
 

City Nation Place Global 
AWARDS 

citynationplace.com/Global

  @citynationplace  #CNP17

Best Communications Strategy

Copenhagen wanted a stronger position among international fintech 
companies, who prefer London, Stockholm, Amsterdam and Zurich. 
Copenhagen had the potential to become a Nordic fintech hub for 
talents, start-ups and businesses from all over the world.

The fintech ecosystem was scattered, and start-ups, investors, 
established players and public institutions and regulators had to join 
forces to create a strong business environment and, importantly, boost 
the modest start-up scene. 

Copenhagen had to become better at attracting foreign fintech talent. 
To create the foundation for a top-class fintech ecosystem, the City 
of Copenhagen, the Financial Services Union Denmark and Denmark’s 
leading banks joined forces to establish Copenhagen Fintech. This 
organisation works to assist businesses in relocating to Copenhagen. 

To attract international talent, investors and businesses, we tapped 
into Greater Copenhagen’s new destination branding strategy ‘There 
is more to our happiness...’. The very idea behind this concept is to 
redefine the perception of the soft values ‘happiness’, ‘freedom’ and 
‘quality of life’, so that they are also perceived as factors that make a 
place attractive for doing business and building a career. 

The communication strategy behind our attraction campaigns was to 
explain how Copenhagen’s business environment is rooted in these 
Scandinavian values; talents will experience personal empowerment, 
informal co-operation, no hierarchies, and time for both family and 
career – and businesses will experience high productivity, creative 
and innovative employees, swift decision schemes, and hardly any 
bureaucracy. Both talents and businesses were exposed to content on 

social media, supported by search engine marketing strategies, as well 
as banner ads for open jobs/business opportunities placed in online 
communities. Those interested were directed to a campaign website, 
where they were prompted to give information to receive customised 
content. We ran targeted banner campaigns on Stack Overflow, a 
popular online community for developers. Their sales team had never 
seen conversion rates as high as those created by our campaign. 

Uniting the industry was however no easy task. Initially, the companies 
were sceptical and reluctant to share information as they viewed 
each other as competitors. However, they soon realised that joining 
forces to recruit from abroad would result in fresh blood into the 
industry, and that the alternative – to continue recruitment through 
local cannibalisation – would create an unsustainable wage spiral and 
prevent new input. The first campaign results show the communication 
strategy works extremely effectively and media spend in talent 
attraction campaigns is now fully financed by the participating 
companies, which proves that we have found a concept that provides 
value to business. 

Through the campaign targeted towards fintech talent, we received 
1448 job applications for the 35 vacant jobs advertised. After pre-
screening, 326 qualified applications were passed to the companies, 
who invited 100 applicants in for a job interview. In other words, our 
preparatory target group analysis, our communication strategy and 
the content and channels have proven highly relevant, thus preventing 
misused media spend and unfruitful job interviews. Based on the 
13 weeks of campaigning, we reached almost 30,000 visits to our 
campaign site, 439 email leads & 120 signups for our fintech event in 
London.
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