (...) well obviously I have a little Danish family here (...) so that helps (...) definitely get 68 
included (...) so yes in that respect yeah. 69 

I2: Besides practical issues, what challenges have you experienced while living in Denmark? 70 
(So not with housing) 71 
M: (...) not so much (...) In Australia you can sort of just go outside and play, it is pretty easy. In 72 
Denmark with the weather and stuff there’s a lot more of the clubs and unions (…) so they have 73 
to search them out a little bit more than being in your face but then at the same time, we joined a 74 
climbing club and things like that and; the first thing they asked was ‘does everyone speak Danish 75 
or does anyone speak English’ so they help you (...) and people come in because they know, I 76 
think that there a lot (...) people from abroad here. Anyhow, challenges (...) not really.  77 

(I1: What about issues that other people have mentioned?) 78 
M: It is really good that the language program helps, so if you need to speak Danish for a job you 79 
have opportunity to. (...) and they are usually pretty easy to get into and they are free (...) not so 80 
much challenges no 81 
I2: Do you feel your expectations of Denmark have been met? 82 
M: Yeah, well can’t say I had a lot of expectations [laughter]  83 
I1; Would you recommend Denmark as a tourist destination or country to live in? 84 
M: Yeah I mean a tourist wise it doesn’t appeal to what I really look for in terms of touring cities 85 
and sights and museums (...) so maybe for an older generation I think definitely come and check 86 
Denmark out but for people sort of my age I’d say maybe go and explore the Alps or something 87 
like that (...) the nature here, especially coming from Australia, the nature here is less exciting. 88 
Living and working here definitely so, I mean the working life in Denmark is great, 6 weeks 89 
holidays, the working environment is 9-17 and, you know there is a bit of pressure high level of 90 
thinking but the money is good even though the tax is high. 91 
(I2: What are your opinion on breaking through with Danes or getting in touch with other 92 
Danish people beyond that first barrier - getting into their social lives?) 93 
M: I mean it is very dependent on which Dane, I mean some people are quite hard to break 94 
through to but some people have very international outlook like Julie (...) I have a few Danish 95 
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friends for sure, and it is like that everywhere I think (...) I think it is because Denmark is a very 96 
small country, and (...) a lot of (...) Danish people I know that have been born in Copenhagen they 97 
tend to have their friends here that they hang out with which is fair enough. And then all the 98 
Danes that are maybe from Viborg or other parts of the country that are coming to Copenhagen, 99 
they are definitely more open to hang out with people, so (...) it is not like it is a particularly 100 
Danish thing - it is a thing. 101 

Theme 5 - Image of Denmark 

I1: How do you feel the advertisement portrays ‘living life the Danish way’ and Denmark? 102 
M:(...) I think the beginning of it Mads Mikkelsen is, you know, super Danish guy, Everyone 103 
knows him, he’s super cool, and even his style at the beginning, you know, he has got this crisp 104 
blue suit on and the nice leather shoes, and I mean that is sort of the Danish style, like he say, it is 105 
simple and (...) not sort of fads and stuff but then sometimes you see the Danish style here and 106 
everyone wears too much black, so there is definitely a simple style which is cool.(...) and the 107 
same, when you work here in Denmark here, it is pretty, people are set in their 9-17 or 8.30-16.30 108 
and then BAM the office is empty and everyone sort of pops out so there is a good life-work 109 
balance. 110 
(I2: what about the hygge part?) 111 
M: The hygge part? Yeah I mean in the wintertime you don’t have a choice, you are inside and 112 
you have got your candles on and you know, so but there is definitely a different world (...) In 113 
Australia you are outside all the time, you know, and here I definitely have to get used to living 114 
inside a bit more (...) and I think the Danish definitely developed a way to enjoy the inside a bit 115 
more (...) 116 

I1: Does the storytelling reflect your experiences of Denmark? 117 
M: Yeah definitely, I mean riding around on the bike, on the cobblestones, which is kind of good 118 
in the ad because it is like ‘Denmark is the happiest country in the world’ and then he is like (...) 119 
rocking on the bike and I always think that what people say that a lot of the time is that they must 120 
have taken that survey in the summertime. The wintertime is definitely a lot harder. But then it is 121 
awesome in summertime like you wonder where did all these people come from and it explodes 122 
and everyone is on the streets with Distortion or driving boats around the lakes and you can smell 123 
Christiania from a mile away. 124 
I1: Highlight 3 things you would consider as ‘Danish’ in the images? 125 
M: Overall definitely the Danish architecture, I see it straightaway with the, I think it is Nyhavn 126 
here possibly (...) the pastries, these are one of them, and (...) the hygge, sitting outside in and the 127 
colors sitting next to the water is one, the little boats (...)the minimalist style is definitely a part of 128 
it, the architecture, the wooden chairs, a lot of wood everywhere (...) is Danish I think. Hanging 129 
lights for sure (...) I’d say the simple style furniture, the simple clothing the guy has got on (...)  130 

I1: How do you feel the images portray Denmark? 131 
M: (...) I think like (...) definitely the orange sort of light they have got going in the imagery (...) 132 
bikes, riding around on bikes, especially, particularly Copenhagen I suppose (...) the architecture 133 
of Denmark is pretty (...) it stands out you know (...) 134 
(I1: Would you use the word exciting about the imagery?) 135 
M: The imagery of Denmark? (...) Maybe not [laughter] I’d say more cozy, like the imagery 136 
portrays Denmark more cozy. 137 
(I2: so it is more like calm?) 138 
M: Yeah, calm and clean (...) cozy, warm but like the inside warm not the outside (...) exactly 139 
fireplace warm 140 

I1: Do you see a significant difference in the images of Denmark as opposed to your 141 
personal experiences? 142 
M: (...) no not so much. I mean inside when you get (...) a nice hygge inside, then it is like that 143 
(...) little touches with blankets and stuff everywhere, people think about those things. And you 144 
riding around, I mean, you can’t portray the wind so much in a picture (...) so that one definitely 145 
sort of surprise people when they come to Denmark. 146 
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(I1: What do you think is so nice about riding a bike?) 147 
M: It is just super easy to get around, you know, you got some nice space, there is no traffic (...) 148 
you get a bit of exercise, you get outside because you are inside at the same time a lot so riding 149 
around, you are not sort of jumping in a car and… 150 

(I1: Is there something you think Denmark could change for the better to be more 151 
welcoming to for maybe tourist or visitors?) 152 
M: I have done the tourist thing here with my parents and it is pretty cool with the boats, or you 153 
get a bike tour or you get busses. The airport is really easy.  154 
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Interview O 

Theme 1 – Background  

I1: What is your occupation? 1 
O: I am currently a Master student and I am a student assistant at Momondo. 2 
I1: What is your Nationality? 3 
O: I am Brazilian 4 

I1: How long have you be in Denmark approximately? 5 
O: More than a year and a half  6 

Theme 2 – Preconceived ideas of Denmark 

I2: Why did you choose to coming here to Denmark? 7 
O: That is a big question. Firstly there was a big idea that I had in my head always, but I never got 8 
the chance to move here actually, so I was living in Lisbon and I finished my bachelors and I 9 
wanted to stay of course. But then there was the financial crisis so there was no like big 10 
opportunities for me, specially in my area so I decided to apply for every country in Europe. I 11 
moved to Germany but always with the thing I need to study more otherwise there is no chance 12 
for me to get a real position and to study in Portugal there was not an option and Spain; no no no. 13 
So I went to Germany, (...) I tried to work there and to study actually and I didn’t like the system 14 
because they have this (...) it is like a student position kind of thing which is you work three days 15 
and you study two days (...) and I didn’t like because the reputation of this program is not the best 16 
one so [inaudible] ‘okay, let’s go to Scandinavia’ (...) and long story short that is mainly why I 17 
moved here. 18 
I2: What were your expectations of Denmark prior to your arrival? 19 
O: (...) I didn’t have much, I was just coming, thinking about nothing (...), but the biggest one I 20 
had was everything has to work properly so the system is working fine, everything goes according 21 
to the rules, there is no failures and what not and that was my biggest expectation otherwise it was 22 
just (…) yeah, (...) other than the climate. 23 
I2: Did you do any research about Denmark before your arrival or was it just let us just go 24 
to the next country and see what happens? 25 
O: I did very little research I only saw what (...) is probably like the average amount of money 26 
that you need to live by month (...) and that is what is the only thing I kind of did (...) and it was 27 
not like correct cause they say 7000 kr a month, it is impossible  28 

Theme 3 – Personal experiences and identity  

I1: What were you first impressions of Danes? 29 
O: (...) My first experience that I can relate to was the intro days. In the beginning I think it was 30 
cold, you seem very cold (...) a bit in distance. So you didn’t (...) make a big effort to talk to 31 
internationals, so if you knew someone in the course then you would just stay with them and then 32 
(...) to hell with the rest. But then on the other side, I was just standing on my own, having my 33 
lunch and then these two-three guys come up to me and start talking so that kind of breaks the 34 
whole image that I had about you being cold and since then these guys are kind of my closest 35 
friends (...) so I guess it really depends on how much you want to meet the person or how much 36 
this person attracts you to talk to; otherwise you are probably gonna stay away (...) it also depends 37 
on the international if for example you don’t make also any effort to get to know the Danes the 38 
you are just out of their lives and it makes no sense otherwise (...) 39 

(I1: What was your impression of the country also like Copenhagen?) 40 
O: It was very organized, very well clean (...) educated so to say and there was something that I 41 
never thought about. I thought like it was more relaxed and not super followed by the rules and 42 
for example in the metro, I take it every day and even if you are like international coming from 43 
the airport and you have no idea that you have to buy a ticket to the (...) metro or if you have buy 44 
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a ticket to the [inaudible] if you have any idea the guy doesn’t care, he will get you a ticket 45 
anyways (...) he don’t need an explanation or anything just say ‘okay, you need to know the 46 
system otherwise you get a ticket’ and I thought in that way you could be more flexible or he was 47 
supposed to be more flexible but no (...) 48 

I2: Do you in your everyday life do/buy things you would consider Danish? If yes, are those 49 
actions done purposely?  50 
O: Yeah I guess (laughter) I think I do but it is not something that I think about. For example I 51 
(...) shake hands with my friends, girls, which (...) I wasn’t doing it before. It is like two kisses or 52 
a hug and now it is like a (...) handshake (...) I think it is way too… 53 

(I2: Formal) 54 
O: Yeah it is freaking me out. On the other side if I go to Portugal or Brazil and I see my friends 55 
and then I have two kisses I feel ‘okay please don’t’(...) I got used to that (...) I’m having lunch 56 
and dinner way too early (...) that is for sure, even if I am alone at home I just do it at like 18 or 57 
19 (...) and I was doing at 21 or 22(...) back home (...) 58 

(I1: So you feel like you do these actions on purpose or is it just something you are kind of 59 
forced to do?) 60 
O: No I just got used to it yeah, like it got imprinted in me somehow (...) I don’t talk on the phone 61 
on the metro for example (...) I think I am gonna bother the people (...) So I just don’t do it and I 62 
also learned that I (...) cannot sit next to someone on the bus or any transportation if there is 63 
another seat open (...) personal space I just avoid it. 64 
I1: Which words would you associate with Denmark and Danish culture? 65 
O: (...) that is a tough one. (...) I would say probably open but to certain extent (...), reserved, 66 
you’re open if someone pokes you but otherwise you are kind of reserved (...) When I mean 67 
reserved it is in terms of your private life. If I am a good friend of you and I talk about your 68 
private life ‘how is it going, how is your boyfriend or how is your mom’ you tend to avoid the 69 
question and go to something that we kind of share with each other. (...) And I am kind of afraid 70 
to ask these questions now because I don’t know if it is like something you really don’t want to 71 
talk about or if I am just being too intrusive (...) So that is my reserved part. Open, reserved, I 72 
would say slightly cold like a hyphen so it is only one word (...) I think you are hungry, and let 73 
me explain, hungry for affection. You need something to show your affection like love and 74 
cherish and what not. Cause even though you are kind of an affectionate romantic people you 75 
don’t show it at all and when some people show that to you are either overwhelmed or you are 76 
afraid and you tend to flee instead of staying, that is my point. (...) 77 
(I1: in general or in dating?) 78 
General (...) Even with the boys I mean (...) let’s say Gustav for example he is one of the guys 79 
that I like the most but then I try to speak about his private life and he doesn’t talk about it at all  80 

I2: Would you consider living in Denmark for a longer period of time? 81 
O: Yes, very much so. (...) That was my goal since the beginning (...) it was not just to coming 82 
here to study and try to like doing the studies but it was actually to stay here (...) I don’t have the 83 
intention of coming back so soon. 84 
(I2: So even though like the things you mentioned about Danes can be a bit cold, reserved it 85 
is not that important or you can just see through that or in terms of staying here and 86 
establishing a life here?) 87 
O: It is the country I chose to come, right? So it is my decision, I just have to take it and if I want 88 
to stay here (...) I just need to get used to it 89 
(I1: And I guess you have your friend group already so you already have the in-ticket?) 90 
O: Yeah 91 
(I2: Who are Danes?) 92 
O: all of them, only Danes, taking Fred who is like everywhere (...) that would not create a barrier 93 
so I didn’t want to stay here but yeah, I wanna stay as long as I can (...) and it only depends on 94 
who I want to be friends with (...) So it is basically everything is on me 95 
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Theme 4 – Socio-cultural issues 

I2: Current branding strategies of Denmark are focusing on ‘Localhood for everyone’ - 96 
Have you felt included in the Danish culture and by Danes? 97 
O: Yes I do feel included, yeah. 98 
(I2: How? Can you elaborate?) 99 
Yeah, I wanna try. I do feel included because my closest friends are Danes, taking like one or 2 100 
that are not but still they can manage to talk the language (...) but one point that I can think about 101 
me not being included anymore is the language because it is taking me a long time to learn it 102 
basically by choice but (...) I tend to see now that the patience of my friends of talking to English 103 
while everyone can speak Danish is getting low. As in (...) the openness to speak in English to 104 
everyone just because I am there is kind of fading away (...) So that would be probably be one 105 
thing that I could feel not included anymore (...) but I do feel included I mean, I hang with them, I 106 
have kind of a Danish lifestyle (...) I do feel included (...) 107 
I2: Besides practical issues, what challenges have you experienced while living in Denmark 108 
if you have experienced any challenges? 109 
O: It is very tough to arrange something with you guys (...) It is very tough, I mean I am not the 110 
easiest guy as well but you need to plan very much in advance and I cannot deal with that, I’m 111 
sorry but I cannot do that(...) I need to do something like one day before or even on the day 112 
otherwise it doesn’t work and that is one of my biggest challenge because I need to kind of 113 
change that to even cope more with your agenda but then (...) if I do that I am kind of going 114 
against myself . 115 
(I2: And like your own culture I guess?) 116 
O: yeah (...) somehow but (...) I don’t know if (...) let’s say we arrange a meeting two weeks in 117 
advance right (...) if it gets to the date and I don’t feel like it, I’m gonna be forced to go and the 118 
whole experience is gonna be ruined (...) That is why I mean [inaudible] let’s go for coffee fine, 119 
because I want to go now otherwise it makes no sense, (...) I am not a machine (...) Other 120 
challenges, the bikes if that counts as one (...) I’m still challenging on that 121 

(I2: You don’t have a bike?) 122 
O: I do but it is broken and that is my excuse to not bike (...) 123 

(I2: so you always take the metro?) 124 
O: yeah, and it is just one minute away from my door so (...) but I am waiting for the spring and 125 
then I am gonna buy one. 126 

I2: Do you feel your expectations of Denmark have been met? 127 
Yes they have (...) and even more (...) they went one step further down (...) up. (...) It is like you 128 
think something is good (...) and then ‘oh fuck it is great’  129 
I1: Would you recommend Denmark as a tourist destination or country to live in? 130 
O: Definitely yes, definitely (...) as a tourist maybe not because it is like two days you’re done 131 
with the city but to live in there is so much to see, so much to do that I would probably 132 
recommend more than just to come for a weekend (...) and I actually am trying to convince a 133 
friend of mine to come here to live (...) He is Brazilian but he is living in Portugal like I did. 134 
I2: Why not as a tourist, is it because of Copenhagen?  135 
O: It is small. Before I came to Denmark I was here for a weekend in 2014, and I mean it was two 136 
days and it was more than enough but then it got me to think ‘I need to come back’ and if I am a 137 
tourist, at least in my view, I think if I go to a country or to a place just for tourist reasons it needs 138 
to be in my mind that ‘okay, I don’t need to come back again’ (...) and in this case was not the 139 
case (...) 140 
(I1: In relation to that with coming to for two days and seeing Copenhagen did you consider 141 
at that time like visiting outside of Copenhagen like Helsingor and Louisiana and do you 142 
think it is too far away?) 143 
O: No. I didn’t think about it but now that I know where they are I think it is a a bit far away and 144 
expensive to go to. (...)  145 
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Theme 5 – Image of Denmark 

I1: How do you feel the advertisement portrays ‘living life the Danish way’ and Denmark? 146 
O: (...) If that ad portrays the Danish life I think it is kind of perfect. Not how the ad goes by it 147 
self is like the storyline but what he is saying actually (...) pinpoints to the Danish lifestyle and 148 
idea that I have of Danish lifestyle. 149 

(I1: Do you feel it nails what Denmark is like?) 150 
O: Yeah (...) What he says about perfect balance between work and life like, normal life (...), that 151 
is there (...) cause it gets to, I don’t know, 4 or 5 pm and everyone goes off from work, it doesn’t 152 
matter so that is true. The hygge thing, you always try to make some but I still struggle with the 153 
definition of the word because I think it is very niche area that you can consider to be hygge, it is 154 
not everything (...) For me hygge is something very cozy, very nice that you have and that you 155 
share with one person (...) or maybe two or three but if you get more than that it doesn’t work 156 
cause you get too distracted you have too much to say or too much to think about and it does not 157 
comply with the whole thing about hygge that I have in my head (...) So it is more Romantic like 158 
sit away one eye-to-eye talk or something like that (...) 159 

(I2: so maybe more intimate maybe?) 160 
O: Yeah, but even if it feel like a good conversation, if you take it outside it doesn’t count (...) 161 
The whole setting has to be (...) there. That you are the (...) happiest country around? Yeah (...) 162 
that is the point I disagree the most in this thing because (...) the statistics say that you are or you 163 
were, now I think it is Norway (...) but then I also see on the other side that Danes you do 164 
complain a lot (...) and I don’t know (...) what can they measure to say ‘this is the happiest 165 
country on earth’ (...). But you do seem very happy and (...) you have a healthy lifestyle and you 166 
socialize a lot but I don’t consider you to be super happy. 167 
(I1: Do you think in regards to the complaining that it is serious complaints or that it is 168 
small?) 169 
O: It is small things (...) it is ‘oh this guys was walking towards me and he bumped me, why’ (...) 170 
‘this coffee is too hot’ yeah or ‘the seat is just not in the place’ or ‘oh my life is bad because I 171 
don’t have money for it’ or ‘I’m super unhealthy, I’m dying’ (...) 172 
I1: Does the storytelling reflect your experiences of Denmark? 173 
O: (...) Yeah, not completely but it does. Even though my friends are all kind of Danes they are a 174 
bit deviated (...) from the storyline. They follow it but not a 100 percent. (...) It is not 100 percent 175 
Dane I would say (...) as an international expects it to be. 176 

I1: Highlight three things you would consider as ‘Danish’ in the images? 177 
O: okay, this one is definitely the hygge thing that you think. That is just a normal house in 178 
Copenhagen for a Dane the whole set-up and the design of the chairs and how everything is 179 
organized, it looks like (...) and the lighting, there is nothing like this it is always down low or on 180 
the corner or something (...) This is a normal summer day for you guys (...) Just go outside 181 
everywhere and just sit and do stuff (...) commuting, basic day to day (...) take the bike, go, 182 
normal. I don’t see that happening often I don’t know people that does it (...) reading at home, (...) 183 
I never read sadly.  184 
(I2: Do you sit sometimes and just relax?) 185 
O: most of the times. 186 

(I2: and just stare?) 187 
O: No, if I am home I am always occupied with something but when I am walking from A to B 188 
then I am always either talking to myself or thinking about myself, (...) what I can improve or 189 
what I did wrong or something (...) before (...) Danish style, men’s style. 190 
(I2: Do you see it like a typical Danish style?) 191 
O: No (...) it fits but (...) if I see this guy in the streets I wouldn’t say that he is Dane (...)What I 192 
think is like a really blonde guy with like a perfect hair with a like short pants showing the ankles 193 
that is what I think about a Dane (...) 194 
I1: How do you feel the images portray Denmark? 195 
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O: They do actually give a very preview of what Denmark is. The Danish guy I don’t think so (...) 196 
and the guy reading I (...) don’t know if also that depicts what Denmark is but all of the others 197 
they actually do quite well. 198 
(I1: What would you describe the brand of Denmark as?) 199 
(...) That kind of goes into (...) one of the first questions. I would say it was a friendly (...) brand 200 
with respect and attention to perfection (...) So it would be like a friendly brand that kind of takes 201 
respect and at the same time distance very carefully and that somehow it does tries its best to 202 
perform and to be happy with everything you can do so, if that answers your question? 203 
I1: Do you see a significant difference in the images of Denmark as opposed to your 204 
personal experiences? 205 
O: No I don’t see any difference. 206 
(I1: So do you feel the images are like a pretty good representation of what Denmark is?) 207 
O: yeah, yeah definitely.208 
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Interview P 

Theme 1 - Background 

I1: What is your occupation? 1 
P: I work as head of customer success in a startup. So basically I’m the leader of the customer 2 
success team. 3 
I1: What is your Nationality? 4 
P: I am Costa Rican.  5 
I1: How long have you be in Denmark approximately? 6 
P: Four and a half years.  7 

Theme 2 - Preconceived ideas of Denmark  

I2: Why did you choose to come to Denmark? 8 
P: I did my Erasmus exchange seven years ago in Malmö and I visited Copenhagen several times, 9 
and I really liked Copenhagen when I visited it (...) I thought there were a lot similarities with my 10 
personal view of the world, like how I would like to live (...) like work-life balance and 11 
everything. So that’s why I decided to give it a try to move here.  12 

I2: What were your expectations of Denmark prior to your arrival? 13 
P: I expected it to have quite a lot of job opportunities (...) I expected it to be cold [laughter], to be 14 
international and just very developed (...) you know, it has a very international image of being 15 
very developed.  16 
I2: Did you do any research about Denmark before your arrival (except from when you 17 
visited Denmark during your exchange in Malmö? Did you have any interactions with 18 
Danes during your visits here? 19 
P: Yes definitely. I did most of it after I had decided to go to Denmark [laughter], but I 20 
investigated mostly the study- and work opportunities before deciding. And afterwards I 21 
researched about housing, transportation and all of those things.  22 

Theme 3 - Personal experiences and identity 

I1: What were you first impressions of Danes? 23 
P: I think Danes were more friendly than I thought they were gonna be. I had a preconception that 24 
they would be very cold, but they weren’t. I also thought they were really beautiful (...) beautiful 25 
people [laughter]. I think that they were very educated and good at English and (...) if I have to 26 
say some negative things I would say maybe a little bit passive-aggressive (...) maybe not 27 
communicating everything with words, but more with signs and stuff like that (...) like looking at 28 
you.  29 

(I1: Can you elaborate on what you mean by being passive-aggressive? What have you 30 
experienced that has been passive-aggressive?) 31 
P: In my culture for example, if someone is doing something that shouldn’t be done, I would ask 32 
them to please stop doing it. Or on the contrary for example (...) if I’m at the gym and let’s say I 33 
take a shower, I leave some water on the floor. So in Costa Rica someone would come and tell 34 
you ‘please clean the floor’, but in Denmark I’ve experienced that would be a Danish person 35 
coming and cleaning the floor themselves with a bad expression in their face and being mad about 36 
it. So to me that’s passive-aggressiveness because you could just have told me to do it instead of 37 
teaching me a lesson.  38 
I2: Do you in your everyday life do/buy things you would consider Danish? If yes, are those 39 
actions done purposely?  40 
P: Yes very much so. I think I have adopted quite a lot of Danish traditions (...) mostly with 41 
clothing. I would say that I’m wearing a lot more dark clothes than before [laughter]. And also 42 
just not talking so much with strangers (...) I think in Denmark it’s a bit undesired (...) so I’m 43 
trying to limit that as well.  44 
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I2: Which words would you associate with Denmark and Danish culture? 45 
P: I would say curious, passive-aggressive (...) intelligent and homogenous.  46 

Would you consider living in Denmark for a longer period of time? 47 
P: Yes. I think the quality of life is very high here. There is a high work-life balance and I think in 48 
general every group, like children, the elderly and adults have a lot of opportunities to be happy, 49 
so I would definitely consider living here for a longer period of time.  50 

Theme 4 - Socio-cultural issues 

I2: Current branding strategies of Denmark are focusing on ‘Localhood for everyone’ - 51 
Have you felt included in the Danish culture and by Danes? 52 
P: Yes. I think that it’s pretty hard to be and feel included. I have to say that. But I think that if 53 
you’re willing to take the first step to for example talk to strangers or try to break the barriers of 54 
Danish people, they are more than happy return that to you. So I feel that since I’ve been pretty 55 
proactive I have gotten quite a lot back.  56 

(I2: Do you feel that you’re the one who had to take the initial to interact with Danes? Have 57 
you experienced that it’s not the other way around? 58 
P: I would 90 percent of the time its me, because they are a little bit (...) polite or they just don’t 59 
want to interfere in other people's’ lives. So I feel that I am the one who break the barrier and they 60 
are happy that I did it, so they continue talking and interacting with me.  61 

I2: Besides practical issues, what challenges have you experienced while living in Denmark? 62 
Especially related to the culture? 63 
P: I would say (...) understanding and memorizing all the social norms that are not written 64 
anywhere (...) for example understanding when I’m in the bus, the person sitting next to me only 65 
stands up without saying anything and expects me to move (...) in my culture that would be rude, 66 
but here in Denmark it’s normal. So pretty much understanding all the unwritten rules the society 67 
has and not take it personal as an offense but actually understand that that is how they do things.  68 

(I1: Do you feel like (...) especially when it comes to getting a social network, it has been 69 
tough to socialize with Danes?) 70 
P: Yeah I have to say that it’s a little bit tough, because most of my friends are either 71 
internationals or Danish people with a very international background, like they have lived abroad 72 
or most of their friends are foreigners. So I would say that interacting with Danes that have lived 73 
their entire lives in Denmark is very hard, because they have their own social circles and they are 74 
not that interested in investing time with others.  75 
I1: Do you feel your expectations of Denmark have been met? 76 
P: I tend to be a person that doesn’t have a lot of expectations, but I take the positive things as 77 
they come. But yes I would say that they have been met. Of course there are some things that 78 
have been hard to accept or to adapt to, but I feel that most of the expectations have been met.  79 
I1: Would you recommend Denmark as a tourist destination or country to live in? 80 
P: As a tourist destination, I don’t think there are a lot of things to see in Denmark in terms of 81 
wonderful, big and expensive things like in Rome or Italy in general. However I think what’s 82 
interesting in Copenhagen is the lifestyle that people live (...) the hygge thing, the attitude and that 83 
the work and life should be balance (...) so I think that for a tourist it would be a bit harder to 84 
experience. I think that that’s why the ‘Localhood for everyone’ initiative is pretty interesting, 85 
because then they get to experience that. But if its a person who only wants to see the little 86 
mermaid and Tivoli I think they might be a little bit disappointed.  87 
(I2: What about a country to live in?) 88 
P: I think I would definitely recommend it as a country to live in, but only to a person that I know 89 
is able to adopt a very different culture. Because I feel Copenhagen is not much a city that accepts 90 
too many different cultures like Berlin or other places where (...) if you are any kind of person 91 
they will accept you no matter what. In Copenhagen I feel that you kind of have to fit in and do 92 
things a little bit as the Danes do to fit in. So if I know that someone has an attitude that’s very 93 
different I wouldn’t recommend them to live in Copenhagen.  94 
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Theme 5 - Image of Denmark  

I1: How do you feel the advertisement portrays ‘living life the Danish way’ and Denmark? 95 
P: To be honest I think it portrays it really well. I think it actually shows quite a lot of reasons 96 
why I think that Danes are happy.  97 
(I1:Do you feel that it’s an accurate portrayal of Denmark?)  98 
P: I think it’s hard to put an actual portrayal of a country in a one-minute commercial. It’s a very 99 
stereotypical (...) portrayal of how Danes live. But I think that it definitely represents aspects of 100 
their lives (...) of course it’s only positive things, that’s why it’s a commercial. But yeah I think 101 
they are pretty accurate.  102 
I2: Does the storytelling reflect your experiences of Denmark? 103 
P: Well number one, I don’t like this Danish design and Danish beer so it doesn’t represent it 100 104 
percent how I live my life [laughter]. However it shows interacting with your loved ones, it shows 105 
hygge and it shows the importance of work-life balance and that is a very, very important part of 106 
who I am and what happiness means to me.  107 
I1: Highlight three things you would consider as ‘Danish’ in the images? 108 
P: I definitely think that biking is super Danish. I would say that the fireplace and the hygge-book 109 
and the reading reflect a little bit about the lifestyle that people live (...) which is concentrated on 110 
the inside of houses (...) making it very comfortable and pretty for you and then having some cozy 111 
activities to do during the colder times. (....) there is also one picture of people doing things 112 
outside (...) however I would say that it’s more Italian and French than Danish, because there are 113 
very few opportunities of being outside in Denmark. And the last picture makes me think about 114 
the Danish style and Danish clothing, and I think that do represents Denmark a lot because 115 
Danish people dress very similar and there is very few (...) accepted styles that are good-looking 116 
in Denmark [laughter]. And of course the general man is very good-looking in his black pants and 117 
white t-shirt.  118 

(I1: How would you describe the style that is represented in most pictures?) 119 
P: I feel it’s a combination between a hipster top and nice, black pants. And then either not so 120 
serious shoes like sneakers with colors to show an edge. So I think it’s a mixture of showing that I 121 
am able to look very good but I don’t have to work a lot to achieve that.  122 
I1: How do you feel the images portray Denmark? 123 
P: If someone just showed me these pictures they would tell me that maybe it’s not the number 124 
one tourist destination (...) as I mean six out of eight pictures are of the inside of a house (...) so I 125 
would say that it doesn’t portray the most touristic destination, but instead it portrays it like a little 126 
bit more like if you come here to live or for an extended period of time, you would have a very 127 
cozy time. And (...) the ones where you are with people (...) I think it requires for you to have a 128 
lot of friends (...) so it definitely doesn’t portray Denmark as a tourist destination.  129 
I2: Do you see a significant difference in the images of Denmark as opposed to your 130 
personal experiences? 131 
P: No there is no difference because I live here, right. For me the pictures represent a life in 132 
Denmark and it portrays my life pretty well. I think I have a very hyggeligt life and I feel like I try 133 
to follow a little bit of the Danish style, and I also bike every day and in the summer I am outside 134 
as much as I can with the people that I know and love. So yes, it portray my life here.  135 

(I1: So you would show them to someone that consider moving here, maybe?) 136 
P: Yes definitely (...) not as tourists.   137 
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Interview S 

Theme 1 - Background  

I2: What is your occupation?  1 
S: I come from England and I have studied History of Art - I have a bachelor degree in that. And I 2 
have also studied nursing in Denmark. 3 
I2: How long have you be in Denmark approximately 4 
S: 30 years. 5 

Theme 2 - Preconceived ideas of Denmark 

I2: Why did you choose to come to Denmark? 6 
S: I met (...) on a gap year in University, I travelled around Australia and worked in a couple of 7 
art galleries in Adelaide and Perth (...) on my journey I met a Dane (...) that was my fate that led 8 
me to Denmark [laughter] and we got married (...) 9 
I2: What were your expectations of Denmark prior to your arrival? 10 
S: Obviously I had some information (...) before the time of the internet (...) I had information 11 
about Denmark through studying Scandinavian architecture. That’s something I already knew 12 
about from my degree (...) I studied about decorative arts in porcelæn and the modern designers. 13 
And of course the example of the Utzon opera house. When I travelled in Australia (...) also the 14 
impact of the dairy industry. Coming from Britain (...) And my mother came from a dairy farm 15 
(...) obviously Lurpak and MAERSK (...) yeah (...) I had a lot of information already. But that 16 
was before the time of the internet where you could just look it all up. 17 
I2: (So you said that your interest in architecture was your point of departure in terms of 18 
researching about Denmark) 19 
S: Yes it was very stimulating. Obviously I followed art exhibitions which was number one why I 20 
came to Denmark. (...) and when we had children living in Copenhagen, we use to take them to 21 
all the museums. Because my degree was all about (...) including museum studies. So I took them 22 
everywhere I could find (...) culturally.  23 

I2: (So it was like your personal interest that made you do the research)? 24 
S: Absolutely! And also my husband’s background as studying forestry (...) it all added to my 25 
interest in research of the country.  26 

Theme 3 - Personal experiences and identity  

I2: What were you first impressions of Danes? 27 
S: When I came to Denmark (...) I came to Viborg. We lived in a village and I thought that the 28 
general (...) friendliness and helpfulness of all the local farms (...) the local community was very, 29 
very helpful. I was helping the local forsamlingshus whenever there was a party (...) they would 30 
tell me ‘hey come and help out’. I would go to the local forsamlingshus, just like using the local 31 
village hall in Britain (...) play piano or go to the aerobic classes. I found it very hyggeligt. 32 

I2: (So overall your impressions of Danes were positive?) 33 
S: Very positive. I found people were very friendly (...) because it was a small community to 34 
come in as a foreigner maybe (...) people have time to (...) you know, like ‘who are you?’. So it 35 
was a very nice experience. 36 
I2: Do you in your everyday life do/buy things you would consider Danish? If yes, are those 37 
actions done purposely?  38 
S: I could yes. I am participating in something quite unique. We live by the sea (...) and do this 39 
(...) swimming in the sea which is a all-year-around thing (...) that is very Danish - hopping into 40 
the sea an go into the sauna afterwards. That is actually quite unique. Obviously the other pursuits 41 
(...) my husband is very interested in the nature, so we go for long walks and the general 42 
sunhedstilgang is very relevant, which I think there is a lot of emphasis on in Denmark. Emphasis 43 
on living a simple and healthy life and also a fulfilling life, where there is room for everything 44 
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(...) work interests, your home interest, family interest (...) and getting this balance that is family 45 
friendly.  46 

I2: (what about in terms of conumsption, like objects? Do you buy something that you 47 
consider to be ‘Danish’?)  48 
S: (...) I love decorative art. But I do not gather iconic pieces or designer furniture. I admire 49 
designer furniture (...). Because I come from another country, I love the antique sort of (...) 50 
furniture. I love quality pieces, but I do for example not collect Royal Copenhagen, but I do like 51 
the PH-lampe. They’re cool, beautiful design, industrial product design. I also think that Danish 52 
jewelry is very beautiful and inspiring. 53 

I2: (I also think that some people who are new to a country maybe buy stuff that’s typical 54 
American, Italian, Danish… in order to embrace the culture and tap into a specific 55 
‘mindset’) 56 
S: In that case I have been very happy with the PH-lamps, which is classic Danish. I would also 57 
say that in terms of cosmetics, Danes produce beautiful makeup which I have bought.  58 

I2: (What about candles? Are you a collector of that? Because that’s something (...) you 59 
know, a lot of people consider as very Danish)  60 
S: I do get a few candles out (...) maybe you can see they’re already burned out [laughter] so 61 
they’re already used. And it’s sort of very primitive. The ‘bålplads’ has always been a centrally 62 
(...) a thing where people gather around the bål. So a candle has that sort of symbolic meaning (...) 63 
go gather around something.  64 
I2: Which words would you associate with Denmark and Danish culture? 65 
S: It has a beauty (...) a refined style, minimalistic. I think that the 60s designers who produced 66 
some iconic firms, they’re seen in many of the houses. Easy-living (...) that is a lovely description 67 
of Denmark.  68 

I2: (What about the culture and Danes?) 69 
S: Well (...) Danes are supposed to me masters of team-work. I obviously brought of the children 70 
in Denmark. I can see both advantages and disadvantages of this system where it is a bit more 71 
authoritarian (...) like where I grew up in England. I would say Danish culture is relaxed, stylish, 72 
people are very interested in equality (...) very interested in good-life quality, which is reflected in 73 
childcare, high taxes to afford all this (...) there are some negatives there with the high taxes (...) 74 
to afford this sort of machine [laughter]. But obviously I see that Danes they (...) enjoy to 75 
preserve what they have. They are not so market-oriented (...) for example putting up new in an 76 
area that is traditionally seen (...) they don’t necessarily want to open up anything if it means it 77 
will spoil the atmosphere. A little bit less commercialised (...) discrete. They keep it minimalistic 78 
and simple. 79 
I2: Would you consider living in Denmark for a longer period of time? 80 
S: Yes. Of course it is very flexible today where you can just hop on a flight (...) you can visit 81 
your home when you live in Europe. At the moment (...) I am based here. 82 

Theme 4 - Socio-cultural issues 

I2: Current branding strategies of Denmark are focusing on ‘Localhood for everyone’ - 83 
Have you felt included in the Danish culture and by Danes? 84 
S: I think obviously number one (...) if you are here for a longer period of time, you have to 85 
master communication for your own sake and for everyone else’s. You got to be able to stand on 86 
your own feet and speak Danish as soon as possible. I’m not entirely convinced that just having 87 
language lessons a couple of hours a week is the answer. I think maybe working in a voluntary 88 
organization (...) if you’re doing a job where you’re communication with locals and learning and 89 
hearing the language. But obviously mastering the language is a way to getting yourself totally 90 
and fully integrated. For me I lived in the small village outside Viborg where I made myself 91 
visible. I cycled everywhere and participated in local events and combined it with language 92 
classes twice a week. Generally getting involved is important. And through my husband’s family 93 
I got more associated with Danish culture as well. British culture and Danish culture is not that far 94 
from each other though, so it wasn’t so far of to me.  95 
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I2: Besides practical issues, what challenges have you experienced while living in Denmark? 96 
S: The biggest challenge one faces if you come to a new land, is that you left your own 97 
voluntarily. You left everything you know (...) your foundation in your life is in another place, so 98 
you have to build that up again slowly through everything you do (...) in a new place. It’s all to do 99 
with who you are and what your skills are, as to how you manage. And challenges of life they are 100 
found in wherever you are. So how you master challenges and deal with stress (...) because 101 
obviously is a huge and stressful event. So its about how well-equipped you are.  102 

I2: (So mostly for you, it’s about being able to be open to something new and find a balance 103 
between the ‘old’ and ‘new’ you, that has been the biggest challenge?) 104 
S: Yeah I think the biggest challenge is that you cut out a new path (...) life is in a sort of way an 105 
adventure, and you try to do as good as you can with the resources you have. But primarily the 106 
biggest resource you have is your own capacity to learn and be open to a new culture (...) and 107 
keep being positive and healthy. Coming from the UK to Denmark (...) there was a course a bit of 108 
adjustment because of the size of the country compared to England.  109 

I2: Do you feel your expectations of Denmark have been met? 110 
S: It’s different if you come here for a job (...) because then it is sort of depending on how well 111 
that job goes. I’m part of an English club and a lot of the women's’ husbands are here for five 112 
years and then they go back to the UK. So it’s sort of (...) not really a holiday (...) maybe a 113 
holiday for them because they don’t work. For them it’s an experience of cultural life here. So 114 
whether it’s met their expectations (...) it’s better to ask in that type of situation. It’s not that I 115 
came here (...) with high expectations. It’s all up to oneself, that’s how I see it. How you shape it 116 
all (...) it’s your own expectations based on yourself. I personally feel positive about it.  117 
I2: (This English Club you just talked about, how does that work? Do you do activities 118 
together?)  119 
S: The club that I’m a member of (...) they have different groups where they maybe meet outside 120 
castles, museums and other sights, and they have coffee or lunch together. They are mainly to ban 121 
isolation. I have spoken to many of the different women who said that if they didn’t had this club 122 
they would really be socially isolated. Because loads of them cannot speak Danish, around 85 % 123 
can’t. Their husbands are here and they know they are going home.  124 

I2: (So they’re not making an effort?) 125 
S: Quite a lot of the women are very qualified with good qualifications, but the language (...) they 126 
see it as too temporary. So of them have been to two years of undersvining in Danish, but the 127 
struggle with the speaking, probably around 75 %.  128 
I2: (So the language is stopping them from being interactive?) 129 
S: It’s not the language, it’s themselves. Because learning a new language takes self-discipline 130 
and motivation and it’s all of to oneself. Also having the confidence to try it is important. 131 

I2: Would you recommend Denmark as a tourist destination or country to live in? 132 
S: As a tourist destination, definitely! I would suggest the west-coast of Jutland as a definite 133 
tourist destination, and trying the Danish summerhouse culture, and obviously Copenhagen.  134 
If a person has motivation to learn the language (...) most people are best staying at home and not 135 
leaving the country because that’s where they’re from and doing well there. But I would 136 
definitely recommend it (...) to try and live in Denmark for a couple of years. It’s a different pace, 137 
a different lifestyle.  138 

Theme 5 - Image of Denmark 

I2: How do you feel the advertisement portrays ‘living life the Danish way’ and Denmark? 139 
S: Mads Mikkelsen is a fantastic brand ambassador for Denmark. I think he’s very classy, and the 140 
ad is really beautiful (...) visually, it shows the Icelandic sweaters where they are all sitting there 141 
eating together and he cycles across the table (...) I love that bit. And I love Nyhavn and 142 
Amalienborg and (...) it’s a extremely beautiful sequence of buildings. I love the bit where he 143 
comes in with the designed (...) the beautiful furniture design. I think it’s unique and it represents 144 
the rather nostalgic idea of Scandinavia living and Denmark. I think the swimming area (...) that 145 
received an award. That is a very special part of Denmark, the sort of ‘back to nature living’.  146 
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I2: (what about some of the specific elements that keeping work and life in balance?) 147 
S: I would actually say that Denmark has high reputation abroad for its childcare policies. Of 148 
course this enables people to have a little bit more balance in life. The fact that their children can 149 
be looked after full-time (...) obviously there are pluses and minuses with everything s, and this. 150 
This can assist the family to get more balance in their economy. 151 
I2: (What about the mentioning of hygge? What is your perception of hygge?) 152 
S: hygge to me is (...) a description of cultivating quality of life where (...) being relaxed, coziness 153 
is involved and basically a good quality of life in your daily life. Taking time out with your 154 
family and friends and do something cozy together. 155 

I2: (And do you think the ad portrays that?) 156 
S: I do. Particularly when he cycles through the bedroom and (...) he talks about the furniture and 157 
the iscenesættelse (...) the colors. There are even an American website that makes paints in the 158 
(...) making it like a setting for hygge. The tones of the paint to achieve a style of coziness. I think 159 
Denmark is so very well on this (...) as a peaceful, safe and relaxation with friends, and trying to 160 
master the balance between family, work and play. And also on the international level.  161 
I2: Does the storytelling reflect your experiences of Denmark? 162 
S: Yes. I see it all through the eyes of being English. I have been in situations where (...) trying to 163 
create hominess and coziness. I believe that I have experienced especially hygge.  164 
I2: Highlight 3 things you would consider as ‘Danish’ in the images? 165 
S: Number one is the woodburning stove (...) that’s very trendy in Denmark. But it’s not unique 166 
from where I from (...) we’ve always had these big ovens. But that’s very Scandinavian. And also 167 
the retro furniture there. The white walls are very typical Danish 168 
The party in that photo (...) sitting outside eating dinner on the summer evenings. I take it as they 169 
are all in the same group together. But the big trend now is to place such seating arrangements in 170 
restaurants so you can be sitting next to other people you are not eating dinner with. That’s very 171 
typical Danish. This scene by Nyhavn (...) very pretty with the bike (...) the cycling is a big 172 
emphasis. The photos with the atmosphere (...) warm winter woolies and Danish atmosphere 173 
[laughter]. And the very discrete style with the grey tones. The guy relaxing there with his book.  174 
I2: What about the guy sitting in the photo? Does that reflect Danish style? 175 
S: Yes. It seems less formal and minimalistic. There is a definite clothes difference compared to 176 
England (...) there may be a more formal dress code. It’s about getting less.  177 

I2: How do you feel the images portray Denmark? 178 
S: I do think that the photos here and by the harbour (...) the interior reflect of what you come to 179 
see. 180 

I2: (Also the atmosphere in the photos?) 181 
S: Yes (...) the photos where they are socializing with friends in a relaxed way (...) less formal 182 
way. Outdor eating whenever the weather permits it.  183 
I2: Do you see a significant difference in the images of Denmark as opposed to your 184 
personal experiences? 185 
S: Obviously these images are for a sort of youthful age group (...) but there’s access to all the 186 
events regardless what age group. So I think it’s quite accurate to my personal experiences. With 187 
the age group thing (...) there’s a lot of older people travelling (...) it would be nice it there was a 188 
few things for the older generation. There is an awful lot of emphasis on Copenhagen as the 189 
selling-point. It’s not like they take Viborg or another smaller city.   190 
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Interview SR 

Theme 1 – Background 

I1: What is your occupation? 1 
SR: I am a student, I study International Business Communication at CBS in my second year now  2 
I1: What is your Nationality? 3 
SR: I am Indian 4 

I1: How long have you be in Denmark approximately? 5 
SR: (...) Almost a year and a half, I moved here in September 2016 6 

Theme 2 - Preconceived ideas of Denmark 

I1: Why did you choose to come to Denmark? 7 
SR: Because I really liked the program, I study at CBS (...) I specialize in Intercultural Marketing, 8 
it is a unique track which didn’t find in most other universities and I am on scholarship here so it 9 
made more sense for me to be at this University rather than anybody else so it was more CBS 10 
which kind of made me move to Denmark rather than Denmark it self. 11 
I1: What were your expectations of Denmark prior to your arrival? 12 
SR: I didn’t know anything about Denmark before I moved so if was more I kept reading up on a 13 
lot of things online so that is the only way I even learned anything about Denmark and everything 14 
that I read online kept saying things like ‘Danes are really nice once you get to know them but 15 
they are really reserved (...) so don’t be upset if they don’t smile at you in the streets or they don’t 16 
start talking to you’. That was one of the few things which was repeated across (...) everything I 17 
read. Besides that they also said that Denmark is a good country, safe country in the sense of not 18 
having to worry about crime or people cheating you, but that was also weird because when I was 19 
looking for housing there were so many scams, so it was just like ‘but I thought Denmark was 20 
safe but okay (...) Besides that that was the only stuff I kind of had any idea of Denmark before 21 
coming. 22 
I2: So that was like your research before? 23 
SR: Yeah exactly, things that I looked up on the internet. (...) 24 

Theme 3 - Personal experiences and identity  

I2: What were you first impressions of Danes? 25 
SR: Okay, one of the first impressions I had was in fact on the plane when I was sitting, you know 26 
and I was just watching people and I could see many blonde girls who were also on (...) the 27 
aircraft with me. So I had a stopover at Qatar and when I was waiting at the airport I could see 28 
everybody with DAY bags and I had also read that when I had done my research and I was like 29 
‘Aww this bag’ this is the thing they keep talking about that it is a very Danish thing to own and 30 
all of them were speaking in Danish and I was just like ‘okay so these are the people I am going 31 
to spend two years with so it is going to be interesting’ (...) and then when I came to CBS on the 32 
first day I actually came for the welcome seminar, so there everyone was super friendly and I 33 
didn’t even feel like I was new as such because everyone was really welcoming and warm even 34 
though they were Danish or non-Danish whatever (...) So I think on the whole even my first 35 
experiences was pretty much good in the sense where I felt like people were friendly and I could 36 
approach them and I think that was important than them being the smiley (...) we-want-to-talk-to-37 
you-first kind of people, it was more important for me that when I approach them they would 38 
respond to me (...) That is what my impression was. 39 

I2: Do you in your everyday life do/buy things you would consider Danish? If yes, are those 40 
actions done purposely?  41 
SR: Not completely, I think it is a mix when it comes to that. For example I just moved to a new 42 
house and the person I am renting out from she is Danish and a lot of the furniture is owned by 43 
her. So when (...) my house is actually more Scandinavian (...) right now because of the furniture, 44 
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the colors and all of that but there are still things that (...) when I moved in I got my own Indian 45 
stuff (...) so it is a bit of a mix where I like the Danishness of it but I feel like I need to have my 46 
own (...) touch to it. 47 
I2: So do you do these actions on purpose? 48 
SR: I think that I appreciate the Danish culture as an outsider, I think it is nice and I like the 49 
minimalism, I like the design stuff but I don’t identify (...) with it where I look at it and say ‘that 50 
is me, that is my soul’ or whatever (...) for me that would be Indian (...) So I can appreciate it but 51 
I can’t identify with it.  52 
I2: Which words would you associate with Denmark and Danish culture? 53 
SR: (...) With Denmark I would say it is safe, generous (...) because it has been generous with me, 54 
I would call it clean, sustainable and as for Danes (...) or the culture in general I would say it I 55 
trusting, very trusting, it is how do I say, very direct, there is no room for hiding things and not 56 
talking about things it is very direct, (...) also I think it (...) can be especially when it comes to the 57 
humor part of it, it is a bit insider you know. So if you are non-Danish, it is always, even though I 58 
know. 59 
I2: Would you consider living in Denmark for a longer period of time? 60 
SR: Definitely I would (...) because I think the past one and a half year that I have been here, it 61 
has been great, I have met so many different people and it is not just the Danes who are here, I 62 
think they have also a budding international community and that is very important to me because 63 
I feel like a global citizen even though I am still living in Denmark (...) and I like feeling a part of 64 
that and workwise I think it has a great work culture in Denmark because (...) people look out for 65 
each other and you have good (...) salaries, you have a good work-life balance (...) and I think that 66 
is really hard to come by, especially if you compare it with to India back home (...) So I would 67 
definitely like to stay if I could (...) 68 

I1: When you stay (...) do you think you would introduce more Danish elements into your 69 
lifestyle or would you be an Indian living in Denmark? 70 
SR: I think it would be a mix, because anytime you live abroad (...) and that is not just me talking 71 
as an Indian living in Denmark, it is the minute you are out of your home country it is important 72 
to adapt to the environment where you are so I still learn Danish for example even though I am 73 
not very good at it but I think it is important because it is a very important part of Danish culture 74 
and I think if I want to build my life here (...) it is important that I can understand what is going 75 
on here. So things like that definitely, if I stay here long time I will definitely focus on learning 76 
Danish and if in the long term I settle here and I have kids here they would also probably be in 77 
schools where, you know, they need to know Danish. So things like that would definitely seep 78 
into my life (...) and it would become a part of me. But when it comes to maybe the food or the 79 
(...) way I speak to my (...) the way I view my family and things which are very intrinsically 80 
Indian for me (...), I don’t think that would change but that is me speaking from the point where I 81 
am now. Maybe ten years down the line it wouldn’t be the same. 82 

Theme 4 - Sociocultural issues  

I2: Current branding strategies of Denmark are focusing on ‘Localhood’ - Have you felt 83 
included in the Danish culture and by Danes? 84 
SR: (...) I think as soon as you come, as soon as I came to Denmark that is, I met a lot of Danish 85 
people who spoke about very Danish things for example where they explained it to me but it was 86 
weird for me to kind of relate to it because I was like I can understand what you are saying but 87 
this (...) I am not used to it but I think the way (...) I felt more included is by asking questions so 88 
the more I asked questions the more they realized I was interested so the more they kind of 89 
supplied me with information. So for example the first time I was here for Fastelavn I didn’t 90 
understand what Fastelavn is but you know they just told me that ‘okay it is a festival for kids and 91 
historically it is the barrel and a cat thing’ and they explained that story to me but then the more 92 
questions I asked the more they seemed to give me something more to kind of go on so in that 93 
sense I felt included enough where they didn’t just brush me aside and say ‘okay you’re a 94 
foreigner so we are not going to explain it to you’ But I think if I hadn’t been this [inaudible]to 95 
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kind of push and prod and say ‘what (...) exactly do you mean by that’ I probably might have felt 96 
like telling me off (...) 97 

(I2: It sounds like you have been the one pushing the Danes to open up more and maybe 98 
that you feel that you have to be the one who has to take initiative?) 99 
SR: I think for me the way I think about it I don’t do it as a way to kind of make Danes open up to 100 
me, for me I am just curious about something (...) because I live in the country and for example I 101 
walk past a church I would stop somebody, you know walking on the street and say ‘Hey what is 102 
this’ (...) I wouldn’t be unafraid to do that but that is (...) my personality not me (...) trying to 103 
befriend Danes on the road you know (...) So I think for me it has worked out well (...) in the 104 
sense that when I ask people answer (...) So I think in that sense I have felt included (...) So it has 105 
not been me just sitting here waiting for people to come and tell me things because I think that is 106 
also stupid because when you are new to a place it is like, for example, when you go sightseeing 107 
right, you don’t just sit in the hotel room and wait for all the attractions to come to you, (...) you 108 
go to them (...) So that is how I feel about being in Denmark (...) and trying to get to know Danish 109 
culture it is for me to engage, ask questions and then get something back. 110 
(I1: Do you feel like you have a big Danish network, like of Danes?) 111 
SR: I think when it comes to being at school it is kind of hard to say because there are so many 112 
half-Danish Half-international people that you meet or there are also Danish people who have 113 
lived abroad so I kind of look at them as more as internationals than as Danes themselves. So in 114 
that sense when it comes to school I (...) would say it is not very widespread but I just did an 115 
internship at Novo Nordisk for the past six months and there everybody is Danish so in that sense 116 
my network has grown to a lot of Danish people (...) so in that sense I think now I can (...) tell you 117 
that ‘yes I have a decent (...) sized Danish network’ 118 
(I1: At your workplace, did you feel they would include you or would they speak Danish in 119 
front of you?) 120 
SR: I actually had an interesting experience about it (...) So we had a diversity training at my 121 
workplace where they talking about hiring internationals and our vice-president he is Italian and 122 
when he was talking about this diversity training, you know, he was talking about how important 123 
it is to have internationals who bring in new ideas, new cultures and diversity basically. And after 124 
the training he just asked us to give feedback, as part of my internship I was based a lot in 125 
Kalundborg as well as in Bagsværd, so when I gave feedback to the diversity training I gave it 126 
directly to our vice-president where I said ‘it is really great that we are talking about diversity but 127 
don’t you think we need to be more strict on making English the corporate language? You know 128 
for me it is not that I have a problem with Danish, but I sense that even though Novo is such an 129 
international company, a lot of people tend to just switch to Danish (...) or send me emails in 130 
Danish and I have to respond to them and say ‘hey, can you send this to me in English please’. So 131 
don’t you think it is more important to kind of embed it in the culture so that when you hire 132 
internationals they feel more at home?’ and when I gave the feedback you know, he was very 133 
receptive to it but my immediate manager she felt like I was attacking Kalundborg or I was 134 
attacking Danish culture so she got very defensive about it and I had to actually explain it by 135 
saying that ‘this is not me trying to say that everybody around me has been treating me badly and 136 
talking to me in Danish and I feel so horrible, this is me talking about if I was just an international 137 
who came to Denmark to work here and I was at a workplace where everybody just sent me 138 
Danish emails I wouldn't want to stay, I would go to Microsoft or google (...) where I know this is 139 
not going to happen to me’ So then she understood where I was coming from but in that sense I 140 
think it can be a bit challenging when it comes to having a lot of Danish around you (...) so it 141 
really depends on the foreigners attitude to Danish (...) 142 
I1: Besides practical issues, what challenges have you experienced while living in Denmark? 143 
SR: I think besides practical issues I don’t think I have faced anything peculiar to Denmark (...) I 144 
think being outside of Europe, you know outside of the EU, staying in Denmark it can be a bit of 145 
a longer process because it takes me more time to get around to things but I don’t view of it as 146 
(...) it is horrible to live here if you are from outside of the EU. 147 
(I1: Like adapting from Indian culture to Danish culture, is there a gap that you feel 148 
sometimes you have to understand? for example with the schedule?) 149 
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SR: (...) I will just touch upon that but I think more on a more wider, more general sense (...) the 150 
thing I really like about Denmark is that it is very live-and-let-live culture so in the sense that I 151 
don’t feel that people will force me to be somebody (...) and not to live in Denmark, they are very 152 
accepting that ‘okay you are Indian, you are like this we accept you’ but when it comes to making 153 
appointments that is when I find it very different from back home when you kind of have to 154 
schedule (...) dates with friends two-three weeks in advance (...) and then if you don’t show up 155 
(...) it is actually something they take very personally and which back home I have never 156 
experienced I could just call up my best friend and say ‘hey I know I said I’ll come to your house 157 
but I don’t want to right now, can I come tomorrow?’ or I could just call and say ‘I’m outside 158 
your house can I come and eat with you?’ but I would never be able to do that over here unless 159 
(...) I was going through something and my friends knew that it wouldn’t be okay if I just did that 160 
with somebody, they would freak out on me. So in that sense I think culturally I had to adapt a lot 161 
with the punctuality, making appointments and also talking about things, I think Danes also tend 162 
to be very (...) if you have a problem, they need to know that you have a problem, they don’t just 163 
assume that maybe she has a problem which is why she didn’t come or which is why she didn’t 164 
tell me something (...) They need to be told that ‘hey I am going through this (...) so please 165 
understand if (...) I can’t talk about it this right now’ (...) in that sense I think they need that 166 
explanation from friends. 167 
I1: Do you feel your expectations of Denmark have been met? 168 
I think I was lucky in the sense that I didn’t really come with any expectations (...) because I 169 
didn’t know anything about Denmark so it was really hard for me to imagine (...) that it would 170 
feel like this (...) so in that sense I think it has more than met my expectations because I came 171 
with none. 172 
(I1: so what about the research that you did, do you feel that has been confirmed?) 173 
S:I think (...) I can understand where that comes from, because if I just sat here and observed 174 
people I would say that okay that would also be the conclusion I would come to where I would 175 
say ‘people always wear black, people don’t seem to talk to anybody except the ones they know’ 176 
but I think I have had the opportunity to kind of make my way through that so  177 
(I1: you broke through the barrier)  178 
SR: Yeah exactly, so I feel, so my personal experience hasn’t been so much ‘yeah what I read is 179 
exactly how it is so I don’t like Denmark that much’ (...) or anything like that. 180 

I1 Would you recommend Denmark as a tourist destination or country to live in? 181 
SR: as a tourist destination I would say that it is something you can come and see once but I think 182 
more than a tourist destination I would advocate it as a place to live and this is because I think of 183 
Denmark as a fairy tale city you know where you kind of (...) have to live here to kind of (...) 184 
view the charms and go through daily life and then you understand how wonderful it is but if you 185 
came here just for two days it is hard to kind of understand especially what Copenhagen is about 186 
(...) so in that sense I wouldn’t recommend it so much as a tourist place where there is so many 187 
beautiful things to see even though there are, I would advocate it more as a place to live (...) and 188 
as some place to call home. 189 

Theme 5 - Image of Denmark  

I2: How do you feel the advertisement portrays ‘living life the Danish way’ and Denmark? 190 
SR: I think it does it fairly well, but (...) for me life in Denmark has been a more student life (...) 191 
So the kind of things that I would relate as typically Danish is more young in the way where I 192 
would also look at night life, I would look at (...) biking when you are going to school kind of 193 
scenario so in that sense I think it for me, my experience in Denmark or in my Danish life 194 
portrayal (...) would be a bit different 8…)  195 
(I2: how about some of the elements that he mentions with work-life balance, did you 196 
experience that for example when doing your internship?) 197 
SR: Yeah exactly, like I did (...) witness that it was a good work-life balance but I think for me it 198 
was also, I was doing school at the same time, so I couldn’t really enjoy it as any other employee 199 
would. So I think even though I was off work at 16 effectively it was really hard for me to 200 
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mentally tell myself that ‘oh it is so great that I am off work’ because I still had school to go back 201 
to at 16(...)  202 

(I2: and what about the hygge, do you experience that or what is your perception of hygge?)  203 
SR: I think (...) I kind of can see it more than really explain it like when you come to Copenhagen 204 
for example I can see that it gets dark for so much of the year and it can be so gloomy outside 205 
when it is cold and rainy and I can see that Danes really like to huddle up and get together during 206 
those times (...) and even though the word by itself can be (...) overused or popularized to an 207 
extent where you can’t really see it anymore I think the concept at its core is very Danish because 208 
fore me I can see it all around me if you go into a Danish house you know you can see so many 209 
elements of that (...) trying to create that coziness, you see the candles you see the rugs you see 210 
the (...) environment they try to create for that concept (...) so in that sense I think (...) I relate it to 211 
Denmark (...) a lot. 212 

I2: Does the storytelling reflect your experiences of Denmark? 213 
SR: For me personally no, but I can on a general layman’s perspective I would say this. 214 

(I1: why not for you) 215 
Because I feel the way I have seen Denmark has been more from a students point of view (...) so I 216 
have seen a lot of (...) youth elements in Denmark 217 
(I1: and this is not a very youthful?) 218 
No I think this is more working life professionals, young professional and older professional (...) 219 
kind of feeling that I get from it and that has not necessarily been my experiences in Denmark. 220 
I2: Highlight three things you would consider as ‘Danish’ in the images? 221 
SR: I would say for me when I look at these pictures what I would associate with Denmark would 222 
be number 3 you know with the people eating together I think that is very Danish for me and also 223 
Nyhavn (...) I would also associate that with Denmark because it is one of the most famous 224 
pictures that you see of Copenhagen all around and every time I walk past Nyhavn I am always 225 
staring at it like it is so beautiful (...) So for me that is very Grand Denmark.  226 

(I2: and this is maybe more about like the atmosphere (...) do you find that particularly 227 
Danish?) 228 
SR: I would say with this one you know with the rug and the couch and the colors and the way 229 
things are positioned I would say that is Scandinavian more than (...) Danish as such and similarly 230 
for the food and blankets (...) arrangement (...) that is a very Danish way of trying to look cozy I 231 
think (...) 232 
(I1: is there anything else, why did not you talk about these ones for example?) 233 
SR: I think when it comes to the house (...) it is not particularly Danish for me, it could be any 234 
kind of architecture picture on Pinterest you know (...) and interior design picture for me (...) it is 235 
not very Danish and similarly for the hairstyle (...) the blonde girl even though blondes are more 236 
Danish for me it is more like fashion (...) those kind of compartments rather than Denmark.  237 
(I1: And also with this guy?)  238 
SR: I think it is more model kind of. (...) When I see people, I think it is hard for me to kind of 239 
think ‘oh this (...) person is so Danish’ 240 
(I1: okay so you would probably rather see some sights?) 241 
Yes, some places (...) or for example the way that people were sitting together and eating those 242 
kinds of experiences in a way (...) that would be more Danish for me but if I just saw a blonde girl 243 
even though I look at her face and I know she is Danish (...) if I saw it on a tourism add it would 244 
just be like so ‘why should I go there to see blonde people’  245 
I1: How do you feel the images portray Denmark? 246 
SR: (...) once I am here especially like for example the rug and the food and the blonde girl and 247 
the guy reading and all that when I am in Denmark after I have been to Denmark I feel like yeah 248 
that is Danish to me (...) but if I hadn’t been to Denmark or if I haven’t lived in Copenhagen for 249 
as long as I have it wouldn’t have struck me as ‘oh that is so Danish I want to go there’  250 
I2: Do you see a significant difference in the images of Denmark as opposed to your 251 
personal experiences? 252 
SR: It is kind of hard to answer that because it is very subjective to everybody and I mean when 253 
you read up things or when you just see something like Denmark is the nation of whatever it can 254 
be interpreted in different ways so for example people might say that Danes are very reserved that 255 
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is supposed to be a common statement (...) across the Danish image then I would say again it is 256 
subjective because I told you about my experiences similarly when I say that Denmark is the 257 
happiest country in the world there are people who can look at the reasons for that and then there 258 
are people who can look at that as sarcastic. 259 
I think honestly in that regard it has met my expectations (...) I came here and I am imagining it to 260 
be different I am imagining it to be European I’m imagining it to be safe and in those regards it 261 
has more than met my expectations (...) and I have never once felt like ‘what did I sign up for’ 262 
(...) so in that sense I think (...) it fits the bill 263 
(I2: So your personal opinion about Denmark being the happiest country in the world, you 264 
see that?) 265 
SR: Definitely and I think that is not because people are so smiling and people are (...) cheering 266 
but I think it is because (...) I find the culture very generous it is a very abundant culture and that I 267 
think is a big, big contribution to being happy and I also see that people are very content in 268 
Denmark in the sense that they know they are going to be taken care of you know by this (...) 269 
system so they don’t worry too much about for example health or (...) education to an extent 270 
where they kind of put themselves in debt or anything like that (...) so I think that is a core 271 
contribution for Denmark being a happy nation.272 
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Interview V 

Theme 1 – Background 

I2: What is your occupation? 1 
V: Now I am just studying I am not working at the moment so I am a full time student. 2 
I2: What is your Nationality? 3 
V: I am from Taiwan 4 

I2: How long have you be in Denmark approximately? 5 
V: Almost one and a half year 6 

Theme 2 - Preconceived ideas of Denmark  

V1: Why did you choose to come to Denmark? 7 
V: There are many reasons (...) First of all I haven’t been to the Scandinavian countries so I 8 
thought it would be nice to go somewhere different and secondly because I had some work 9 
experience back home but I want to do something that I hope my next job or future career can 10 
relate to sustainability and I think (...) Denmark is really good in this so I thought it would be a 11 
nice choice to come here to learn more about and to see how it is working (...) 12 
V1: What were your expectations of Denmark prior to your arrival? 13 
V: Actually I didn’t really like expect anything because I have never been here so I just wanted to 14 
see what it is like but still like from (...) other people’s experiences and like all the reports we 15 
always heard that Denmark is the happiest country like the happiest people in the world so I am 16 
also curious to know like why (...) and how is that and also relate to this sustainability because 17 
Denmark has good reputation on this so I thought ‘okay (...) let us see what this is’ and there is 18 
also some like Danish design (...) I didn’t know like specific designer or architect before I came 19 
but at least the concept of the Nordic design I heard about it so (...) and I also heard some people 20 
said that people from the North are more like difficult to become friends or whatever but I didn’t 21 
really expect that I was just like ‘okay’ (...) 22 
I2: Did you do any research about Denmark before your arrival? 23 
V: Yeah like after I decided I tried to see like okay what is this (...) 24 
(I1: like looking it up online and asking people about it?) 25 
Yeah but at that time I actually realized I didn’t know any Danes before so I felt like I didn’t 26 
know who to ask but because my home university is partner school with CBS so I (...) know 27 
someone who did exchange here (...) So those are the only people I ask (...) (I1: and what would 28 
they tell you?) They said it is nice living in Denmark and most of them like Copenhagen so (...) I 29 
thought okay this is a good choice (...) 30 

Theme 3 - Personal experiences and identity  

I1: What were you first impressions of Danes? 31 
V: I think I was really lucky when I first arrived I stayed at an Airbnb and the host was super 32 
really nice. She’s a 60 year old woman but she is really nice and she shared everything with me 33 
and we (...) would like talk for hours at home so it was nice and then I met my roommate he is 34 
also from Denmark so I also met his family and then (...) because of some (...) construction in the 35 
apartment I happened to stay with his uncle who is also a Danish family (...) I didn’t expect that 36 
but they were like the first Danish people I met and they were all super really nice and sweet 37 
people so I actually have very good impression of Danish people. So I forgot all about like they 38 
are cold they are (...) like faraway or whatever (...) I just felt like they are very nice 39 

(I2: So it was a nice first impression?) 40 
Yeah it was really nice. And (...) also during the first week I also met people (...) from the 41 
program and I happened to meet very nice Danish people so (...) like my impression is really 42 
good. 43 
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I1: Do you in your everyday life do/buy things you would consider Danish? If yes, are those 44 
actions done purposely?  45 
V: I bike (...) more and more often and like I feel in the beginning I can only bike from home to 46 
school and that is everything and then (...) actually the first time we met at Nørreport for the 47 
coffee (...) it was my first time to bike to the center so I was quite excited (...) ‘okay I am going to 48 
expand this biking route’ (...) but now I can basically bike everywhere(...) (I2: are there maybe 49 
like other things like acting in a Danish way?) 50 

(I1: like do you buy sustainable things for example?) 51 
V: Yeah but I think I actually did that also at home so I don’t feel like I am changed because I am 52 
here (...) in terms of this (...) 53 
(I2: do you like plan a lot?) 54 
V: I think I have been like this kind of person (...) In terms of buying thing maybe because we (...) 55 
have like ecological food but we don’t have a lot of options for gluten free or vegan or lactose 56 
free (...) sometimes I am trying to see what these are (...). 57 

I1: Which words would you associate with Denmark and Danish culture? 58 
V: (...) Green 59 

(I1: as in the color or as in sustainable?) 60 
V: both (...) because there are a lot of green areas I mean and also the sustainable thing. 61 
(I2: what about the culture?) 62 
V: (...) After living here for a while I don’t see (...) that Danish people are specifically happy all 63 
the time but then I was thinking maybe this happy is not like you have to be joyful (...) all the 64 
time it is more like you feel secure with your life and you (...) have a stable (...) like you know 65 
what is happening and you choose what you want (...) so I think that is something different 66 
because I thought like ‘oh happy is like (...) you are enjoying everyday’ (...) so it is (... different so 67 
I don’t think there is good or bad.  68 
(I2: maybe like a balanced life?) 69 
V: Yeah, but I also think the (...) Danish (...) really know what they want and they just do it (...) 70 
and I also think especially the students at CBS (...) they are doing so many things at the same time 71 
and they can manage all the things and I couldn’t figure out why I mean they are working and 72 
they are (...) also doing good at school and I feel like they are travelling all the time like I don’t 73 
know why they have the time and the money to do it all. 74 

(I2: that is the thing you said about Danes being structured because we tend to plan a lot.)  75 
V: Yeah (...) I also realized one thing it is weird because I think after the first two months or 76 
something I feel like it is a really equal country for some reason, like I never had this feeling (...) 77 
because I was staying with a Danish family I can see the parent like both the father and the 78 
mother they (...) are both working and they are both like pursuing their what-ever life and (...) and 79 
they are both like taking care of the kids, doing things at home (...) everywhere you see the father 80 
with the kids you see the mother with the kids (...) and also when the men and women share the 81 
toilet that was also (...) I felt like that was something like equal for me. 82 

I1: What about the notion that Scandinavians are a bit cold or reserved? 83 
V: From my experience I feel the Danes are very sweet people actually, I have only one (...) not 84 
very pleasant experience in one of the elective courses and we had to stay together in a group and 85 
I remember they were four girls and two are Danes and one is from Norway so she speaks also 86 
Danish (...) but it was like an international course and they know I don’t speak that good Danish 87 
but one of the girls she just kept speaking Danish all the time (...) and even though the other one 88 
respond in English she kept and I just felt really awkward (...)  89 
(I2: maybe when you are only with Danes it is difficult to intervene or interact)  90 
V: Yeah I can understand people will feel natural to speak their mother tongue but mostly when I 91 
am with all Danes because I also have like a group of girlfriends they are all Danes and I am the 92 
only one who is not but they always switch to English I mean it is good and it is bad (...) that was 93 
the only bad experience so to say other than almost Danes that I met are nice  94 

I2: Would you consider living in Denmark for a longer period of time? 95 
V: Yes (...) for me it is I like living in different places so I think it would be nice to have some 96 
experience and (...) so far I have only studied here so it is more like student experience (...) so I 97 
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want also working experience and (...) so far I really like living here so I would hope to explore 98 
more (...) and to see more (...) I would want to stay. 99 

Theme 4 - Sociocultural issues  

I1: Current branding strategies of Denmark are focusing on ‘Localhood for everyone’ - 100 
Have you felt included in the Danish culture and by Danes? 101 
V: Sometimes yes and sometimes no (...) I think when I am with like a smaller group of people 102 
for example when I am with my Danish family (...) or when I am with like this small group then I 103 
feel included and I know the people so I feel comfortable to say whatever and just do things but 104 
sometimes for example I was at my Danish family when it was New Years and they had all the 105 
neighbors over (...) and then at some point I didn’t know what to do because (...) I am the only 106 
one who doesn’t speak Danish and (...) they are mostly adults so it was a bit weird situation like I 107 
don’t feel as comfortable as if it is only the family (...) I think it is more like when it is bigger 108 
group or when there are too many like unfamiliar (...) and also because they all knew each other 109 
before (...)  110 

(I2: did you feel excluded because of the language or because you felt that they weren’t as 111 
open to you because they didn’t know you?) 112 
V: I think both actually because (...) I am learning Danish so I would want to try to like engage in 113 
the conversation but sometimes it is just that I don’t understand what they are saying so I would 114 
just listen and then I got bored because I don’t understand (...) and it was awkward that I was 115 
standing there but I was saying nothing so would just go to other groups. (...) I mean they are 116 
neighbors so (...) they have their history (...) so it is kind of also difficult for them (...) like if I 117 
were them I wouldn’t feel the need to include me (...)  118 
(I2: Do you think that it is a typical Danish behavior that if you are in a big group you start 119 
to talk in Danish?)  120 
V: I actually don’t think it is really Dane maybe all kind of nations have this (...) but I actually 121 
think sometimes with a lot of Danish people we are like engaged in different conversations and I 122 
once heard some Dane say they actually like speak in Danish because they don’t feel their topic 123 
was so important that you have to understand (...) but I was like okay I never thought in this way 124 
I1: Have you felt hygge while you were here? 125 
V: Yes I think so I don’t know if my hygge is the hygge that Danes consider hygge but I think so 126 
for example (...) last winter (...) there was one day where there was snow, like not snowing, but 127 
there was snow on the ground and the sun was shining. (...) I became more appreciative when I 128 
see the sun after living here (...) So for me that is really hyggelig. 129 
I1: Besides practical issues, what challenges have you experienced while living in Denmark? 130 
V: (...) Maybe the (...) education system here it is really different (...) so it takes longer time than I 131 
thought to adapt to this like in the class I know we discuss but sometimes I feel like the Danes 132 
they are like arguing but they are just saying their opinion (...) afterwards I realize but I feel like 133 
they are going to fight at some point (...) I feel like you can really argue yourself but then 134 
afterwards you are still friends (...) but for me that is a bit strange I don’t know how to balance 135 
(...) or interpret this (...)  136 
(I1: How are the professors in Taiwan?) 137 
At least you have to respect them and I don’t think I have ever been in a course that is so much 138 
(...) arguing. I also did an exchange in Germany so I took some courses there but (...) it wasn’t 139 
like this (...) I mean not only between the (...) professors and the students but between the students 140 
(...) Our professor is from Denmark so I am also trying to figure out how to like communicate 141 
with him (...) because I don’t know what he was thinking or what does this me or maybe he is just 142 
saying something 143 
I1: Do you feel your expectations of Denmark have been met? 144 
V: I think so (...) but maybe I didn’t have huge expectations so it can fit but (...) because I really 145 
look forward to this sustainability thing about coming here and (...) like what I am doing later on 146 
and I think it is really nice because I can see a lot of companies (...) they are working on this and 147 
they are changing their company strategy or their ways of doing things towards a more 148 
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sustainable development but (...) people don’t recycle (...) people do it but not all (...) so I was a 149 
bit disappointed of this. 150 

I1:Would you recommend Denmark as a tourist destination or country to live in? 151 
V: (...) Yes (...) it is a small country but I think it is really nice to go (...) Now my cousin is 152 
visiting me I and I think she is my number 15 visitor since I came here (...) and some came like 153 
three days some stayed for three weeks (...) and like all of them like no matter how long they are 154 
staying they always find something to do somewhere to go and I think it is because here you 155 
always have a lot of different events and activities (...) so it is nice and I mean tourist can also join 156 
(...) so it is not like you have to be a local 157 
 (I1: is there anything in particular they have highlighted that they like?)  158 
V: Louisiana (...) because it is both nature and also art (...)  159 
(I2: what about a country to live in?)  160 
V: At least I really like it so I recommend to my family and my friends (...) because I think in the 161 
beginning it is difficult because you have to get used to this weather and (...) it is cold for us and 162 
everything is really expensive so you have to really like manage (...) but I think it is nice to live 163 
and (...) Now I really like ii because I am biking every day and sometimes I run in the park and 164 
you cook everyday (...) I think it is nice and easy to live here (…) and I think most Danes speak 165 
good English so it is not difficult. 166 

Theme 5 - Image of Denmark  

I2: How do you feel the advertisement portrays ‘living life the Danish way’ and Denmark? 167 
V: I think it has like the main features but I think (...) in the beginning part like when he was 168 
biking along the (...) place where people were sunbathing (...) and also Amalien (...) but like for 169 
the Danish design part I think (...) it is the image of Denmark but I don’t think it is like for 170 
everyone (...) 171 

 (I1: In the sense you don’t think that everyone designs their house like this?) 172 
V: yeah  173 

(I2: what about the hygge part? Do you think that is typical?) 174 
V: I think that is one part but if it is about this hygge I don’t think it is a lot portrayed in this ad 175 
(...) I think there can be more (...) like reading a book (...) having candles (...) 176 

(I2: what about the work life balance?)  177 
V: I can also see that out (...) like if I am taking the metro like the rush hour is like four o’clock 178 
like it is not at six seven so (...) that is really nice because you have time with your kids and (...) 179 
that is also one thing I heard about Denmark before I came and I think it is really nice that people 180 
work and they are really focused when they are working but they get off on time (...) I take 181 
Danish outside CBS so most of my classmates are working but I also heard a lot of them are 182 
working overtime a lot so I don’t know (...) But I think mostly like (...)especially those who have 183 
kids they are (...) able to have time (...)  184 
I2: Does the storytelling reflect your experiences of Denmark? 185 
V: I think like eating with the family and biking (...) just bike around the city (...) and those parts I 186 
can reflect. 187 
(I1: what about the simple style over fad and fashions translated to living life simply?) 188 
V: Because also like the Danish design are like mostly there are not a lot of complicated elements 189 
I think (...) it is simple but it looks nice and it (...) lasts long at least that is how I interpret and also 190 
I think a lot of Danes are wearing like (...) a lot of black all of the time (...) so that is also like 191 
simple  192 
(I1: Do you think it could also be translated to the Danes behavior - simple - in the way they 193 
are direct?) 194 
V: Could be but I haven’t thought about that but I think simple (...) and practical (...) but 195 
sometimes I wonder if that is not so interesting for life (...) because like my roommate he is 196 
Danish and (...) he is making the same food all the time and for me it is a bit boring (...) I just 197 
think you can change some 198 

I2: Highlight three things you would consider as ‘Danish’ in the images? 199 
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V: I think (...) people really think about how they want to design their house, home (...) apartment 200 
(...) and it is usually simple but it (...) looks nice I think (...) and I think this is hygge (red: picture 201 
with people eating) and I think this is everyday life because (...) I like biking around so it is nice 202 
(...) and this one it is like in the winter and you have a fireplace at home. 203 

(I1: that is like Danish goals, fireplace) 204 
I think this is also his hygge with that candle and this is all Danish pastries (...) I think this is like 205 
very common I feel like this (...) can be an advertisement somehow (for something specific or 206 
something typical Danish) for typical Danish (...) or advertising for this thing. (...) I don’t feel 207 
very Danish (...) maybe because of this carpet (...)  208 

I2: How do you feel the images portray Denmark? 209 
V: I think (...) simple is one, and maybe also individual like individuality except for hygge (...) 210 
papirøen(...) 211 

(I2: what about some of the words you said that heard about Denmark in the beginning - Do 212 
you think these pictures portray happiness or coziness?) 213 
I think maybe cozy is a better word for me like (...) the woman at the fireplace (…) but I don’t 214 
think this is happy in terms of joyful (...) 215 

I2: Do you see a significant difference in the images of Denmark as opposed to your 216 
personal experiences? 217 
V: Not so far apart 218 

(I2: so you can recognize yourself in some of these situations?) 219 
Some not all (...) like the biking one and the fireplace.220 
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Appendix 7: Carlsberg advertisement: ‘The Danish Way’ Script 
 

“They say that we Danes are the happiest nation in the world. So, what’s our secret? 

Could it be that we take joy in nature? 

Is it that we keep work and life in perfect balance? 

Is it that we make time for hygge, feeling all fuzzy and snugly together? 

Some believe the Danish way means searching for a better way? 

Are we happy because we create beautiful things? 

Maybe it is choosing simple style over fads and fashions? 

Or could the secret to our happiness be down to creating what we believe is the best beer in the world? 

Probably.” 

 

 


